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2012 interim highlights

* Revenue growth of 11% of which 4% organic®
* New business: Foursquare, Yelp, GE, Nokia, Telefonica
* Trading conditions:

» US business performing well;

» APAC continues to grow;

» UK performing well outside consumer; and,

» Mainland Europe remains challenging

« Business transition progressing; some bumps but good trajectory
« Attracting major brands and higher level relationships through digital

*Organic growth excludes the impact of currency and acquisitions.
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Financial headlines

Another set of encouraging results

Revenue up 11% to £45.3m (2011: £40.8m)
EBITDA up 13% to £5.1m (2011: £4.5m)

Adjusted PBT up 15% to £4.3m (2011: £3.7m)
Adjusted diluted EPS up 12% to 4.35p (2011: 3.89p)
Dividend up 10% to 0.565p (2011: 0.515p)

Net debt of £4.4m (2011: £2.7m)
Earn out obligations of £12.6m (FY 2011: £15.3m)

NEXT



Key client update: H1 2012

UK

APAC

EMEA

*H2 2012
5

JC Penney
Salesforce
Visa

Boots
HP

HP

Angie’s List
AVG
Foursquare, GE
Internet Society
Nicira, Nokia
Sony Digital
Camera

Yelp

Nokia

Adobe
Amazon Kindle
Dyson, Infosys
Nokia

Creative Labs,
Lithium,
Telefonica®, TNT

EMI
Esurance
Informatica
Novartis
NXP
Salesforce

Daily Mail,
Groupon, Mozilla
Playtex

Philips,
A European
Government

Pure digital clients
here are all new
to the group with
exception of
Salesforce and

NEXTIS



Growth map H1 2012

Revenue contribution by division interim s 2012

Corporate
Pure Digital ~Comms,
& 7%
Research, _____

10%

Consumer
PR, 17%

Technology
PR, 66%

« Pure Digital and Research
segment has doubled in relative
scale compared to the interims
2011

Organic growth* rate by geography interims 2012

Europe and Africa | 0%

Uk [ 3%
US and Canada _ 3%
N15 Group | 42

APAC m 10%

0% 2% 4% 6% 8% 10% 12%

« US and Canada plus APAC still 68%

of the group

*Organic growth excludes the impact of currency and
acquisitions.
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Old Next Fifteen: how we used to work

(1] (1]

[-“

SPONSORSHIP/
EVENTS

THIRD PARTY
RESEARCH

‘PR — the poor relation of the marketing services sector”

PR Client

]

CONTENT
SYNDICATION

. NEWS
E =
v oy / =

I

COMPETITOR
ANALYSIS

Consumers

?"
.2\
Y
OFFLINE
CONTENT

MEDIA AND ANALYST

RELATIONS

Pre digital, our services were
defined by 3 party media

This offered limited
measurement and a client/
consumer relationship which
was indirect and one-way

PR services were
internationally scalable with
effort

Success was based on how
much 3" party content we
could influence rather than
value for client

Rewards were retainer-based
and driven by use of time and
materials

In FY 2010, 95% of revenues
generated from this model
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Next 15 now: circle of engagement

Media has become a

component rather than THE
component of client comms

Digital enables a direct,
two-way, relationship with
consumers

Group now offers a range
of disciplines, not just
traditional PR

Digital services designed
as opportunities to drive
engagement

Expertise is highly scalable

In FY 2012, > 50% of
revenues generated from
these engagement-based
digital services

9

CONTENT

Consumers .
D _ "RESEARCH 4

COMPETITOR
ANALYSIS

@)

INFLUENCER
IDENTIFICATION

Bt
You I -
Cc
SOCIAL MEDIA

INTELLIGENCE

NEXTIS
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Where are we in our transition ?

Objective » World’s best specialist » World’s best digital
PR agency marcom group
Strategy and = Small acquisitions to = Small acquisitions Continued organic
business broaden sector and within digital comms investment
development geogs = Organic investment in Scale digital brands
» QOrganic investment in digital comms internationally
new sectors eg » Digital knowledge Use digital first in new
corporate transfer throughout sectors and
group - repositioning of geographies
certain NFC brands
» Social media lead
Product and » PR /retainers ‘output’ = PR clients exposed to Digital Comms/

client contact

Targets

10

oriented
= PRO level client
contact

v Pan regional clients
v’ Large retainers
v Market share in tech

digital ideas — digital
key part of pitch
» CMO level contact

v Digital brands leading
on new pricing and
CMO contact

v'US consumer PR
leading on transition

v" 100 s/w developers on
staff & non PR briefs

‘outcome’ oriented
CMO level client
contact + budget

Objectives:

client yield expansion,
sustained organic
revenue growth and
margin gains

NEXTI5



Transition case study

CMO level contac , - Established US consumer
curiv(\)lijg gli?ei:w?”gas: HEHSH[YS PR agency, M Booth &
/ Associates

