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Disclaimer

Henslow Pty Ltd (Henslow) believes that the information contained in this document has been compiled from sources believed to be reliable, but no representation or warranty,
express or implied, is made by Henslow as to its fairness, accuracy, completeness or correctness. Henslow has not independently verified the facts, assumptions, and estimates
contained herein. All estimates, opinions and other information contained in this document constitute Henslow’s judgement as of the date of this document, are subject to change
without notice and are provided in good faith but without legal responsibility or liability.

This document has been prepared without taking account of your objectives, financial situation or needs. You must not rely on this document. You should consider its
appropriateness having regard to your objectives, financial situation and needs, seek and rely upon your own independent taxation, legal, financial or other professional advice,
and make your own independent assessment. Investments can go up and down. Past performance is not necessarily indicative of future performance.

This document is provided for information purposes only. It is not and should not be considered as an offer or invitation to apply for or purchase any securities or investments or
as a recommendation to make an offer or invitation in respect of securities or investments. No agreement to subscribe for the securities or investments will be entered into on the
basis of this document.

This document is not a disclosure document under Australian law or under any other law. Accordingly, this document neither purports to be exhaustive nor contain all of the
information which any reader or prospective investor may require to make an investment decision and it does not contain all of the information which would otherwise be required
by Australian law or any other law to be disclosed in a prospectus. This document expressly does not constitute an offer or solicitation to buy or sell any securities or investments
in any jurisdiction where such offer or solicitation would be prohibited. This document is not available for distribution outside Australia and New Zealand and may not be passed
on to any third party or person without the prior written consent of Henslow.

» o

Certain statements in this presentation are forward looking statements. You can identify these statements by the fact that they use words such as “anticipate”, “estimate”,
“expect”, “project”, “intend”, “plan”, “believe”, “target”’, “may”, “assume” and words of similar import. These forward looking statements speak only as at the date of this
presentation. These statements are based on current expectations and beliefs and, by their nature, are subject to a number of known and unknown risks and uncertainties that
could cause the actual results, performances and achievements to differ materially from any expected future results, performance or achievements expressed or implied by such
forward looking statements. No representation, warranty or assurance (express or implied) is given or made by Henslow that the forward looking statements contained in this

presentation are accurate, complete, reliable or adequate or that they will be achieved or prove to be correct.

To the fullest extent permitted by law, except to the extent that liability cannot be excluded, Henslow and its related bodies corporate, affiliates and each of their respective
directors, officers, partners, employees, advisers and agents and any other person involved in the preparation of this presentation do not accept any liability whatsoever for any
direct, indirect or consequential loss arising from or relating to any use of the information contained in this document or any error in, or omission from, this document. Except for
any statutory liability which cannot be excluded, Henslow and its related bodies corporate, affiliates and each of their respective directors, officers, partners, employees, advisers
and agents and any other person involved in the preparation of this presentation expressly disclaim any and all liability and responsibility for the accuracy or completeness of the
forward looking statements and exclude all liability whatsoever (including without limitation any liability arising from fault or negligence) for any direct or indirect loss or damage
which may arise or be suffered by any person for any reason including but not only as a consequence of use of or reliance on this document, or of any information or error in, or
omission from, this document.

Henslow has been engaged by Manalto Limited to provide corporate advisory and capital markets advice which also included the preparation of this document. Henslow will
receive fees for providing these services including the preparation of this document. Save for those fees, Henslow does not e xpect to receive any other direct or indirect pecuniary

advantage or interest in connection with this report or that may be reasonably capable of influencing the preparation of this document.

This document is produced by Henslow Pty Ltd (ABN 38 605 393 137). AFSL 483168.
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Executive Summary

Manalto Limited (MTL) (ASX.MTL) provides
cloud social media management solutions to
SME and enterprise customers

MTL’s primary offering is a highly scalable
cloud-based software platform, with 2
distinct target customer groups and branding

1. Enterprise Solution (Enterprise and
large scale organisations)

@A manalto

ENTERPRISE

2. So6shilr (small and medium sized
enterprises - SMES)

soshir

MTL allows businesses to manage, publish;
and analyse their social media assets on a
large scale and with ‘a single click’

— The scalability of Manalto’s solution
remains a differentiated offering in the
market

The social media market is growing rapidly;
fuelled by the rapid take-up of active users,
especially on mobile platforms

An increasing number of SMEs are using
social media assets to reach growing
audiences...

