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The leading media services provider to the global resources industry (2)

Aspermont is ASX listed with offices in Australia, UK, Brazil, North America Minjng Journa ...
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Aspermont Is focussed on maintaining global media leadership in the
Mining, Agriculture, Energy and Technology sectors

»ite headline

Aspermont invested over 20 years to build a commercial B2B model for
digital media distribution founded on providing high value content to a
global subscriber base. This model is scalable as to new countries, new
commodity sectors and new languages
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Aspermont is the dominant player in B2B media for the resources sector
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Q3 — 19 Highlights
Aspermont delivers strong growth, margin expansion and positive cash flow

Subscriptions Events Digital Ad Print Ad Res’ch/Data Total Gross Profit  EBITDA Operating
Revenue Revenue Revenue Revenue Revenue Revenue Cash flow

Q3’19 YTD Vs Q3’18 YTD +9% +85% +6% +77% +15% +20% +36% +45%

Q3’19 YTD Actual ($’K) 4,263 2,241 2,266 286 12,132 6,915 150 774

« Strong topline growth maintained

« Subscriptions revenue and all key SaaS metrics show solid growth

 New revenue streams in research and events delivering high growth expected to be maintained medium term

« QOperational cash flow continues to develop well

« Gross Profit Margin improvement of 2% compared to prior corresponding period (GP% FY17 = 46%, FY18=55%, FY19= 57%)

o conference In London now established and has delivered large % increase in companies, investors,
sponsors and delegates

« New Launchesin Q3

« New brand
— providing content agency services for our clients

New products
— annual research study with ratings for a directory of global mining project
- first global map of an evolving mining suppliers, with an exclusive listing of the top 100 METS (mining equipment, technology and services) companies

 New people strategy ready for roll out over next 12 months

Q Aspermont
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https://london.miningjournalselect.com/
https://www.aspermont.com/brands#content-creation-services
https://www.mining-journal.com/edition/1000076/mining-journal-project-pipeline-handbook-2019
https://www.mining-journal.com/edition/1000076/mining-journal-project-pipeline-handbook-2019
https://www.aspermont.com/company-news/article/1364000/mining-journal-intelligence-2019-global-mets-investment-report-goes-live
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Q3 YTD charts against prior corresponding periods

Growing cash flow funds our growth strategy

Revenue ($°'m)

YTD 16 YTD 17 YTD 18 YTD 19

Print revenue Digital revenue = Subs revenue = Events & Data

Strong revenue growth
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EBITDA

YTD 16 YTD 17 YTD 18 YTD 19

Profit producing
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Gross profit building and margin scaling

Operating Cashflow
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Driving cashflow for growth investment

YTD 19

*EBITDA figures are normalised and all figures are based on unaudited management accounts as at July 11t 2019
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Strong track record across all SaaS and digital metrics

Key SaaS Metrics VST B
Number of Subscriptions 7,158 7,379
Average Revenue Per Unit (ARPU) $623 $704
Annual Contract Value (ACV) $4.5m $5.2m
Web Traffic (Sessions) 3.8m 4.0m
Web Traffic (Users) 1.1m 1.4m
Loyalty Index 41% 52%
Renewal Rate 73% /8%
Lifetime Years 3.7 4.5
Lifetime Value $16.5m | $23.6m

18% CAGR in ACV
30% CAGR in digital users
40% CAGR in LTV

Subscriptions LTV alone is > 2x market capitalisation

All metrics are
positive which
drives large
gains In Lifetime
Value

« SaaS metrics are presented as at July 11th 2019
* Refer to glossary in appendix for full definitions of all metrics



Consistent double digit growth in Annual Contract Value (ACV) (6)

$7.5m

CAGR 18%

$7.0m

$6.5m

$6.0m

$5.5m

$5.0m

$4.5m
Q4-17 Q5-17* Q1-18 Q2-18 Q3-18 Q4-18 Q1-19 02-19 Q3-19

g) Aspermont

Information for Industry ~ * Q5-17: The company has a Q5 in FY17 due to the change of its reporting year which moved from June to September




