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Board restructure

Executive Board
Experienced executive
management team
complimented by a non-
executive board with
significant AIM Public
Company experience and
industry knowledge

Peter Simmonds, FCCA
Deputy CEO

Simone Barratt
CEO

Milan Patel, ACCA, ACSI
CFO &
Company Secretary

Non-Executive Board

p Simon Bird
President & Co-Founder

“Tink’ lan Taylor
President & Co-Founder

Richard Kellett-Clarke
Non-Executive Director

Frank Beechinor-Collns
Non-Executive Chairman
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Key trading highlights

Top Line Revenue growth
32% increase in top line. From £7.6m to £10m.

Solid financial performance
Half year EBITDA £3.3m — In line with market expectations.

Strong cash position
£9.5m at 31 December 2014 after capital expenditure and product development of £1.3m.

Continued growth in new business
Performance due to continued strong new business sales and growth in recurring monthly revenues from dotmailer.

Investment in Platform
New multi-channel automation features released.

Dividend of 0.2 pence per share
Dividend Paid at the end of January 2015

Average monthly recurring revenues increase
40% increase c.f. H1 2013/14. £284 to £400.
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Continued focus on the mid-market sector

Lifetime value of a mid market client is 10x that of the micro business. Whilst sends volume are highest
in the Corporate / Enterprise segments this tends to be at the expense of rates per million

Customers by Band Monthly Send Value per Band Volume per Band

ne oV Val
é/\/ A w

31/01/2011 01/12/2014 31/01/2011 01/12/2014 31/01/2011 01/12/2014

Key to all 3 graphs. Average monthly spend

£1-100

£101 - 1000

£ 1001+
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Financials




Key financials

Trading performance

Continuing Operations

Statement of financials

Position (Balance Sheet)

Cashflow

Revenue 10.0 7.6 32% Assets Net cash generated from 1.4 2.0
operations
Costof Sales  (1.2) (0.5) Other Current 4.6 3.1 Net cash used in 1.3 0.8
Gross Profit 8.8 7.1 24.7% Cash 9.5 7.3 Net cash generated from 0.1 0.1
financing activities
o ) Cash and cash 9.3 6.0
Administrative  (6.3) (4.9) Total Assets 19.1 14.3 equivalents at beginning
Expenses of period
Operating 25 2.2 17.5%
profit Non Current 0.3 R Cas_h and cash 9.5 7.3
Liabilities equivalents at end of
period
EBITDA 3.3 2.7 22.0
Current 2.2 2.0
Liabilities
Total Liabilities 2.6 2.0
Net Assets 16.5 12.3
6 | Interim Results Presentation, February 2015 d@tdlgltal (PEB(?UP



Strategic focus




Retaining our

core customers...
Capitalising on new
opportunities

The areas of our strategic focus
ensure the existing customers are
retained, with future growth coming
from low risk areas

Key to chart

Minimal risk Some risk Increased risk
Key focus Strategic focus No activity

NEW MARKETS

EXISTING MARKET

Extension Diversification
New markets NO ACTIVITY
for the existing Sell new products in new
product markets
Penetration

Sell more of existing
product to existing
market

Development
Develop new
products and sell
in existing market.

EXISTING PRODUCT NEW PRODUCTS
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Key areas of focus

Our goals and strategy
for 2014/2015 is a
development of the
three-year strategic
plan launched in
October 2013. It aims to expansion Innovation & Channel niches
deliver shareholder
value by profitable
growth and product

Geographic Product Partnerships | Added value

innovation
Move into the Asia Pacific Move pricing and brand Further enhance our Package existing
region and further enhance perception to reflect our Béc and BZCB C_ha”rc‘je' technologies for new
. trategy. Continue i
our presence in the US strengths in the > niche markets/
. ] _ focus on Magento, sectors
through Channel Sales in the multichannel marketing SalesForce and MS
Mid West and West Coast automation territory Dynamics

L] L]
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2= US success and growth plans

2013 2014 2015-16

New York model focussed on US offices New York New York  New York, Mid-West
selling the Magento connector via West coast
Magento System Integrator

channel US employees 2 10 15-20 people
Magento have 45% (and still

growing) of eCommerce market New clients signed in 22 111 10-20 per month

dotmailer is one of only 4 Gold
Standard ESP partners

Average customer spend ($)

_ $2k $3k $3k
Extend US operations by Setup & Implementation $272 pim $719 p/m  $750 - $800 p/m
focusing on Magento Channel Recurring revenue
sales in Mid West and West
Coast

