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DATA ANALYTICS AND MARKETING COMPANY

ADA is a data and artificial intelligence

. BANGLADESH
company that designs and executes

solutions.

THAILAND.

SRI LANKA

Operating across in South and Southeast Asia, ADA
partners with leading brands to drive their digital & data
maturity and achieve their business goals.

Sharefolders: ax1ata‘ = SoftBank € Sumitomo Corporation
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Data Scientists

Digital Specialists
eCommerce Practitioners
Industry Experts
Management Consultants

PHILIPPINES
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WE SERVE TOP CLIENTS ACROSS APAC
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DELIVERING STRONG REVENUE GROWTH AT SCALE
Crossing MYR 1B Gross Revenue with a historic 43% CAGR 2018 - 2020

Gross Revenue, MYR m EBITDA, MYR m

———————————————————————————————————————————— < MYR 100m

2018 2019 2020 2021F -14
2018 2019 2020 2021F
* Pre joint venture accounting * 2020 excludes one-off item and management fees
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OUR SERVICES DRIVE DIGITAL TRANSFORMATION FOR ENTERPRISES

Driving Digital Marketing and Sales Transformation for our Clients

Actionable Digital Marketing eCommerce Customer
Insights Media & Creative Technology Enablement Engagement

Industry suites for * Performance marketing * Marketing technology * eCommerce sales e Customer service
actionable insights e Data driven media enablement * Store Operations enablement via
Enterprise analytics planning Technology based * eCommerce notifications

e Telco data * Data driven creatives operations implementation e Multi-channel

monetisation enablement

.
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ADA — SOFTBANK PARTNERSHIP

== SoftBank + ada

Softbank Corp. Companies synergies with ADA
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MARKET LANDSCAPE
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Which Elements of Digital Transformation Will Be
Most Important to Client-Side Marketers and
Agency Executives Worldwide in 2021?

% of respondents

Customer experience

Drawing insights from big data

Ecommerce/new routes to market

Data organization and management

Automation of marketing tasks
22%

Restructuring the marketing team
20%

Changing company culture
17%

Investment in martech

17%

In-house agencies or creative teams
12%

In-house programmatic
9%

Other
| |13

Source: WARC, "The Marketer's Toolkit 2021," Dec 1, 2020

263283 eMarketer | Insiderintelligence.com

3 TAILWINDS ARE CREATING A PERFECT STORM

Digital Transformation is most important agenda

Every customer interaction
is via digital

Business lean in to
digital
engagement /
transformation
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Every Brand is a Media owner

Less expensive
tech is enabling platform
ecosystems
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Every data point is actionable

Data with Media
& Creative being
activated more
aggressively
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STRONG MARKET TRENDS CONTINUE TO SHAPE OUR FUTURE

Digital Marketing Transformation is rapidly accelerating the industry growth in new vectors

#1 #3 , _
Platform-centric consulting and
— CMO Bottom of funnel focus T implementation
.j ,  Shift towards existing and emerging walled
q————| * eCommerce sales initiatives from media gfardens e.g., Facebook, Google, Tiktok,
1 . Line and other Super Apps
- and content investment L e
e — . . . .
Y e * Renewed demand for data-driven adtech Pegg”?g. on enterprise pIatform; to buile
and performance specialists capabilities e.g. Google Marketing
‘_J l L. Platforms, CDP, Teradata
Activation of 1% party data at the clients Next generation messaging
* First party data use seen as hedging * Conversational 2-way messaging between
I strategy when 3rd party data use maybe brands and consumers via WhatsApp,
I limited Viber, Line
* Shift towards public cloud and martech * Multi-channel messaging with usage of
availability creating opportunities for bots in enterprises
activation
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ADA POSITIONING

Uniquely positioned to capture the digital service opportunity in top enteprises

High

CLIENT FOCUS

Low

Consultancies

Analytics firms

Creative Agencies

Media

ada

Digital Services Providers
(e.g. S4 Capital)

Agencies

Adtech
Platforms

Digital Media
Platforms

Marketing
Technology Platforms

Low

High

DIGITAL EXECUTION BREADTH

Purely digital services offering
Integrated offering across Analytics, Media, Content
and Tech

Deeply local in South East Asia, with on-ground
teams across 10 markets

KEY REVENUE DRIVERS

#1 LEAD GENERATION & ECOMMERCE SALES
Ecommerce sales & digital user acquisition

#2 MARKETING EFFECTIVENESS
Digital media and creative performance, attribution and
marketing analytics

#3 DIGITAL TRANSFORMATION
Customer Experience and marketing technology
stack implementation

#4 DATA & INSIGHTS
Analytics and insights for planning
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VISION 2024

Vision by 2024 - “Sustainable and profitable unicorn”

I New market expansion

e Largest digital services provider in
APAC, amongst top 20 Global
Marketing firms

R

SOUTH
KOREA

* End to end service provider for

. ' Data and Digital Maturity to
enterprises
PHILIPPINES
CAMBODIA
THAILAND
SRI LANKA MALAYSIA
SINGAPORE
INDONESIA

Shareholders: axiata SoftBank

advancing asia

Sumitomo
Corporation
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ADA PATH TO ASPIRATION
Aiming for 4x growth by 2024

Organic growth + Geographic

ADA Valuation, USD Expansion + Value 1B+ Gross Profit : 4x growth
ilumination
organic growth
Tuck-in M&4A + Value
lumination Gross Profit : 2.5x growth

N\

Softbank Investment
of usFeom

Gross Profit : $38m \4 260m

2020 2022 2024
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Disclaimer

The following presentation contain statements about future events and expectations that are forward-looking statements by the management of Axiata Group
Berhad (“Axiata”) (“Company”), relating to financial trends for future periods, compared to the results for previous periods, characterised by the use of words
n u n u n u n ”n ”n u III’ “" ”n

and phrases such as “might”, “forecast”, “anticipated”, “project”, “may”, “believe”, “predict”, “expect”, “continue”, “will”, “estimate”, “target” and other similar
expressions.

Forward looking information is based on management’s current views and assumptions including, but not limited to, prevailing economic and market
conditions. Our business operates in an ever-changing macro environment. As such, any statement in this presentation that is not a statement of historical fact
is a forward-looking statement that involves known and unknown risks, uncertainties and other factors which may cause Axiata actual results, performance
and achievements to be materially different from any future results, performance or achievements expressed or implied by such forward-looking statements.

This presentation does not constitute an offer or invitation to sell, or any solicitation of any offer to subscribe for or purchase any securities and nothing
contained herein shall form the basis of any contract or commitment whatsoever. No reliance may be placed for any purposes whatsoever on the information
contained in the presentation or on its completeness, accuracy or fairness. None of the Company nor any of its shareholders, directors, officers or employees
nor any other person accepts any liability whatsoever for any loss howsoever arising from any use of this presentation or its contents or otherwise arising in
connection therewith.

“RM” shall mean Ringgit Malaysia being the lawful currency of Malaysia. Any discrepancies between individual amounts and totals are due to rounding.
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