_ _ FY1/ Revenue Tree .
Previous business model — narrow, traditional revenue sources

Content Agency FY17 TOta.I Revenue — $115m

8 /0 Paid content creation for content
marketing uses — Content Works

Content Marketing

Partner content placement, Research & Intelligence

Webinars, Surveys, 0 Launch of new research
Profiles, List rental 1 A) business

Lead Generation

Sponsorship opportunities around
our core audience

Display Advertising
4 7 % E:Ln;l Desktop, Mobile, Tablet &

Jobs ' 104

Professional Placements & Job boards Trainin g & Education

Paid learning modules and accreditations
for industry professionals

Data
Build new data hub product & drive
additional content into core product

2% Events

Launch of new events business
., conferences, exhibition,
roundtable, summits

)  89% FY 17 Revenue
Subscriptions _
Various subscription models to upsell and 4 1 % — H 1

bundle content and brands

* Display dominant

Keystone revenue

TN

| e Subs dominant
(‘) Aspermont
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_ _ F\_(1_9 Rev_enue Tre_e _ _
Increasing revenue diversification with multiple growth drivers

Content Agency FY19 Total Revenue = ¢c$16.6m
) 18% Paid content creation for content
Content Marketi ng marketing uses — Content Works
Partner content placement,
Webinars, Surveys, 1% Research & Intelligence
Profiles, List rental 3% Launch of new research
business

Lead Generation

Sponsorship opportunities around
our core audience

Display Advertising
22% Print, Desktop, Mobile, Tablet &

Email
Jobs ' 104

Professional Placements & Job boards Trainin g & Education

Paid learning modules and accreditations
for industry professionals

Data

Build new data hub product & drive
additional content into core product

17% Events

Launch of new events business
. conferences, exhibition,
roundtable, summits

e Horizon 2 units now
38% of FY19 revenue

Subscriptions 0
Various subscription models to upsell and 38 /() ° Lead GeneratiOn and

bundle content and brands
Content Agency
solution (H3) are now
Keystone revenue
/-_y’ ; - \ launched and set for
high growth

c 4 Aspermont
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Executing strategies to drive sustained, long term growth (o)

VALUE New Developments:

« H2 businesses in
Events, Content
Marketing and
Research now
transitioning into
core business as

Horizon 3: Future Business

Horizon 2: High Growth Business

Horizon 1:
they become cash
TIME flow generators
Defend/extend current core High Growth Business Future Business
Immediate gain in Nurturing emerging business New business creation * New H3 units _m
Output revenues/profits Foundation for 2-5yr growth Foundation for 5+ yrs growth Lead Generation
Today’s cashflow Tomorrow’s cashflow Loss leader / investment §'s and Content Agency
Divisions Display advertising I North American market ¢ ??;iiiier\g?j Cotion now revenue_
/Products Jobs advertising ining & =dU creating and in
Subscriptions Events Asia, Africa, LATAM markets
Content Marketing Multi-lingual services ramp up growth
Research : phase
Lead generation,
<—|— Content agency/creation
People/SKills EEEISRESEIEI]E Business builders Champions/Visionaries




Research and Events units

12 month execution plan - Optimizing business and building scale

Commercial team able to

t Honing int 01 implementation of new New business solutions to maximize complex
brar_‘s' |0n|rllg In (: core Pelg) o strate be rolled our alongside solution sales
usiness elements P gy continued ABM opportunities

4

Release Operational
Capacity

Improve standards,
processes, systems
Establish new

brands

Aspermont

Information for Industry

Focus on yields

Build High
Performance

Solution Sales
Culture Embedded

Next Phase Of
Subs Growth

Performance
management
= Talent acquisition

= ABM* continuing
development
= |[mprove new client

Develop global
sales team
= New lead

= Onboarding acquisition generation tools

= Skills Training = Roll out of = |mproved new
successful client acquisition
strategies on all ARPC* gains
brands