— 57% of small businesses spend $26 or
more per month on publishing and
analytics tools.

...However, despite heavy investment into
social media, many businesses struggle to
realise results

— 34% of small businesses are now paying
for publishing / analytics tools in order to
gain a competitive edge

The global social media analytics market is
set to grow from USD $1.60 Billion in 2015 to
USD $5.40 Billion by 2020

henslow

Cloud Services Marketplaces (CSMs) are
online platforms that provide software as a
service (SaaS) products

MTL is marketing and distributing its Séshlr
product through a network of CSMs and will
soon distribute its Enterprise Solution via
CSMs

Access to the cloud distribution channel will
allow MTL to access hundreds of thousands
of potential customers on a global basis

There are no other social media
management tools with distribution
agreements with leading CSMs — ODIN,
AppDirect and WHMCS

Enterprise Solution is currently being
marketed via direct sales, but is ready to be
distributed through the cloud channel,
pending agreements with key CSMs
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Company Overview

Manalto is a provider of cloud-based social media management solutions

Company Financials
* Manalto Limited _ (MTL) (ASX.MTL) pr.owdes cloud social media YIE 30 Jun. (USD) FY'14A e —
management solutions to SME and enterprise customers

— Founded by current CEO Anthony Owen in 2011 and listed on the Income Statement

ASX in March 2015 Revenue 2,502 178,201 118,022
« MTL's primary offering is a highly scalable cloud-based software Underlying EBITDA (1,167,628)  (2,531,584) (3,457,812)
platform, with two distinct target customer groups and branding
. . . o Reported EBITDA (1,167,628)  (3,750,985) (3,457,812)
— Enterprise Solution (Enterprise and large scale organisations)
) . . . NPAT (1,171,354)  (3,602,186) (2,489,854)
— Soéshlr (small and medium sized enterprises - SMES)
« MTL employs 34 staff located in the US, Australia, Europe and South
Africa with its head office in Washington D.C. Balance Sheet
- “om Cash 276,394 2,091,598 1,308,515
30c 25m Current Assets 308,592 2,397,157 2,595,847
25¢ 20m o
_§ igc 15m g Intangibles 114,077 593,587 1,469,993
o Cc o
10c 10m =~ Non-current assets 121,316 639,025 1,550,160
5c 5m
. . Total assets 429,908 3,036,182 4,146,007
Mar-15 ~ Jun-15  Sep-15  Dec-l5  Mar-16  Jun-16 Total liabilities 548,440 258,537 161,440
Market Metrics Net equity (118,532) 2,777,645 3,984,567
Last Price (26 Aug.) 3.5¢c
har ndin 1 72 . - .
Shares Outstanding 66,572,635 *  The Chairman will invest A$100k, subject to shareholder approval, to be
Options Outstanding 30,707,062 provided at the next AGM
Market Capitalisation $5.8m
Net Cash $1.7m*

Enterprise Value $4.1m
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Company History
Manalto has developed a significant number of channel partners for distribution

* Founded in 2011 as a software development project
 Moved to Singapore as part of funding and development

strategy in May 2013 before acquiring Singapore entity and 35¢ 25m
migrating to US in December 2013
o Undertook reverse takeover of Healthlinx and listed on ASX
30
© Launched Enterprise product co
o 20
e Launched Saéshlir product and Channel distribution strategy "
e Development team migrated to South Africa 25¢ |
e Acquired Hearis
15m
20c
* MTL has entered into a number of distribution agreements with Y @
major channel partners T E
. >
ODIN N .
e Qd Adstream 15¢ o
—_— m
9 Adstream
© Eiacknight A BLACKNIGHT
O Topcloud ole 10 1
'/App TopCloudXL
© ~ppirect LuxCloud 5m
@ LuxCloud
5¢ f+—t
e ReadySpace READYSPACE
e Globe Telecom Globe

