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Facilitate Digital - Board

Robert Hunwick

Non Executive Chairman

Former MD Tyndall Australia Limited, former CEO CIC Insurance Limited. Current Chairman DKN Financial Group
Limited

lan Lowe

Chief Executive Officer & Executive Director

Media and marketing background with George Patterson Bates, Thompson Media and PMP Limited. Former
Managing Director of Red Sheriff Limited.

Ben Dixon
Chief Operating Officer & Executive Director
Advertising background with DDB Needham and Mojo Partners. Co-founder of Facilitate Digital.

Timothy Norton
Non Executive Director
Co-founder and executive director of Oakton Limited. Also a Director of IWL Limited.

Charles Sweeney

Non Executive Director

Co-founded Facilitate Digital. Lawyer with Brisbane commercial law firm Cooper Grace Ward, specialising in
mergers & acquisitions, IP and corporate advisory work.

Peter Vial

Non-Executive Director

Ex-chairman of Purus Energy Limited. Founder and Managing Director of Country Road Limited and former founding
shareholder and Chairman of Bendigo Mining NL.

Simplicity. Integration. Flexibility.




Email Search Display Advertising

Mobile

Simplicity. Integration.

Facilitate Digital — BUswiess Overveiw

2. Marketers conduct
advertising campaigns to
drive qualified leads to the
website

oy

smh U
oA IT'S NO SECRET
THAT WERE RECRUITING
Business Day

b morger pl

Google memmssman—— s gamazee

Search: © theweb O pages fiom Australis
web
Cheap Brisbane Flights
S webjet com. s Book cheap domestic flights to any city in Australia at Wabjot & save.

Virgin Blue: Brisbane
S nblue.com au Book cheap Mlights to Brishane, selsct your seat & checkin onling.

Cheap Flights To Brisbane
i FlighiCentre.corm au Visit Flight Centre Online for all your fight travel nseds!

Cheap Flights to Brisbane, Queensland - TripAdvisor

lights to Brishane: Entor your dates once and have TripAdsisar search mulipls stes to find
the bsst prices on Brishane flights
. tipadisor. com/Flights 0255068 Brishane_Queensland Cheap_Discourt_Aifares himi -
S5k Cached Sz page:

1111

Flexibility.

Your Itinerary

3. Facilitate Digital provide the technology to: R
(a) target & deliver the advertising message

07:00 am Sycney 07:25 am Brisbane

Allfares quated n $ALD.

(b) track interaction and response . ——T

Returning Flight - Brisbane to Sydney - Mon 10 Mar

(c) track through to a sale, application,
download... e
(d) analyse ROl in real time

Optional Travel Insurance
Don't forget Travel Insurance - quests

Passenger Prices

1242 | e Sver 1 Adult @ $139.00

Returning Fight Total $132.00

for you. You can review the ul range o travel nsurance produts at wuew.b-
secure.com.ay,

ContactUs | AboutUs | elpme | Log @ e

$9.00

) personal | [FAR G pORTAN
(4

-
insurance, you must select o,

‘ Sales
‘ Lower Costs

Drive loyalty

Home | Bookings | FlightInfo | Services | Specials and Offers | Travel Extras | Our Destinations

Flights

Frewn O oneway
Origin )
Destination )

Departing Date

0 =] [Wer 20 =
Fetum Date

03 w] [Wer 2008 3]
Adult  Child @11 Infand 2)
EOE Y O R
‘Special Nesds Fars Trpes
Children Traveling Aione

EARN 5 MEMBERSHIP REWARDS™ BONUS POINTS
K PER DOLLAR WHEN YOU PAY FOR YOUR VIRGIN BLUE
FLIGHT ON YOUR AMERICAN EXPRESS® CARD"

watch vour Merbership Rewards points mukiply sivply by using your American Express Card to pay For any Ficht within Australia on Yirain Elue. voull earn S Borus Points for every d
ou spend on Virgin Blue irfares. The Bonus Peinks are in additian to the Membership Revwards points you normaly receivel