Locations to mirror density of
Magento System Integrators

Service and support provided by
hub in New York
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7 US client list

Here are a few of the recent client wins in the US

creditsafe? VIZI0 L AURA DEVINE

SO.LIE| TORS

e Copa E N
WWINEENTHUSIST ;i 22X S

DUFF&PHELPS

MADE IN NEW YORK

Other US clients include:

Verifone Freedman International Brand Union
Econsultancy Wateraid Old Mutual

Fidelus Technologies LLC Power Music Mobile Pulse

Wurth USA Inc PowerPay Mountbatten Institute
Yankee Publishing Inc. Precious Moments Munmin Group

Times Square Alliance Hockey Australia Amazing Discoveries
Shergroup Greentree International Datamyx

Interactive Intelligence Inc. Gretchen Scott Design Connecticut Lottery Corp

“| want to congratulate you.
You have a lot to be proud
of.”

Carly Rachman

Partner Development Manager
Magento

otdigital
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AsiaPac expansion

Value of eCommerce market estimated to be over
US $37 billion

Magento (eBay eCommerce platform) has 45 percent market
share of eCommerce platforms in Australia

AsiaPac is strategic focus for Magento

High levels of adoption of email marketing. Highest spend of all
digital channels

Initiative led my seasoned dotdigital staff member

Initial focus is Australia — then springboard into APAC
Early due diligence confirms platform will be well received

Market entry via Resellers — focus on resellers / channel partners
with APAC reach

The launch in Australia will
be headed by Rohan Lock,

our current Head of Sales,
who has a deep level of
knowledge of both
dotmailer and the
Australian technology.
market." ’
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Scaling the platform for global robustness

Move from 1 primary physical data centre
in UK to a multi data centre environment
using Hybrid Cloud Design. Cloud for
storage. Local hardware for delivery

Rationale:
Scaleability & Reduced Business Risk Q
Redundancy & Resilience @
Global data centre coverage
Performance. Flexibility. Simplicity

Continued control of IP reputation
management

Repeatable blueprint for regions @

Adaptable for localised data protection
regulations

Resource overhead for physical estate
reduced Planned locations for dotmailer cloud data centres are marked
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Product innovation

The platform Is smart

And getting smarter

The diagram shows how the
dotmailer platform is constantly
evolving and growing in the
marketing automation space

+ High speed of development
* Quarterly platform releases
+ Clever innovations

* Well defined roadmap

+ Platform built to extend outside
the marketing automation cloud
by key integrations

Key integrations with other best of breed platforms
H = makes customer onboarding easier and makes
dotmailer fully extendible and powerful

CRM
Platforms

Ecommerce
Platforms

Transactional
data

Lifecycle Email

Email Marketing

Multichannel
messaging

Offline

Channels

Extent of dotmailer
platform features
in 2014

Data
Insight

Advanced Social/SEO
Analytics Platforms

Content
Management
& Creation

New features and
improvements added
to dotmailer in 2015.
Now a true marketing
automation platform
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Product innovation
2014

Our platform innovation iIs changing our oo anctoneity
market pOS|t|On Mid market position.

Single low price

entry point.
70 ~

This table compares platform
functionality and price with a
representative cross section of the
market and our competitors

- £3,000

D
o
L

® Advanced functionality

SCORE

m Mid range functionality
- £2,500
m Basic functionality

e Basic price

e \id price L £2000

NOTE ON THE SCORING

The bars represent how well the
platform scored for email and
marketing automation functionality.
The lines represent an estimated
price comparison for performing a
typical months worth of marketing
activity, based upon published
pricing and using basic, mid range
and advanced platform functionality

40 - e Advanced price

PLATFROM FUNCTIONALITY
o
S
INDICATIVE MONTHLY PRICING

- £1,500

- £1,000

- £500
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Product innovation

Our platform innovation Is changing

our market position

+ Raab Associates estimate
marketing automation revenues of
$1.2 billion and predict growth at
60%

* Marketing automation companies
revenues up 65% in 2014.

« Still low adoption — opportunity just
beginning
+ Key requirements match our
* USPs
«” Low cost of entry
 Ease of use
v Ability/flexibility to integrate
v Technology advancements

PLATFROM FUNCTIONALITY

SCORE

70 ~

D
o
L

ul
o
L

40 A

30 -

20 A

10 A

dotmailer platform now

competes with the top end

PAONRS

Advanced platform.