- . S 32% organic revenue
rusteg prO\?éjer of o -
adavice .
@ e Unilover growth in last two years
® « Early collaboration with

I

=

(o
@—Kgf.-p
Qb ; Aeg
[}

(GBS
R

dyson Beyond has led to
development of in house
I BOOTH digital expertise
A CommumcATONS ComMpn * Recent digital work and
Can leverage N15 . . . . . .
éﬂtggg:ﬁgg?rlw Evav';%(,:\ﬁl:lgb;rgaﬁgn blg client wins include :
digital DIENGS Foursquare and award

winning work for AMEX as
Beveloata i part of integrated core

h digital

oo agency team

1 NEXTIS



Digital case study 1

You Search  Browse TV Shows Upload Create Account Sign In

PINK FINYD THE GREATEST . = . - »
GIG IN THE SKY ABOUT SUBSCRIBE WHY PINK FLOYD FOLLOW SHARE

PINK FLOYD LIVE S - 3 [ RESTARTS
FROM WEMBLEY RESUMING VIDEO AGAIN IN
NOVEMBER 1974

(FEATURING EDITS . . 37
FROM THE ORIGINAL >
TOURING SCREEN = MINUTES
' FILMS)

North America
2.6k

Channel comments

B christiantwit MM Oskar Villarreal

Trippy man. #pinkfloyd hwishpeople like D.Gillmour an
— Trippy. band never got old so.they can keep compc
#pinkfloyd

) 23:19

Y Thiago Ferracini (17 mirutes ago)

YouTube : Pink Floyd. OVERVIEW: This YouTube channel gives fans the opportunity to join this concert
every hour, on the hour to watch unreleased live performance of Dark Side of the Moon. The
performance, coupled with original Pink Floyd screen films, exclusive footage, and real-time social feeds.
The channel received 120,000 views in two day showing — Sept 2011 NEXT



Digital case study 2

facebook

sustainability : 0 Sustainable Technology *

This is only the beginning. i
2010 marked an awakening for Facebook’s sustainability efforts, initiating a clear focus on protecting the environment through use of the
Facebook platform, technological innovation in the data center, partnerships, and our own day-to-day operations. In 2011, we made
significant progress, scaling up and stretching our efforts around the globe. 2012 - and beyond - represents great promise for Facebook
and our sustainability initiatives, with a commitment to continue pushing our company - and industry - forward L
Browagll S2vingenergy? Open source hardware
@ [ell your friends about it! : :
= : becomes a reality with the .
| .
- | Open Compute Project
Kike 47 & Send P
— = | | : d the Open Compute Project (0 |
I
. |
100,000 strong - and growing — (, Y

for Facebook.com/green

mue

Environmental eff

are thriving on I

= FACEBOOK

As part of preparing for its IPO, Facebook wanted to communicate its sustainability initiatives, which we
helped bring to life with this INTERACTIVE infographic that allows you to share different sections of their

green story through Facebook.
NEXTIS5
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15

Income statement

_ H1FY2012| H1FY 2011 Growth/ %

Billings
Revenue

Adj Operating profit
Adjusted PBT
PBT

Tax

Retained profit
EBITDA

Basic EPS
Diluted adj EPS
Dividend

53.8
45.3
4.5
4.3
2.7
(0.8)
1.9
5.1
2.82p
4.35p
0.565p

50.1
40.8
3.9
3.7
2.5
(0.8)
1.7
4.5
2.79p
3.89p
0.515p

11
9
15

13

12
10
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Cash flow
em | HY2012]  HY2011

Inflow from op activities

Working capital

Net inflow from operations

Tax

Net capex

Acquisitions

Own shares

Interest

Dividends

Minorities

Financing
(Dec)/increase in cash

Net debt

5.3 4.9
(0.4) 0.3
4.9 5.2
(1.5) (1.8)
(0.4) (1.0)
(5.4) (4.2)
- 0.1
(0.2) (0.2)
(0.2) (0.1)
2.7 2.7
(0.1) 0.7
4.4 2.7

Net inflow from
operations
represents 130% of
Operating profit.

Acquisition
payments
predominantly in H1,

Dividends fall in H2.