e Telstra - ‘ ‘
Mar-15 Jun-15 Sep-15 Dec-15 Mar-16 Jun-16
@ Plesk plesk

@ ngamvico  1INLRAIVI

MICRO




Board and Registry
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Board Registry
) Holder Shares (m) Holding
Board Shares Options
LSAF Holdings Pty Ltd 12,5 7.5%
Joseph Miller — Interim Chairman 12.5m 0.1m ECA Ventures LLC 12.4 7.5%
. . . . Mrs Melanie Verheggen 6.2 3.7%
» 13+ years as Managing Director at Europlay Capital, a Los Angeles-based boutique
merchant bank Anthony Owen 5.9 3.5%
« Significant experience in technology, media, telectl)m,llife sc_iences and consumer sectors LSAF Investments Pty Ltd 4.4 2.7%
« Currently serves on the boards of several companies including Covata, FlashFunders and
Red Bull Global Rallycross Mr John Burston 4.3 2.6%
» Served on Skype Audit and Compensation Comittees Vankat Pty Ltd 4.1 2.5%
. . Chifley Portfolios Pty Limited 4.1 2.5%
Anthony Owen — Executive Director 6.8m 16.3m v v °
Raven Ventures (Australia) Pty Ltd 35 2.1%
» Founded Manalto in 2011 HSBC Custody Nominees (Australia) 35 21%
« 20+ years of experience in digital start-ups and media organisations, in senior sales Limited ) )
management and strategic commercial roles Mrs Melanie Verheggen 31 1.9%
. Extensn{e experience in media agency, direct-to-market, client management, e-commerce Exit Out Pty Ltd 3.0 1.8%
and social media platforms
CS Fourth Nominees Pty Limited 2.8 1.7%
Chris Adams — Non-Executive Director = 0.5m Jack Burston 26 1.5%
) . . : iberti 9
« Internationally recognised, technology executive and advisor Libertine Investments Pty Ltd 24 1.5%
» Previously held executive roles with both Facebook and Amazon Bluemax Investments Pty Ltd 2.4 1.4%
. rvi hief Vision Officer and SVP of Busin Development for Participant Medi
Served as Chief Vision Officer and SVP of Business Development for Participa edia Spinite Pty Ltd 23 4%
Michael Quinert — Non-Executive Director 0.1m 0.5m Spope St Pty Limited 21 1.3%
Mr Peter Capp 2.0 1.2%
« 28+ years experience as a commercial lawyer, including three years with the ASX 2.0
Mariva Investments Pty Ltd ' 1.2%

» Extensive experience in assisting and advising public companies on capital raising and
market compliance issues
« Partner at Quinert Rodda for 20+ years

Total 17.4m

Top 10 Total

Top 20 total

36.6%
51.4%
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Industry Overview

In 2015, 78% of companies said they had dedicated social media teams, up from 67% in 2012

Social Media Users Mobile Social Media Users

+ 2.31 billion social media users, delivering 31% global
penetration. The number of reported social media users is up

by 10%, an increase of 219 million; (Nearly one-third of the
worlds population).

+ 1.97 billion mobile social media users, equating to 27% global
penetration. Mobile social media users leapt 17%, adding 283
million new users.

(Source: We are social, Digital in 2016) (Source: We are social, Digital in 2016)

Content Creation and Management Small & Medium Business

« Content creation and management now claim the second-

*  34% of small businesses are now paying for publishing/
largest share of digital marketing budgets.

analytics tools.

(Source: KaPost) (Source: Rightmix Marketing)

Social Media Analytics

Publishing & Analytics Tools

*  The global sqc_ial r_nedia analytics market i_s _set to grow from - 57% of small businesses spend $26 or more per month on
USD $1.60 Billion in 2015 to USD $5.40 Billion by 2020, at a publishing and analytics tools.
Compound Annual Growth Rate (CAGR) of 27.6% from 2015 to
2020.

(Source: Social Media Analytics Market) (Source: Rightmix Marketing)

Social Media Usage by Marketers .0“ Digital Marketing Activities
) o .
+  72% of marketers analyse their social media activities daily. L 5@ * Onaverage, 60% of a marketers' time is devoted to digital
*  64% of marketers are using social media for 6 hours or more marketing activities, fuelling demand for digital marketing
a week. ‘@ skills and software.

*  41% for 11 hours of more weekly.

. 0,
19/_0 of ma_lrketers spend more than 20 hours each week on (Source: Smart Insights and Ecommerce Expo)
social media.