Top end of market.

Single low price
entry point.

- £3,000
. Q
® Advanced functionality Z
)
m Mid range functionality E
> £2,500
m Basic functionality E
z
e Basic price g
e Mid price E L £2.000
e Advanced price 5
&)
Zz
- £1,500
- £1,000
- £500
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Product innovation

Customers join us. Then grow with us.

Email Marketing Platforms Email Automation Platforms Multichannel Marketing
Low technology solution. Advanced technical solution. Automation Platforms
Simple to use. i
P . Programmatical tools. State-of-the-art technology.
CPM based pricing. Contact based pricing. . .
Deep integrations.
Complicated onboarding.
Pure 360

Price based on features & contacts.

Campaign Monitor

Constant Contact

Mailchimp Our advanced

Bronto features mean
we also compete
at the top
Infusionsoft automation end

Our ease of use

and low price SilverPop
ensures we

compete in the
lower email end Act-on

Marketo

dotmailer

Hubspot

Salesforce Marketing Cloud

L] L]
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Partnerships

& Channel
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Strategic relationships
Sustainable growth — internationally

We are committed to ensuring our
integrations and connectors
continue to deliver world-class
performance to our customers

Our partner network already
provides service in every corner of
the world. We are committed to
strengthening these relationships
through expansion of our
international reach and global
channel program

l U | Magentc)‘ salesforce M icrosoft Dynamics

&=

& Sweet Tooth Miggered C@ sule l@CQL‘fQ
B w
?::-’zendesk @ - peeriusts SL'
WORDPRESS ¢ vorerS
Go.gg[e Analytics m @SATUITCRM o=CE ebrOS

. Barilliance a Sage ACT!

And many more...
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Partnership & Channel
Built to play with
other platforms

Rationale for Focus:

B2C

* Magento - 45% market share of retailers,
ecommerce platforms growing at 30%

B2B
+ 16% Salesforce (growing at 30%)
* 7% Microsoft Dynamics (growing at 23%)

TN 15 8 e Shre Ay 000N [0 TIHIOh Wed i el mat 04 Noecred or LaBed

Magento Admin Panel

Omhtoard = Sawy  Catsog  Moble  Cushvman P

Popular actions

Create campaligns and programs

Sard 3 o0 A emuad carpag) 234 3 e manateg peg e

Manage contacts and performance

& o et I View

Recent campaigns created

[ate vwnd

dotmailer for Magento

dotmailer for Microsoft Dynamics

File Emiail Subscription Groups View Charts Add Customize

Gan Recoes Spwdt

w Ao,

Than & Now - How amall e

B G ) See

== Activate 153 Copyalink . Unfollow

=] ]

—= Deactivate 3] E-mail a Link ,

New Edit Connect Run

)( Delete . Follow Workflow
Records Collaborate Proce:

Settings G G- Email Subscription Groups  Active Email
AT D Name &

@ EICe e D Deana’s Sports Subscription Group

[ Email Subscription Groups | ||| Technology
4 Business
% Business Management

B[] Templates

[ product Catalog

aged beswean Werld Copt

B Email

Edit program

Lapsed Customes Program Racame

e - o
Del . g 4
Dwcnion .
n,_.’ Dacision . }'
M topast perchase I 7m/T
and Lapeed » )0 dopy
T\ﬂ——ﬁ. vy

dotmailer for Salesforce
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Investment in detail 2015/2016

ﬁ ASIA PAC

Office £0.03m
Staff £0.6m £0.4m
Product development £- £-
Marketing £0.2m £0.2m
Cloud infrastructure £0.3m £0.1m
Other £0.08m £0.07/m
Total investment £1.2m £0.8m

MULTICHANNEL
MARKETING
AUTOMATION

£0.4m

£0.2m

£0.4m
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Outlook

Focused on continued strong organic growth,

through:

« Continued investment in international
markets through strategic channel and
integration partnerships

» Continued development of dotmailer’s
cutting edge marketing automation platform
to reach new markets

* Winning and retaining corporate and mid-size
clients with high life time value

H1 Progress

Revenues inline with the plan

Larger monthly spend commit

Continued strong uptake of Magento connector
Growing confidence in the market

Digital marketing budgets continuing to rise

US revenues continue to build

Strong Growth Rationale

Large & growing existing market
Opportunity to expand into new markets
Very strong product

Experienced management team

Good operational leverage

High margins

High levels of contracted recurring revenue
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Disclaimer