NEXTIS
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Balance sheet
| wvao| wvam| evaon

Intangible assets
Non-current assets
Current assets
Non-current liabilities
Current liabilities
Net assets

Share capital
Reserves

Own shares
Minorities

Total equity

Net debt

40.4 34.2 37.9
6.2 5.3 6.4
34.4 31.8 34.8
(23.1) (9.8) (20.7)
(22.4) (33.8) (26.1)
35.4 27.7 32.3
1.4 1.4 1.4
30.4 24.9 28.1

- (0.5) (0.5)

3.6 1.9 3.3
35.4 27.7 32.3
4.4 2.7 1.6

T

Includes present
value of estimated
future earn out
commitments (equity
and cash) of £12.6m

NEXTIS
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Segmental Revenue and Adj Operating Profit

Revenue Operating
Profit

Technology PR

Consumer PR

Pure Digital &
Research

Corporate
Communications

Head Office

30.1 66.5 65.2
75 16.6 11 174
44 97 04 66
32 7.2 0.7 108

(2.2)
453 100 45 100

NEXTIS
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Geographic Revenue and Adj Operating Profit
e —— Lo

US and Canada
UK

EMEA

APAC

Head Office

235 51.8 69.8
94 208 15 224
53  11.7 03 4.2
71 157 02 36

(2.2)
453 100 45 100

NEXTIS
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Summary

Interim 2012 in review

4% organic revenue growth in a
mixed global recovery

Full year profits before
restructuring anticipated to be
modestly ahead of management
expectations

Digital transition progressing,
some bumps which are being
addressed

10% dividend growth reflects
management continuing
confidence in future returns

21
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Next Fifteen — investor snapshot

- What we do — Provide PR and communications services designed to enable progressive brands
to influence buyer behaviour using digital channels.

*  Our belief — Digital has become the most important channel for influencing buyer behaviour but is
still in its relative infancy as an industry

*  Growth beyond Technology PR - Current revenue split: Tech PR 66%, Consumer PR 17%,
Pure digital & Research consultancy 10% and corporate communications 7%.

- Global network, based in US - Strong base in San Francisco with global network of 51 offices in
18 countries. More than 50% of revenue and profit from US and less than 21% from UK.

«  Material client relationships - Top 10 clients account for circa 28% of revenue, but none more
than 6%, 17 clients generated more than £1m of revenue in FY11.

- Both organic and acquisitive growth - Group revenue increased by over 50% since 2006,
driven by both good levels of organic growth and acquisitions.

*  Modest gearing — Net debt of £4.4m at 31 January 2012.

- Respected management team — Long-serving, experienced team based in US and UK.

v" A digital communications group advantaged by its technology client base, US exposure and
culture, poised for step change in growth and scale

NEXT



Key clients, material relationships

"II
®

lenovo

YaHoO!

24

ampz il

r R A 2N A
vymware
U 'A'AV | I .

% Xerox @,)

NOKIA

Next Fifteen’s top 10 clients
represent around 28% of group
revenue in first half FY12 (FY11:
30%)

Half of top 10 clients held for
more than 5 years

17 clients generated revenues
over £1m per annum in FY11

NEXTIS



Group Structure

Next 15
[ | T |
Technology Consumer Corporate Digital &
PR PR Comms Research

I I 1 I f T
. . Blueshirt Beyond . Bourne
{ Text 100 { Bite { OutCast J Lexis ’ { M Booth { 463 (76%) (85%) (51%) Redshift {

gotel il latons N . 7
PR AR TheBlueshirtGroup shift qnlmo
"/BOOTH

A COMMUMCATIONS COMPANY

Animo
(90%)

The OutCast Agency

bite

bourne
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Recent trading history

ltem 2008 2011
Revenue £63.1m £65.4m £72.3m £86.0m
Adjusted profit £6.58m £5.25m £6.61m £8.39m
before tax

Adjusted profit 10.4% 8.0% 9.1% 9.8%
before tax margin

%

EBITDA £7.4m £5.5m £8.4m £10.7m
Net cash from £8.5m £4.8m £5.1m £8.8m
operating activities

égj;sted diluted 8.51p 6.46p 7.93p 8.74p
Dividend per share 1.7p 1.7p 1.85p 2.05p

26
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Contingent consideration and minority interests

Prospective cash commitments : 2013 — 2016 The figures show
. undiscounted estimates,
EUC ] ascuming that shares are
FY 2013 1.7 issued in those acquisitions

where they form part of the

s B consideration.
FY 2015 4.5

« (Cash can be substituted for
FU LTS A el 7.5 share consideration at Next

15 discretion. This could
add a further £3.6m cash
consideration over the next
Six years.
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Office locations

usS

San Francisco
New York
Washington
Boston

Rochester
Los Angeles

EMEA

London
Paris
Munich
Milan

Madrid
Amsterdam

Stockholm
Copenhagen

Helsinki*
Oslo
Johannesburg

APAC

Tokyo

Hong Kong
Beijing
Shanghai
Kuala Lumpur
Singapore
New Delhi
Mumbai

Bangalore
Chennai
Sydney

Seoul*

Tapei*
Auckland*

* Licensed partners
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