Current Problems

Despite heavy investment into social media, many businesses struggle to realise results

Challenges

henslow

Barriers impeding the use of social media assets in organisations

* Independently created and managed social media accounts with no
linkage to head office

+ Inability to post effective content consistently on multiple platforms

« Channelling head office news or offers across multiple assets (social
media pages) with single click

« Lack of control over brand inconsistency with employees and franchisees

* Reputational and security risks due to inability to manage content and

users

* Productivity and cost issues due to managing multiple social media

assets

* Inconsistent customer experiences

* Analysing social media spend and quantify return on investment

Key Statistics

62% of companies did not agree with the statement ‘we have the
analysts we need to make sense of our data’ whilst 63% did not
agree with the statement ‘we have a good infrastructure in
place to collect the data we need’.

(Source: Adobe/Econsultancy)

71% of businesses creating more content in 2015 compared
to 2014, but only 12% believe they have an optimised content
marketing strategy. Quality is still a challenge with 68% still
rating their content marketing as basic or inconsistent

(Source: HubSpot and Smart Insights)

70% of marketers were not confident in their companies ability to
measure the return on mobile ad spend.

(Source: Adobe/Econsultancy)

Too many competing priorities

No strong business case or proven
value proposition

Security Concerns (Brand risk, lack of
control, intellectual property leakage)

Lack of management understand of SB

Lack of knowledge-sharing culture

Fear of employee abuse (e.g. wasting
time)

Lack of senior management
sponsorship

Lack of technical implementation skills

Legal or regulatory concerns

Insufficient customer demand

Fear of challenging established norms
and practices

Non/No barriers existing

Other

21.00%

20.00%

20.00%

16.00%

14.00%

14.00%

12.00%

11.00%

9.00%

9.00%

5.00%

B z00%

26.00%

Graphic: MIT Sloan Management Review/Deloitte

University Press | DUPress.com
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Manalto Solution Overview

Manage

3

T
288

Obtain a single view of the aggregated
community of users activity across business
social media assets from a single dashboard
display

Link and manage 000’s of social media social
media assets with head office having control

Build and develop hierarchical structures to
reflect levels of control per sub division and
individual users (Enterprise)

Centralised system driven controls to achieve
brand and content consistency reducing risk of
reputational brand damage through ability to
manage content and users across all social
media assets

Built in workflow mechanisms and established
approval systems giving the ability to manage
and track user activity centrally

Storage and sharing of approved brand assets
and content for publishing across social media
assets with the Manalto centralized media
library

Assign colleagues roles to perform different
tasks giving a business greater control over
who is able to post content to a business’ social
media assets.

Publish

» Efficiency via a single central point to
manage and update all social media assets
in one click;

— Ability to create, schedule future
campaigns and publish in one central
location

» Schedule and publish content across 000’s
social media platforms in just one click

« Eliminate duplication of tasks by allowing a
single sign on system

* Geo-targeting publishing capability to allow
targeting posting for social media assets
(Enterprise)

 Assign and save related posts to
campaigns

» Update profile and cover images across
assets simultaneously

* Any sized enterprise can instantly publish
content and manage its brand across
thousands of social media assets

henslow

Manalto provides a scalable technology solution to social media management in one centralised platform

)

* Centrally view all platform analytics and
insights of individual campaign activity or
aggregated activity across all social
media assets

Analyse & Listen

* View at a post, page or aggregate view
of all organisation social media

+  Community management and social
listening

* Aggregation of analytics across multiple
assets in a centralized format

» Effectively manage and record targeted
marketing/sales campaigns

» Ability to track and measure return on
investment




Functionality

henslow®

The scalability of Manalto’s solution remains a differentiated offering in the market

Dashboard

Single Dashboard gives an overarching view
of organisations social presence

Publish
Create Content and Campaigns

Select Target Audience (inc. Geo-Targeting)
Schedule Posts

Update Profile & Cover Image

Imagine Library
A business can store and share approved

o
brand assets and content for publishing across
media assets with the Manalto centralized

media library

Social Listening

Create Keyword Lists
) Enable/Disable Social/Reverse Social

Listening

ﬂ Account Connection
' Add and Connect Social Accounts

Add and Connect Social Assets

Analytics & Reports
Page Overview
Page Report
Post Report

| Community Breakdown

Manage Users
Add Users
Establish User & Permissions
Define User Permission
Deliver Brand and Content Consistency across
all of its social media assets