* ABM = Account Based Marketing. (In Aspermont subscriptions this means the development of multimember subscriptions accounts which drives both pricing (ARPU) and retention rates)
* ARPC = Average Revenue Per Client

)



Outlook: 5 year plan for continuing strong growth

FY19:

* Topline, events and subscription revenues expected to finish strongly in Q4, lifting FY19 into higher DD
growth than currently reported at Q3-YTD

NEXT 5 YEARS:

« Continued development of subscriptions both in terms of new business and ARPU with Target for 15%+
CAGR In subscriptions ACV to continue

« High revenue growth expected over the next few years in other areas particularly events and research
business, lead generation, content marketing and content agency services

« Commercial teams focus on developing larger scale client sponsorship propositions to drive ARPC
significantly over the medium term

* Geographical and multi-lingual service development in all our key sectors
« Launch of very high value subscription products in data services across our sectors

* Focused development of our people, processes and systems to build efficiency and continue to drive
scaling and current rates or better

Q Aspermont

Information for Industry



Investment rationale

1. Digital media platform can upscale growth by country, language and by sector

2. Successful and expanding management team Is delivering growth against plan

3. Strong and sustainable track record of growth in subscriptions drives growth momentum
4. Strong and debt free balance sheet give clear visibility to forward projections

5. Higher growth rate and new products delivery are financed from cash flow

€ 2 Aspermont
& nformation for Industry *Aspermont changed its reporting date from July-June to Oct-Sep in FY18
-All earnings and operating cashflow figures are normalised and as per audited statutory accounts



For further information

AUS Address @ UK Address

Aspermont Aspermont Media

613-619 Wellington Street No.1l Poultry

Perth London

Western Australia, 6000 United Kingdom, EC2R 8EJ
> Contact Info > Contact Info

Email: Email:

Telephone Telephone

Office Phone: +61 8 6263 9100 Office Phone: +44 207 216 6060

0010

Q Aspermont
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mailto:corporate@aspermont.com
https://www.facebook.com/Mining-News-Networking-145316085622369/
https://www.linkedin.com/company/aspermont-limited/
https://twitter.com/Aspermont_Ltd
mailto:corporate@aspermont.com

Glossary (SaaS Metrics)

Number of Subscriptions

Number of live subscriptions at end of period 8,218

Average Revenue Per Unit (ARPU)

Annual Contract Value / Number of Subscriptions $908

Annual Contract Value (ACV)

Aggregate contract cash value of all live subscriptions at the end of a period $7.4m

Sessions

Total number of web sessions over a trailing twelve month basis 5.2m

Users

Total number of users who Initiated at least one web session over a trailing twelve month basis 2.4m

Loyalty Index

Internal metric analysis of subscriber loyalty through their engagement 59%

Renewal Rate

Volume of subscriptions renewed over trailing twelve month basis (ie the inverse of Churn Rate) 84%

Lifetime Years (LY)

Average lifetime of a subscription = 1/Churn Rate 6.1 years

Lifetime Value (LTV)

Aggregate of present and future value of all subscriptions = (Lifetime Year x Annual Contract Value) $45.5m
-4 Aspermont

c‘ Infmpmatinn for Industry



Capital Structure

Shares on issue 2.1b

Options on Issue 323m @3 cent
10m @1 cent

Unlisted Performance Rights 47.5m

' [nvestments Limited

' Holdings Pty Ltd

S Limited

Trading Limited

€ 2 Aspermont

WonmGhicn 161 lnausiiy



Disclaimer

Important notice disclaimer

Forward-looking standard elements

This presentation may include forward-looking statements. Such statements can generally be identified by the use
of words such as 'may’, 'will', 'expect’, 'intend’, 'plan’, ‘'estimate’, ‘anticipate', 'believe’, '‘continue’, 'objectives’,
'‘outlook’, 'guidance’, ‘forecast’ and similar expressions. Indications of plans, strategies, management objectives,
sales and financial performance are also forward-looking statements.