‘environment ac
the pushof a button

B MEMBERSHIP 4/!}1%,:9) PromOtionS

~ Happy Hour &
V' Flight sales B REWARDS BONUS POINTS
12 midday th lpm AEST *Qffer avalable an ol Yirgin Blus o Australia fram 2 - 16 Applies only ta purchases in AUD n Australa ekther onlive ot
wmn irginblue. com.aujamex, through the Virgin Blue Guest Contact Centre or via Travelscene American Express Trawel Agents where Virgin Blue is identified as the merchant for the
Eransaction. This Banus Paints offer is available to American Express Cardmembers enrolled in the program. All Qantas Card
pacificy  polynesian ; i
bitie fkie Cards not issued by American Express are exduded fram this promotion, Envelment in is requred (an Subject to terms and candtions of the

1. Companies build websites to communicate with
stakeholders and drive business outcomes




Facilitate Digital — BUswiess Overveiw

We sell access to our software platform to corporates, advertising agencies, publishers and
SME’s

Revenues are secured via 2-3 year rolling contracts
A hybrid of fixed and variable revenues are generated

Variable revenues are driven by activity volumes, ensuring strong organic growth from
existing clients

ASP model — build it once, sell it multiple times

Simplicity. Integration. Flexibility.



HY08 Results & FYOSs&uidance

FDH Group revenue grew 208% to $4.45m versus the same period last year, including like for like
revenue growth of 71%

Online media technology revenue delivered like for like revenue growth of 44% versus the same 6
month period last year, a growth rate nearly double that of industry growth over the same period

Wholly owned group subsidiary Impact Data (acquired 1 July 07) delivered like for like revenue
growth of 91% versus the same 6 month period last year contributing to group profit for first time

Pleasing sales progress established in UK despite 3-4 month delay due to headcount procurement
Further announcements regarding progress in UK imminent
Group profit of $35K for HY 07/08, despite expense of $922K in offshore market development

FY08 forecast is revenue of $10M (growth of 257% versus $3.9M in FY07) whilst retaining a net
profit after tax

Strong local and UK contribution are expected to deliver growth in second half revenues of 25%
versus the first half

Group growth will continue to outpace industry growth of 25-30%

Simplicity. Integration. Flexibility.



. . W .
International opera’uons\RS contribute strong growth

UK to become UK-EU regional
headquarters

Revenue by Market Strong and growing UK sales pipeline
already established

Secured world class talent in key

o { , management roles:
30% 1~ , UK Julian Baring - MD
0% + ® Europe Damian Healy - Head of Operations
) u Asia Sheila Williams - Head of Sales

a0% 1 ® New Zealand International sales to contribute more
s 4 B Australia than 55% of total revenue by FY10

o I | | - UK and Europe to contribute 44% of

FY 07-08 FY 0309 FY 03-10 total revenue by FY10

Announcements to be made shortly
regarding progress in UK

Simplicity. Integration. Flexibility.




Underwritten by inveXwrent in IP & technology

Invested $1.25M YTD to build global platform, now substantially complete
Established technology hubs in Europe and Asia ($300K)

To underwrite cross selling the largest project is a united reporting platform encompassing media &
direct marketing products

Design & build phases are complete
Move to maintenance phase will see development costs reduced by 30%+ across the group

—

1 l% l 9% OVERVIEW RESOURCE CEHNTRE CAMPAIGH
R . FROFILES GROUPS
B OnlineMedia Buy .
. ) SELECT & COUNTRY )

mRichMediaModule =l

m5ite Analytics

m5earch Module fociate | faciicace?

BV antage Reporting Layer ) )

m Fusion Perf Track e S
‘ - c"w' Gporiagd

1 Direct Marketing

i
=Other Data

=Locations

i e
2 - i
Ui Savigs Bark ¢ etmcica
on oo

Snaw egend View ke

Inwestment by By Type st 12 monhe v

Sronw fegend Viewsfale Shaw egend View bie Snow Isgenc View tae
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...and management Oweapital

Terms of Impact Data restructured to:
X 7.5 average of FY08 & FYQ9 earnings
Share volume calculated on June 30 ‘09 30 day VWAP

Variable costs have been reduced to less than 4% of total ongoing
Profitability maintained

Investment in new operations to contribute cash this calendar year:
Australia — cash flow positive
New Zealand — cash flow positive
Europe — cash flow positive by March 2008
Asia — cash flow positive by July 2008
UK — cash flow positive by September 2008

Simplicity. Integration. Flexibility.