This presentation contains certain forward-looking
information and statements. Such forward-looking
information and statements are based on the
current, estimates and projections of the Company
or assumptions based on information currently
available to the Company. Such forward-looking
information and statements reflect current views with
respect to future events and are subject to risks,
uncertainties and assumptions. The Company
cannot give assurance to the correctness of such
information and statements. These forward-looking
information and statements can generally be
identified by the fact that they do not relate only to
historical or current facts. Forward looking
statements sometimes use terminology such as

” o« ” o«

, “expects”,

aims”, “assumes”,

In “ LTS
)

“targets”, “believes

” o« " "

“‘intends”, “plans”, “seeks”, “wil
“would”, “could”, “continues”, “estimate”, “milestone”
or other words of similar meaning and similar

expressions or the negatives thereof.

may”, “anticipates”,

By their nature, forward-looking information and
statements involve known and unknown risks,
uncertainties and other important factors that could
cause the actual results, performance or
achievements of the Company to differ materially
from any future results, performance or
achievements that may be expressed or implied by
the forward-looking information and statements in
this presentation. Should one or more of these risks
or uncertainties materialize, or should any underlying
assumptions prove to be incorrect, the Company’s
actual financial condition or results of operations
could differ materially from that or those described
herein as anticipated, believed, estimated or
expected.

Any forward-looking information or statements in this
presentation speak only as at the date of this
presentation. Except as required by the London
Stock Exchange rules or applicable law, the

Company does not intend, and expressly disclaims
any obligation or undertaking, to publicly update,
correct or revise any of the information included in
this presentation, including forward-looking
information and statements, whether to reflect
changes in the Company’s expectations with regard
thereto or as a result of new information, future
events, changes in conditions or circumstances or
otherwise on which any statement in this
presentation is based.

Given the aforementioned uncertainties, prospective
investors are cautioned not to place undue reliance
on any of these forward-looking statements.
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Company background

Sales & Marketing - 72 people Management

IT & Development - 55 people lan (Tink) Taylor 13.83%

Client Services - 31 people Simon Bird 11.01%

Other - 26 people Peter Simmonds 3.02%
Institutions

London Bridge . .
Liontrust Investment Holdings 9.27%

Headquarters

East Croydon Investec Asset Management Ltd 8.63%
Sales & development office Slater 4.11%

Manchester & Edinburgh Herald Investment Trust Plc 4.1%

Regional sales offices River & Mercantile 3.97%

Franklin Templeton 3.4%
New York, USA

West Coast, USA * Free float: 72%
North American sales offices

Minsk, Belarus
Offshore development office

Melbourne, Australia
Asia Pac sales office

otdigital seevr



Timeline

“Whilst our business has changed almost
unrecognisably from our formation in 1999, some
gualities remain: a commitment to excellence,
dedicated people and a profitable business model”

AS OF 31/12/2104
SHARE PRICE 30.50p
MARKET CAP £87m

H1 2014.

- Celebrated 15 years
of business

* Opened a new
London office

+ 53 new staff join the

AIM LISTED
SHARE PRICE 7.875p
MARKET CAP £21m

business. Total
employees now
178.

* Multi-channel

Tink Taylor
President & Co-Founder

PLUS MARKET LISTED

EARLY DAYS

1999

Ellipsis Media set up as web
design and development
agency. Opened first office

2000
Hired first employee

2001
Built email broadcaster tool.

2002
Launched ‘dotmailer’

2003-2005
Developing sales people and
infrastructure.

2006
Focused on building the
dotmailer and user base.

2007
Rebuilt the platform.

SHARE PRICE 3.75p
MARKET CAP £10m

Loa

2008

* Won award for
Delloitte Fast
500 Tech Co in
EMEA

« Ellipsis changes
name to
dotmailer

« Sent first
emailing on new
platform

Revenue £2.5m
EBITDA £0.8m

2009

* Won NB Awards

Growth Strategy of

the year

» Acquired Netcallidas

* Deloitte Fast 500

Tech Co’s in EMEA

* Integrates with
Dynamics

» Launched Easy
Editor, SMS

« Employee share
options

Revenue £4.8m
EBITDA £1.1m

==

2010

* Deloitte Fast
Track 500 Tech
in EMEA

- Integrates with
SalesLogix

* Wins Croydon
business awards
for ‘best medium
sized business’