Community Feed
Social Listening



Manalto Solution henslow

Enterprise SME*

soshir

Unlimited Up to 50

Users & Headquarters Users & 20
‘000s of Licences

Licences

Multiple Outlets AUl messis

Central Management

Security & Central Visibility Media Library & Approval Scheduled Efficient Asset Analytics and Individual
Brand Control Storage Process Posts Management Reporting Permissions
& Campaigns

*A number of different packages are available for Séshlir
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Manalto Solutions

Manalto offers an enterprise and an SME solution

Enterprise Solution Soshlr

Enterprise Solution is aimed at organisations with a need for centralised
social media control with 50 - 000’s licences (Social Media Assets)

Geo-targeting publishing capability to allow targeting posting for social
media assets

Build and develop hierarchical structures to reflect levels of control per
sub division and individual users

Direct sales and one channel partner
Ad stream is a global referral channel partner

f=er\It

ENTERPRISE

The Problem

So6shilr addresses an increasing demand by businesses seeking to
effectively manage social media spanning multiple social media platforms

Targeted at SME businesses, the Soshlr Solution is scaled for up to 49
licences.

Packaged and provisioned for distribution exclusively via channel
partners to SME’s

Integrated with two leading global cloud platforms in ODIN and AppDirect
and has signed an agreement with Plesk

Currently the only social media solution offered by ODIN, AppDirect and
WHMCS

soshlir

—) — The outcarns



Competitors

Feature
Comparison

Cloud Service
Integration

Consolidated with
business structure

Management
Controls & User
Permission

Share via
centralized media
library

Centralised
Dashboard & Asset
Aggregation

Scalability

Media Library
Storage

Analytics

Geo-targeting &
Tagging

Flat Pricing
Structure

-—
soCiAL oL

Henslow analysis

X
v
v
v
v
X
v
v
v
X

X N < X X X\ X £\ \ X

X

X N < X X S \ \ X

><\\><\\><\\><I‘\
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Competitors

Competitive services to manage social media assets
exist, however, the majority are sub-scale and are
aimed at individual users

— Lack scalability
— Lack multi-user controls and security

salesforce

marketing
cloud

% viralheat o mention

N
<2 k|ea r a SOCIALPILOT

brand24
& ®
| shputlet

Monitoring Internetu
Ligis: \&

sprinklr

& synthesio

¥ Brandwatch

SOCIAL MEDIA MONITORING
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Cloud Marketplace Distribution Channel

Business adoption of cloud-based applications is increasing, particularly by SMEs

Cloud Services Marketplaces Cloud Services Marketplaces Growth Drivers
» Cloud Services Marketplaces (CSMs) are online platforms that provide +  Demand for CSMs is expected to continue, driven by strong continued
software as a service (SaaS) products consumer and service provider take-up of the distribution channel:
— These marketplaces provide similar services as ‘public’ cloud services — Consumer demand-pull for cloud services
(i.e. the App Store), but are closed environments targeted at business = Businesses (as consumers of software services) will typically
and enterprise customers subscribe to 20+ pieces of software (i.e. Office 365, anti-virus,
— Marketplaces provide a dedicated distribution platform through which conferencing services...)
_software vendors may directly access customers whilst providing o Each service with separate login, management and billing —
infrastructure and billing support results having to individually manage 20+ services
= CSMs integrate multiple services into a single channel,
Cloud Services Growth significantly reducing administration and costs, with a single point

+ Online and cloud service providers have experienced significant growth, of service for:

achieving CAGR of 17.1% since 2010 o Sales and support
+  ~80% of hosted telcos globally are supported by such cloud platforms o Invoice and payment

Worldwide Hosting & Cloud Market Size o Administration and management

$100k = Cloud services increasingly being demanded by SME businesses
that are seeking to achieve cost savings and rapidly scalable
[ | infrastructure support