Facilitate Digital — ca%l structure

ltem Securities Market Cap.!

Ordinary shares? 110.9m $29.9m
Options?® 47.6m $1.6m
Fully diluted as at 4 March 2008 158.5m $31.5m
Shares to be issued to Impact Data* 37.1m $9.3m
Fully diluted post Impact Data settlement 195.6m $40.8m
Notes:

' Market cap based on share price as at 4 March 2008 ($0.27).
2 Directors’ /associates interests ~56% of shares & ~64% of total securities with 12 month voluntary escrow expiring April 2008.

3 Total options of 47.6m made up: 23.7m issued as consideration for the Facilitate Digital business; 17.8m performance options (NPAT
targets); 4.1m ESOP and 2.0m existing pre-merger options. NB: 41.5m options with an exercise price of 21.2cents expire 2012.

4- Using the NPV of final payment in October 2090 as required by AASB 133 for EPS calculations and share price as above. (Assumes equity
issue not cash payment as is Company’s choice).

Simplicity. Integration. Flexibility.



Continued growth of Yegital media is assured.

Digital media is a global market worth AUD $35B p.a. and is - — - —
expected to grow to AUD $49B" in CY 2008 US Online Advertising Spending, 2002-2011 (billions)

o0z

Digital media spend is worth over $1.3B p.a.2in Australia alone
(12% of total media spend), is larger than radio, and growing at
25% p.a.

Global spend on advertising into mobile devices is forecast to grow
9 times between 2006-2011, to AUD $15.5B3as advertisers seek
to tap into 2.7B mobile phone subscribers.

Digital media growth will weather economic conditions as
marketers opt for the superior accountability of online

' Zenith Optimedia Global Adspend Outlook 2007
2JAB Online AdSpend Market Report 2007 ] i o )
3 Mobile Marketing Association Note: eMarketer benchmarks its US onling advertising spending
projections against the Interactive Adverlising Bureau
(lAB)FricewaterhouseCoopers (PWC) data, for which the fast full vear

Advertising Spending Worldwide, by Media, 2005-2009 measured was 2005; online ad data inclides categories as defined by the

(% of total ad spending) IABFwE nemnmark}—mseﬁaz ans (such ;5 .':ganrg_s,l, p?éd sea?ch arg's .
005 2006 =007 008 005 fincluding contextua! text finks), rich media finchading video), classified ads,

= sponsorships, referralsdeatd generation, e-mail (embedded ads omly) and

Television ITE% ITE% I75% I75% 7% slotting fees

MEWSDApErs 29.6% 29.1% 2B.5% 27.8% 27.3% Source; eMarketer, February 2007

Magazines 12.3% 129% 128% 126% 125% QBT wiwies eMarketercom

Redio 8.6% B.4% B.2% B.0% B.O%

Outdoor 5.4% 5.5% 5.6% 5.7% 5.9%

Cinema 0.4% 040 0.4% 0.4% 0.5%

Sowrce: ZenithOptimedia, December 2004

| it eMarketer com
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Continued growth of Ywgital media is assured...

The trend is global, reinforced by:

Internet usage is ubiquitous in developed economies such
as Europe, UK, US and Australia

Broadband is becoming more available, faster and
increasingly affordable

Feature rich ad formats such as expanding ads, interactive
ads and TVC ads are increasing

The value of eCommerce continues to grow dramatically

Distribution of B2C E-Commerce Sales* in Select
Countries in the Asia-Pacific Region, 2006 & 2011 (% of
total)

China**
4.1%

2011

Note; comverted af average anmual exchangs rates (oraiscted for future

yearsy total B2C e-commerce sales inciude all purchases made on & retail

Web site, regardless of device used fo complete the transaction; *includes

gﬂm trave, event ticket and digital download sales, **exciudes Hong
ang

Source, eMarketer, January 2008

0307RE vl eharketer.com

B2C E-Commerce Sales® in Select Countries in the
Asia-Pacific Region**, 2006-2011 (billions and %
change)