Such statements are not guarantees of future performance, and involve known and unknown risks, uncertainties,
assumptions, contingencies and other factors, many of which are outside the control of Aspermont Limited
(Aspermont or Company). No representation is made or will be made that any forward-looking statements will be
achieved or will prove to be correct. Actual results, performance, operations or achievements may vary materially
from any forward-looking statements. Circumstances may change and the contents of this presentation may
become outdated as a result. Readers are cautioned not to place undue reliance on forward-looking statements
and Aspermont assumes no obligation to update such statements.

No representation or warranty, expressed or implied, is made as to the accuracy, reliability, adequacy or
completeness of the information contained in this presentation.

Past performance

Past performance information given in this presentation is given for illustrative purposes only and should not be
relied upon as (and is not) an indication of future performance.

Information is not advice or offer of securities

This presentation is not, and is not intended to constitute, financial advice, or an offer or an invitation, solicitation or
recommendation to acquire or sell Aspermont shares or any other financial products in any jurisdiction and is not a
prospectus, product disclosure statement, disclosure document or other offering document under Australian law or
any other law. This presentation also does not form the basis of any contract or commitment to sell or apply for
securities in Aspermont or any of its subsidiaries. It is for information purposes only.

Aspermont does not warrant or represent that the information in this presentation is free from errors, omissions or
misrepresentations or is suitable for your intended use. The information contained in this presentation has been
prepared without taking account of any person’s investment objectives, financial situation or particular needs and
nothing contained in this presentation constitutes investment, legal, tax or other advice. The information provided in
this presentation may not be suitable for your specific needs and should not be relied up on by you in substitution
of you obtaining independent advice. Subject to any terms implied by law and which cannot be excluded,
Aspermont accepts no responsibility for any loss, damage, cost or expense (whether direct, or indirect,
consequential, exceptional or special damages including but not limited to loss of revenue, profits, time, goodwill,
data, anticipated savings, opportunity, business reputation, future reputation, production or profit, any delay costs,
economic loss or damage) incurred by you as a result of any error, omission or misrepresentation in this

Q Aspermont
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presentation.
Preparation of information

All financial information has been prepared and reviewed in accordance with Australian Accounting Standards.
Certain financial data included in this presentation is ‘non-IFRS financial information’. The Company believes that
this non-IFRS financial information provides useful insight in measuring the financial performance and condition of
Aspermont. Readers are cautioned not to place undue reliance on any non-IFRS financial information including
ratios included in this presentation.

Presentation of information
Currency All amounts in this presentation are in Australian dollars unless otherwise stated.
FY refers to the full year to 30 June.

Rounding Amounts in this document have been rounded to the nearest $0.1m. Any differences between this
document and the accompanying financial statements are due to rounding.

Third party information and market data

The views expressed in this presentation contain information that has been derived from publicly available sources
that have not been independently verified. No representation or warranty is made as to the accuracy, completeness
or reliability of the information. This presentation should not be relied upon as a recommendation or forecast by
Aspermont. Market share information is based on management estimates except where explicitly identified.

No liability or responsibility

The information in this presentation is general in nature and is provided in summary form and is therefore does not
purport to be complete.

To the maximum extent permitted by law, Aspermont and each of its affiliates, directors, employees, officers,
partners, agents and advisers and any other person involved in the preparation of this presentation disclaim all
liability and responsibility (including without limitation, any liability arising from fault or negligence) for any direct or
indirect loss or damage which may arise or be suffered through use or reliance on anything contained in, or omitted
from, this presentation. Aspermont accepts no responsibility or obligation to inform you of any matter arising or
coming to their notice, after the date of this presentation, which may affect any matter referred to in this
presentation.

This presentation should be read in conjunction with Aspermont’s other periodic and continuous disclosure
announcements lodged with ASX.

* All figures for Q3 are based on unaudited management accounts; earnings and operating cashflow figures are normalised



