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Chosen by mobile operators
to drive off-portal business

Award winning technology

Chosen by leading businesses

• Founded in 1999 to enable the
marketing & monetization of digital
goods to users of mobile phones
with internet connectivity

• 50 people in New York and
Cambridge (UK)

• Listed on London Stock Exchange
June 2005 (BGO.L)

• Enabled over 30M users to transact
with thousands of content providers
across hundreds of mobile operators

• A profitable, fast growing, mobile
success story with a reputation for
innovation and service quality

Who is Bango?
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Bango Prelims 12mths to March 31st 09

FY09 Financials
- Revenues & margins
- Operating expenses
- Profit & Loss
- Cashflow

Operational Review
- Growing transaction volumes
- Growing customer base
- Sales and Marketing
- Product development

Market developments & Outlook
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Revenues £M
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Summary of Financial Indicators

Profit after tax £M
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Gross Margin £M
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US End User Spend £M
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Closing Cash £M
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*OPEX = Sales, Marketing, Overheads
inc. R&D, Finance & Depreciation

Overall Revenues up 28% YOY High growth in US Revenues Gross Margin maintained

Significant OPEX Reduction Resulting in 2nd half break-even And stable cash position
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End user spend
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• Significant growth in end
user activity in 2H09

• US customers starting to
move business to Bango

• Mix of games, music,
videos, applications

• More than 30% now
monthly subscriptions

US End User Spend £M
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Revenue by segment

Analysis by half year

17,607

0

10%

1,695

90%

15,912

FY 09
£’000

13,758

67

14%

1,968

85%

11,723

FY 08
£’000

10,861

0

8%

864

92%

9,997

H2 09
£’000

6,8366,9226,746Total revenue

0670
Services to MNOs
& other revenue

15%13%12%% of total

1,047921831Content provider fees

85%86%88%% of total

5,7895,9345,915End user activity

H1 08
£’000

H2 08
£’000

H1 09
£’000

Revenues £M

4.6
5.8

6.8 6.9 6.7

10.9

0.0

2.0

4.0

6.0

8.0

10.0

12.0

1H
07

2H
07

1H
08

2H
08

1H
09

2H
09



7

Revenue by geography

Revenue typeAnalysis by half year
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8649,99713,758Total revenue

5891382Rest of World

1091611,255Rest of EU

30%72%10%% of total
2617,1831,441USA & Canada

50%26%78%% of total
4362,56210,680United Kingdom

Content
provider

End
user

H2 09FY 08Revenue  (£'000)
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Overall gross margins

Analysis by half year
Gross margin FY 09 FY 08 H2 09 H1 09

£’000 £’000 £’000 £’000

End user activity 1,015 1,016 549 466
% of total 38% 37% 39% 37%

Content provider fees 1,644 1,721 855 789
% of total 62% 62% 61% 63%

Other (1) 0 28 0 0

Total margin 2,659 2,765 1,404 1,255

Margin %
End user activity 6.4% 8.7% 5.5% 7.9%
Content provider fees 97.0% 87.5% 99.0% 94.9%

(1) Services to MNOs and advertising revenue

• Margin from end user spending increasing
(Average % margin reducing as larger CP’s grow fastest)

• Package fee revenue rising - Analytics not yet significant

Gross Margin £M
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Operating Expenses

• Expenses down 26% vs FY08

• Expected to remain broadly
at present levels to Dec 09

• Current systems tested to
$100M/month capacity and
10 times current analytics
transaction volumes

Minimal Capex / Opex expected
to grow capacity to double this

• Capitalization of £29K/month
spend on Analytics V4 in FY09

OPEX* £M
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Opex and P&L

Analysis by half
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Cashflow & balance sheet

Analysis by half
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3,956Total equity and liabilities

3,070Trade and other payables

886
(11,908)Accumulated losses
12,794Equity and reserves

3,956Total assets

1,126Cash and cash equivalents
2,507Trade and other receivables

323Non-current assets
Balance Sheet

(805)Net increase / (decrease) in cash

23Cash from financing activities

(828)

45
Cash from / (used by) investing
activities

(873)
Net cash generated / (used) by
operations

£’000Cashflow
FY 08

• Extra working capital from equity issue July 08

• £750K RBS facility established:  opportunity to generate extra margin through
revenue acceleration or provides contingency source

• Around £300K advanced to content providers, as planned

Closing Cash £M
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Bango Prelims 12mths to March 31st 09

FY09 Financials
- Revenues & margins
- Operating expenses
- Profit & Loss
- Cashflow

Operational Review
- Growing transaction volumes
- Growing customer base
- Sales and Marketing
- Product development

Market developments & Outlook
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Growing Transaction Volumes

• Grow market share with viable financial return
• Significant growth in end user spending as our “High

potential customers” start to migrate from SMS aggregators
to Bango

10+ customers
US carriers +
European countries

$10-100M revenue each, monthly fee plus 1-3% margin
Visibility into c.$700M pa revenue, 7% migrated so far

• Further growth from hundreds of smaller customers
• New major operator relationships help drive growth
• Mobile marketing, search and advertising drive activity

B

New-
USA

CCard DEUK

etc.

D

C

A

ESAT&TSprintCP
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Growing customer base

• Introduced lower priced, market focussed products

• Easy web sign-up process

• 30 day free trial

• Telesales team to
assist sign-ups

• Upgraded on-line
customer service
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Product Development

Payment
Confirmed

Marketing
Campaign

PaymentNavigate
your site

Bango provides highest
payment conversion rate

through unique technology
and relationships

Visit Buy Pay

Y% Exit
without paying

Viral, App or
Bookmark
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Bango payment is increasingly compelling

• Bango delivers highest conversion rates
- automatically select best option
- best user experience on many devices
- best operator billing connectivity
- works on increasingly popular Wifi networks
- handle international visitors

• Higher conversion rates deliver more profits
to Bango customers

PayPal <1% Credit Card 10% PSMS 30% Typ.WAP billing 70%
Bango 85%

Unpaid

Paid
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Optimizing user experience:

Example: Credit Card
1st time experience

Credit Card
Standard experience

Optimum: Credit Card
Single button

Buy Item Buy Item

Phone browser optimized flow to capture
essential credit card information securely
and enable customer support / marketing

Bango stores card data to enable single
page confirmation of further payments.
Works across multiple sites

Subject to additional approval, payment
screen can be eliminated into single “pay”
button – generated by Bango

More details on following slides …
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Market developments

• Increasingly “content capable” devices

• More use of mobile internet

• Increasing use of Wifi alongside Operator networks

• Shift from “offline” to online: mobile web marketing

• Move back to “paid for” content as advertising rates fall

• Leaders in mobile content using Bango successfully

• Mobile operators encouraging migration to Bango
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Summary

• Customers migrating their mobile content payment business
to Bango to benefit from increasing conversion rates

• Analytics product is very complementary
and starting to gain revenues

• Approaching profitability / positive cashflow

• Scalability of business enables significant growth in
revenues and margins without increase in OPEX

• Strong technology & leading market position gives Bango
confidence of significant value as mobile web takes off