« Annual sent
email volume
reaches a billion

Revenue £6.0m
EBITDA £1.5m

l

2011

* Admission to AIM

* Translates into
eight languages

» Wins Croydon
business awards
for ‘Best medium
sized business’

Revenue £9.0m
EBITDA £2.6m

Revenue £12.0m
EBITDA £3.4m

product launched
* Transition of CEO
* International

2013

» Closed dotAgency
* Integrates with

2012 revenues 9.4% of
Magento total.
« Integrates with - Started accelerated
Salesforce investment plan

» Opened New York
office

Revenue £13.8m
EBITDA £4.1m

« Launch segments

* Won the ‘Ruben de
Honneur’ Awards at
the European
Business Awards
for ‘Best Mid Sized
Business’

Revenue £16.4m
EBITDA £4.7m

dotmailer in the press

Ed Milliband visits us in Croydon,whilst
we also meet HRH Prince William

and Boris Johnson.
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Client list

dotmailer is the trusted partner of
huge success stories. Here are a
few of the 4,000+ companies we

work closely with.

=

Western

ub

LVE

LIVERPOOL VICTORIA

Marie Curie g8
Cancer Care (S

BBC worldwide Thorntons

Econsultancy VAX H er tZ@ QAQLEB(Q FN
Harveys Elemis TRUCKS
Investec Ladbrokes
Osprey London Vizio Inc
BP International Addison Lee o N—
TV Land Securities ‘ REISS Fidelity "
Odeon Cinemas Hertz ~ “*
Ryman Randstad ‘ ‘
Balfour Beatty Fruit of the Loom eDF . " 7
EDF Energy Fraser Hart % BARCLAYS C'tY&F _HM céﬁme
Nationwide Johnson Cleaner ko Guilds T
Liverpool Victoria Ryman
Verifone Mclaren HARLEY-DAVIDSON
Copa Airlines Hays LOND@N" TONISGUY R oLomuTUAL Ew-.w"':LE
Shortlist Media Duchamp
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The platform at a glance

dotmailer is a fast and powerful email marketing automation
platform. It allows marketers to manage all stages of their email
campaign activity giving them time back to plan future marketing

Easy and fast to use. Yet powerful and sophisticated
Our editing environment is the most powerful on the market

Quick on-boarding process. Marketers are up and running in
minutes

Integrates quickly with best-of-breed business systems
Solutions and services for corporates and SMEs

Constantly being added to and updated. Platform releases
happen fortnightly

Marketers can start small and scale quickly. All levels of
knowledge and automation catered for

Jotdigital s



Key themes in the platform evolution

The following themes
have been - and
continue to be — core
to the platform’s
evolution and
roadmap

“ Ease of use
IS at the heart
of everything

we build”

Steve Shaw
IT Director

Integrations

» Deeper integration with key
platforms such as Magento,
Salesforce and Dynamics

« Data transfer with CRM, EPOS,
data warehouses and legacy
systems

* API strategy to ensure easy to
integrate with

Logic and Rules

» Continued focus on ease of use and
visual drag & drop configurations

* Increased complexity and power

* Semi autonomous / Predictive

Data

» Storage of structured and unstructured
data

 Interrogation to personalise and
adjust content via data

« Segmentation to identify and
optimise engagement

Multichannel

* More channel extensions
» Easier connections with
existing workflows and systems
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Roadmap

Predictive
“We're continually releasing Solutions

Enterprise features that are Improved Advanced
_ ) ) Interface Analytics
reshaping the Email Marketing & ROI

landscape Channel
Integration

Telephony
Simon Bird,

: Lifecycle
President & Co-founder

Campaign
CRM and Builder Order
Ecommerce insight
Integrations Lead
Admin Nurturing
Interface Social
Insight

Email SMS &
Platform Mobile
Social Transactional
Media Email

2002 Done . 2014 Future Planned features

Multi
channel
Dashboard

Product Innovation for Growth

v
v
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Marketing automation the dotmailer way

dotmailer is a best-of-breed marketing
automation platform

Email is our heritage but now our
platform is enriched with features that
allow marketers to create automated

multi-channel campaigns with just a
few clicks

How dotmailer works It's built to integrate

seamlessly with other
best-of-breed systems

At the heart of all we do is data
- Import data - CIM
- API - CRM

Then the clever bit of automation logic
- Segment & Triggers - Insight & Behavioral
- Transactional data - Lifecycle campaigns

And finally the delivery of the message
- Email - SMS - Social
- API - CRM - Ecommerce platform

Message

. L]
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