$80k
CAGR

$60k A7% — Provider supply-push into the distribution channel
- = Traditional companies in the hardware and telco sectors are
$40k expanding into the cloud service sector to capture revenue growth
— B = Major software service providers (Microsoft, data backup, etc....)
$20k are migrating to exclusively serving via cloud platforms
= | | | = — [ = Cloud sales set to be US$200 million in the US alone, and US$300
2010 2011 2012 2013 2014 2015 2016 million globally
B Dedicated Hosting Shared Hosting
Managed Hosting Infrastructure as a Service
m Platform as a Service m Infrastructure Software as a Service



Commercialisation Strategy

The Company is focused on developing its cloud distribution channel

CSM Ecosystem

henslow

Route to Market

The CSM ecosystem may be broken down into three primary layers:

1. The Cloud Services Marketplace is effectively a wholesaler of cloud
software services. The CSM is the distribution channel for MTL’s
software

Cloud Services Marketplace

2. Resellers may be considered tg be ‘store fronts’ that sell the cloud
services sold via the CSM. Resellers include hostcos, telcos and IT
services companie [ jces as part of a broader
IT package. Resellers, will have substantial|marketing operations
and capability

Reseller A Reseller B

3. SMEs or businesses are the end customer,|ultimately purchasing the
software service.

Once a product is available for resale on a CSM, MTL will have exposure
to a global network of hundreds of thousands of resellers marketing to a
captive marketplace of business and enterprise customers

MTL is marketing and distributing its S6shlr product through a network of
CSMs

— MTL has developed and is building partnerships with globally
recognised leading CSMs and will integrate Séshlr into their
marketplaces

Once fully established, these CSM partnerships will provide access to a
global network of millions of resellers and form MTL’s distribution
network

— Negates the need for MTL to build out a B2C sales force

Competitive Advantage

MTL is the only social media management tool integrated with leading
CSMs (ODIN, AppDirect and WHMCS)

— Given the required investment and time required to integrate, MTL is
at least 12 months ahead of any potential competitor seeking to enter
into the cloud channel distribution

Resellers provide front line support to customers
— Resellers and CSM provide ongoing support to end customer

— MTL provides training and support to resellers’ and CSM’s technical
teams
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Cloud Partner Distribution Channel

On-Boarding Process o Cloud Services Marketplace

1. Agreement signed with CSM

2. CSM undertakes technical, market & security audit ] \

3. Technical integration of Séshir onto CSM platf II " ' ¢ |eSk
ec nlt.:a in eg:ijraloln 0 95 r onto platform Odl Aplerect WHM{‘_S p

4. QA testing of Séshlr integration — —

5. Certification that Séshir has successfully integrated |Sma” to medium businesses |

6. Co-investment and marketing

— The CSM on-boarding process involves a significant
amount of time and investment from both MTL and the Some CSMs directly sell

. o CSMs typically support
CSM, associated with: resellers. which sell to SMEs as resellers

— Technical build out to sell through CSM products to end users

I
I
— Co-investment from CSM and MTL into marketing !
I

A 4

7. Agreement signed with reseller Y i:.;ue Glob Resellers
8. Reseller on-boarding N~y % obe

1. QA verification y

2. Marketing training >_ "\Q I_UXC'.DUd

3. Customer support training TopCloudXL TRUST - ENABLE - SCALE
9. Go to market & sales ramp up )

Customers (end users)
30 — 50 million SME addressable market



CSM Revenue Model (Soshir)

Revenue Model

henslow

Scenario Analysis

«  MTL will sell Séshlr to end clients on a subscription-based payment

system

— Minimum contract lengths will vary, depending on reseller (from

month-to-month or annual periods)

* Revenue is shared with reseller to incentivise sales

— CSM fees are taken out of reseller split

Free Product Upgrades

sashlr

Built- In Online Tech

CLOUD APPLICATION Séshlr

1]

First Line Support

| m— e
WEB HOSTING PROVIDER

1]

CUSTOMER

Billing

Capability to Manage Multi
Social Media Presence

* An indicative analysis of revenues generated by the CSM distribution
channel is tabled below:

So6shlir Scenario Analysis

Channel partners 2-8 9-14 15-19 20-24 25-29

Addressable market

: 3m 5m 8m 11m 13m
(no. of licences)

Customer licences 90,000 150,000

240,000

330,000 390,000

Gross Income $10.8m $18m $28.8m

$39.6m

$46.8m

e Assumes:
— 3% take-up rate of addressable market
— Gross Income per licence of $120 p.a.