ET I 5>
ET A <  (24.0%

E N 7 (333

E N < 1.1 (27.0%

$145.5 (17.2%)

Note: converted &l average annual exchange rates mjﬁ!ﬂd for future

vearsy tolal B2C e-commerce sales include all purchases made on & retail
Wel site. regardless of device used to complete the transaction, *includes
arline travel, event ticket and oigitsl download sales; **Australa, China
(exciudes Hong Kongl, india, fapan and South Kores

Sowrce: eMarketer, January 2008

QMTRE v eMarketer,com

BE2C E-Commerce Sales* in Western Europe**,
2005-2010 (billions)

S Eurss 4 (570.0)

E R <. 7.7 576
R euri0z 3 (5140.7)
I <1257 (5172.5)

2000 Euri57 4 ($203.0)

2010 Eur1g7 .6 (5234.5)

Nete! Converted at annual average exchange rates (projected for future
yearsl *includas onfine travel, event ticket and digital downloass sales;
**epyntrias included are the UK, Garmany, France, Jtaly and Spain
Source! eMarkater, September 2004

OFeHa8 wnioeMarketer.com
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Growth Agenda &

Continue to diversify and integrate the offering
Direct Marketing Technology (Impact Data)
Rich media and mobile platform development
SME packaged offering
Cross sell and up sell
Bundled solutions

Dominate Australasia

Establish an Asian base to secure regional business
Singapore - a decision making hub for APAC
Tap into key markets in Northern Asia

Target high growth, high value international markets

Simplicity. Integration. Flexibility.



The opportunity is gldwe!

of online media spend with 18% in 2007, or Europe, 2007-2012 (millions and % of population)
(£2.6B) 1 2007 2008 2009 2010 2011 2012

Online ad spend in UK is projected to account
for more than 50% of total media spend for

Western Europe by 2010 2

France

333 361 388

41.2

433

451

% of population 523% S64%  6D2% HIA%  AESH A%
" Internet Advertising Bureau Germany 481 504 525 545 563 579
2 eMarketer % of population SEA%  61.2% 63E%  662% SB5%  704%
Italy 242 253 264 25 285 296

Online Advertising Spending per User in Select
Countries in Western Europe, 2006, 2007 & 2010 (US S)

UK

$122.01
514680

France

£89.56 Poland 150 167 180 19.0 200 207
SH g T % of population OB 432%  46A%  494%  521%  539%
— Russia 350 403 454 504 549 590
$12.73 % of population 205% Z2B6%  324%  362%  IFEm  42TH
:i?s spain 194 M0 224 235 246 255
E—— % of population 479% 519% 553% S50% 404%  628%
51214
£13.02
$14.61
Haly UK I6E 321 94 405 a41.7 42 8
$8.19 % of population E05% E26% S45%  ASI%  ATE%  A95%
58
1047 Europe total 3750 3475 3687 3878 4051 4205
B 2006 W 2007 W 2010 Note: eMarketar defines an intermat Lser 85 any person Who wses the

Note: Based on arline ad spending figures from
FricewaterfouseCoopers/ Wilkofsky Gruen Associates, June 2006
Sgurce’ eMarketer, December 2006

079528 wian ella riketer. oo
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% of population

41.7%  43.5%  454%

47 3%

49.1%

51.0%

Internet from any location at least once per manth; penetration rates

calculated from unvounded data
Source: eMarketar. January 2008

DR18aET

weny earketar com



Our global footprint

Sey

Regional and global contracts available with global agency groups

Footprint mirrors headquarter centric client decision making

Relatively modest capital investment to enter new markets

Focusing on contained markets with mid to high levels of marketer sophistication

Simplicity. Integration. Flexibility. 14



Facilitate Digital - backﬁund

Leading provider of digital marketing technology
Established in 2000 - HQ in Sydney, Australia
Listed on ASX in April 2007

Proven technology and business model:
FDH dominate the Australian media agency market
FDH dominate the Australian SME market

Proprietary technology
FD clients include some of the worlds leading corporations and agency

groups

Microsoft UniversalMcCANN Optimedia ' % r ) ES%(F ‘be:

1) ®r S el

HONDA Nestle
M
BriTisn = & OoRACLE" 3
HYUNDAI Starcom
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Credentials

‘Facilitate Digital’s integration of planning, buying and optimisation is way ahead of the competition’.