Direct Sales and Growth Drivers

Enterprise Solution Distribution (Direct Sales)

henslow

Growth Drivers

* MTL is currently distributing its Enterprise Solution product via direct
sales to enterprise customers

— Direct sales to enterprise customers using BDMs and in house sales
reps

— Enterprise customers are classified as large corporates with more
than 50 social media assets (i.e. 50+ accounts across various social
media platforms)

« Direct sales are made on a subscription licence revenue model
— Pricing of US$240 per annum per licence
— Atypical franchise will require ~400 licences

WEIE Adstream y T THE WOODHOUSE
GROUP "“a*ff"\_i% :

& kS
n..,.ah.,,h.:_...gs.un. S 2
@ = Wshowhomes
a

CUMULUS

Scenario Analysis

* Assumes:
— Average client requiring 500 licences
— Fee per licence of $240 p.a.

Scenario Analysis

Customers 50 75 100 125 150

Customer licences 25,000 37,500 50,000 62,500 75,000
Gross Income $6m $9m $12m $15m $18m

Further Cloud Distribution

* MTL has completed API plugins for its Enterprise Solution, meaning it is
ready to be integrated with key CSMs for resale through the cloud
channel. Pending agreements with key CSMs, cloud distribution brings
similar scale and global reach benefits currently enjoyed by Soshlr

* IngramMicro (ODIN owners) will make the Enterprise Solution available
through their cloud marketplace

Sector Expansion

*  MTL remains focussed on franchise space; organisations that may be
characterised by a wide and decentralised distribution of business units

* There remains an enormous opportunity within this decentralised or
‘chain’ space to drive growth by expanding to other sectors:

— Hotel hospitality (Hilton, Marriot, etc.)

— Health and fitness clubs and gyms (Fitness First)
— Retail banking branches

— Real estate agent offices

— Automotive dealerships and service centres

— Government (E.g. schools)

* The increasing adoption of cloud-based applications by businesses, by
SMEs in particular, together with the increasing business uptake of social
media, are the two most significant and exciting opportunities presenting
to Manalto

New Opportunities

* Product-driven companies (E.g. Procter and Gamble) and advertising
companies represent a significant untapped market on a global scale

— These companies are increasingly developing integrated social media
advertising and sales efforts, which require significant coordination
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Key Milestones

Manalto aims to become a leading global social media platform sold by CSMs

Ongoing

v

Product Development

Continued development of product features and functionality, such as AdTech, Social
Listening, Analytics and further social media asset operability

3rd Party Integration

Integration with products for alternative direct distribution:
* Microsoft 365

* IBM Watson

* Rhipe

SIS

» Secure Soshir agreements with four major hosters / telcos

» Expand Soéshlr operations in Europe, Asia and India

* Secure additional 3,000 Enterprise Solution licences sales

* Enterprise Solution sales agreements with key CSMs allowing for cloud sales

* IngramMicro to begin distributing Enterprise Solution licences via their cloud marketplace

Market Expansion

» Expansion of S6shlr channel in the UK, Europe, India and Asia Pacific
» Build pipeline through digital marketing, industry conferences and partner
marketing

Ongoing Ongoing Ongoing

y

y
2016 2017
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Key Risks

* MTL have taken measures to mitigate key risks that are present in its commercialisation strategy summarised below:

Technology
» Continued ability to develop software features, platform and capability * MTL has continued to invest in its technical and engineering team, to
* The pace of development in the IT industry remains high — the industry is remain competitive with market expectation.
characterised by a rapid development of IP and product features, high » Further investment would permit quicker feature rollout and nimbler
expectations by consumers of updates and product capabilities responses to new market innovations

* MTL must invest in its engineering and technical team to remain
competitive within the market and industry innovations

Marketing Investment

* Agreements with CSMs and resellers require a level of marketing co- + Capital investment leads revenue generation and will require capital
investments to promote MTL products to potential customers reserves for co-investment

* MTL faces the need to fund this marketing co-investment

Scale-up and Execution

* As commercialisation scales up, MTL needs to be able to provide a » Capital required is analogous to working capital requirements,
robust level of customer support and service necessitating a capital buffer to support the hiring and build out of a
» Despite CSMs and resellers providing front line support, MTL must still dedicated customer support function

provide back-end technical support and Q&A responses
* As the number of customers grow MTL must scale its support capability
in line —a demand that is difficult to forecast and prepare for

Competitor Entry
* MTL remains vulnerable to new competitors entering the market with + MTL maintains first-mover advantage in the cloud distribution channel
competing products and existing competitors and combined with the significant lead time required to enter (1+ year),
MTL may develop a robust moat against competitors
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Income Statement

Y/E 30 Jun. (USD) FY’14 FY’15 FY’16

Revenue 2,480 97,698 117,952

Other 22 80,503 70 FY’15 includes proceeds from sale of HTX shell company assets and HTX partial year revenues
Total Revenue 2,502 178,201 118,022

Employee expenses (485,323) (1,069,152) (1,972,834) Includes share based payments; associated with sales and technical team build up
Travel (72,908) (324,407) (509,464) Associated with sales and marketing; travel and industry conference attendance
Consulting and professional fees (351,320) (957,578) (447,950) FY’15 includes $0.14m associated with IPO prospectus costs & one-off director fee
Marketing (177,119) (121,083) (119,799)

Other (83,460) (237,565) (525,787)

Underlying EBITDA (1,167,628) (2,531,584) (3,457,812)

Listing Fee - (1,219,401) - One-off costs associated with IPO

Reported EBITDA (1,167,628) (3,750,985) (3,457,812)

Finance (3,726) (25,923) 9,365

Tax - 174,722 (977,323)

NPAT (1,171,354)  (3,602,186) 2,489,854
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Cash Flow Statement & Balance Sheet

Cash Flow Statement (USD) FY’14 FY’15 FY’16 Balance Sheet (USD) FY’14 FY’15 FY’16

Cash 276,394 2,091,598 1,308,515 Customer receipts 2,480 97,698 67,442
Trade and other receivables 32,198 82,073 132,583 Payments to suppliers (1,122,690) (2,922,675) (3,206,708)
Prepaid expenses - 48,764 2,704 Net interest (3,704) (25,920) 70
Deferred tax asset - 174,722 1,152,045 Tax - 34,808 -
Total current assets 308,592 2,397,157 2,595,847 Operating activities (1,123,914) (2,816,089) (3,139,196)

Non-current assets

PP&E 7,239 45,438 80,167 Payments for PP&E (8,092) (43,747) (58,862)
Intangible assets 114,077 593,587 1,469,993 Payments for intangibles (114,077) (479,511) (876,406)
Deferred tax assets - - - Investing activities (122,169) (523,258) (935,268)
Total non-current assets 121,316 639,025 1,550,160
P f i f ital 1,043,751 4 4 461,932
Total Assets 429,908 3,036,182 4146007 roceeds from issue of capital ,043,75 ,590,65 3,461,93
Prospectus costs - (504,817) (214,758)
C t liabiliti
urrentiiabiities Borrowings 478,726 1,068,714 -
Trad d oth bl 59,438 96,030 127,586 . ) S
fade and other payables Financing activities 1,522,477 5,154,551 3,247,174
Borrowings 478,726 - -
Provisions 10,276 162,507 33,854
Net cash movement 276,394 1,815,204 (827,290)
Total current liabilities 548,440 258,537 161,440
Total liabilities 548,440 258,537 161,440

Net Assets (118,532) 2,777,645 3,984,567
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Enterprise Solution Case Study

henslow®

Radio
Executive

)
-+
1
1

icn

Radio Engaged communities, social media Marketing Multiple customised social media Social Media
customers and brand advocates profiles connected with the head .
Producer Manager office but locally managed Coordinator

Radio Hosts Secretary Assistant Social Media
Producer
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Henslow Pty Ltd

Contact

Justin Lewis

Office

+61 3 8622 3313

Mobile

+61 439 162 369

Email

jlewis@henslow.com

Tim Chapman

+61 3 8622 3310

+61 419 897 062

tchapman@henslow.com

Nathan Leong

+61 3 8622 3312

+61 408 605 557

nleong@henslow.com

Aiden Littley

+61 3 8622 3323

+61 410 152 182

alittley@henslow.com
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