David Holmes — Managing Director
One Digital Pty Limited (an Aegis Company)

‘Having reviewed alternative offerings, it has reinforced our confidence in and complete satisfaction
with Facilitate Digital.’

Belinda Rowe — Managing Director
Zenith-Optimedia (a Publicis Groupe Company)

‘Facilitate Digital provide us with world class data and adserving solution tailored to market, company and
client. They provide us with a level of service that exceeds expectation’.

Jemma Enright — Communications Director
Da-Vinci Selectwork (an Omnicom Company)

Simplicity. Integration. Flexibility.



Contact Direct

for agencies

for publishers Smart Shift

search

facilitateOne
Digital Marketing System vantage

analytics

B symphony

media

= -
= *
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Viral group sales mode”

1
; 1
i ' Primary :
1 g/ Secondary ! . )
! A E Agency Corporate Publisher SME’s
1
e e e
* Traffickers *Agencies +WebDevelopers & usability
* Search agencies +WebDevelopers & usability + Search agencies
RESEl Iers * Media consultants * Search agencies ' *Researchers&consuftants
* Technical & data consultants | * Researchers rAgencies
Viral 1. Engage with corporate | 2. Engage with agency and| 3. Engage with agency and
Ird and work backto agency |work backto corporate work backto publisher

Mobhile (ID)

Vantage V V V V
v % v b 4

symphony v °* ' 4 vV 5 R
Search v " vV v
Analytics v A v .2 V4 v
v v vV v

v vV Vv v

v ) 4 ) 4

Services (ID)

Simplicity. Integration. Flexibility.




Group Structure &

A transition towards a more transparent and efficient divisional group structure is already in progress...

CURRENT STRUCTURE

Stand Alone Stand Alone
Revenue Revenue

Shared Revenue

Stand Alone Stand Alone
Expense Expense

Corporate Costs

Shared Expense

Complex revenue adjustments
Complex expense adjustments
Non distributed corporate cost

Simplicity. Integration. Flexibility.

NEW STRUCTURE

Agency Corporate SME

Stand Alone Stand Alone Stand Alone
Expense Expense Expense

Corporate Costs

Three business divisions — removes
numerous accounting complexities

True picture of divisional performance
Operational efficiencies and cost savings
Greater focus on cross sell and up sell
Transparency across the group

Homogenous business focused on
market opportunity



Market Dynamics

Digital advertising is fragmenting, is complicated and doesn’t scale well — the need for tools to
manage this complexity has never been greater

Marketers are more focused on ROI then ever before, and will continue to be

Operating multiple disconnected technologies is inefficient and unscalable

Marketers will pay a premium for data integration via one supplier

FDH is the only provider offering purpose built solutions that successfully address both workflow
efficiency and data integration

FDH is well positioned

FDH will continue to exceed industry growth

Simplicity. Integration. Flexibility.



THANKYOU

Sydney Head Office Location Amsterdam De Corantijn 43d, 1689 AN Zwaag
1/420 Elizabeth Street, Surry Hills NSW 2010 Australia T+31229265445F + 31 22 92 65 28
T+ 6129690 3900 F + 61 2 9690 3901

Stockholm Gotgatan 14, 118 46 Stockholm, Sweden
Auckland Level 3, 48 Wyndam Street, Auckland, New Zealand T+46 851000 150 F + 46 8 545 784 99
T+649374 1445 F + 64 9 374 1441
Singapore 7A Trengganu Street , Singapore 058461
T+ 656849 5440 F + 65 6722 0622

Sydney * Auckland * Singapore * London * Amsterdam * Stockholm

2007 Facilitate Digital Holdings Limited dba Facilitate Digital. All rights reserved. All trademarks, brands or names are property rights of their respective holders.




