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PROPOSED ACQUISITION OF MOBIMEDIA  
INVESTOR PRESENTATION   

 

 
Orca Energy Limited (ASX: OGY) (the Company or Orca) refers to the proposed acquisition 
by the Company of Mobimedia International Pte. Ltd. (Mobimedia) (the Transaction) and 
the related announcement also released on ASX today.  
 
Although the Transaction is still subject to approval by Orca’s shareholders (which is 
proposed to be sought by the Company at an extraordinary general meeting in early 2016), 
please see attached a presentation on the business of Mobimedia.   
 
The Notice of Meeting for the Company’s extraordinary general meeting and the 
associated re-compliance prospectus will contain further details of the business and the 
Transaction.   
 
 
For and on behalf of the Board 

 
Greg Bandy  
Managing Director 
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Introduction to Mobimedia
A leading supplier of mobile VAS and Data products in emerging telecommunications markets

 Mobile Telecommunication Products - Mobimedia is a leading supplier of Value Added Services (“VAS”) solutions and mobile
phone data products to telecommunications (“Telco”) carriers in emerging economies. VAS are products and services provided
by the Telco in addition to voice.

 Proven capability - Since 2008 operating through 1 carrier contract (Digicel) in 6 countries with 3m subscribers, achieving
revenues of circa A$7m and EBITDA of A$1m with an Average Revenue Per User (“ARPU”) of $2.25

 Significant growth commencing
 In the last 12 months, awarded 7 new Telco contracts through an additional 9 countries reaching 43m subscribers (13

times previous Digicel market size)
 Mobimedia is in contract negotiation with multiple additional carriers for both their traditional core VAS solutions and/or

launch of the new data products

 Full range of Telco Products – rapid scalability
 Mobimedia has inventory of over 50 unique core ‘carrier’ products that can be customised for the new markets (‘re-skinned’

for culture, religion or demographic) and rapidly marketed to the Telco’s subscriber base
 Mobimedia has developed and commenced the launch of multiple new mobile phone “data products” delivering globally

accepted applications adapted for both the local culture and available mobile technology in emerging markets

 Multiple Growth Themes - Mobile phone penetration, Smartphone penetration, and data consumption in these emerging
markets is at the beginning of the growth curve…these markets will have the mobile phone as their first experience with the
internet

 Clever low-cost business model – Mobimedia partners with local Telco carriers to access and leverage their vast subscriber
bases to distribute its products, resulting in a win-win outcome – Mobimedia has no high marketing spend to acquire
customers

 Carrier: increased revenues, higher ARPU and improved customer satisfaction, stickiness and loyalty
 Mobimedia: free access to the carrier’s subscriber base in return for an agreed revenue share arrangement on its products

with the carrier. Very limited marketing spend required as carrier is incentivised to promote Mobimedia’s VAS products
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Key Stats

9
Carrier contracts

15 countries
Contracted

43.6 million
Subscribers of

Contracted Telcos

309 million
Combined Population
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Why Carriers Choose Mobimedia
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Mobimedia has both a superior product and technology solution for the Telco carrier - they aim to
leverage the first mover advantage to keep all subscribers within the carriers’ universe

 Mobimedia own the proprietary rights to a comprehensive
managed VAS solution:
- Suite of VAS and data products – branded for the carrier and

applicable for all levels of mobile technology
- User friendly games, content platform and App store
- Ability to develop and re-skin VAS products in multiple languages

to maximise the subscriber take up of products
- Performance reporting to the carrier – providing valuable

customer data to the carrier
- Backend communications, delivery and billing platform for the

carrier

 Mobimedia own and operate a storefront portal for the
carriers’ VAS vendors, simplifying the management of other
third party VAS content providers on the carriers’ behalf

 Mobimedia’s ability to build and deliver products customised
to meet local technical and cultural requirements provides a
strong competitive advantage over developed market players:

 Pre-paid market – post paid or credit card solutions not
suitable as most subscribers do not have access to credit

 Direct Carrier Billing platform – Mobimedia’s Tier 1 billing
platform enables greater flexibility on billing

 Lower ARPU & GDP – lower disposable income means different
pricing models required and developed world charging models
are not viable in emerging markets

 Local service - means products can be provided in local
languages and with local content

 MSISDN detection – allows subscription via unique phone
identification, sidestepping the requirement for email accounts
necessary for signing up to developed market products

 Broad Mobile functionality - on all levels of devices, from 2.5G
(non-smartphone) to 4G, to meet the demands of the existing
subscriber base

Product & Services Technology Solution Customised for Emerging Market

Carriers want to partner with Mobimedia to market our range of products and applications in order to leverage the first
mover advantage in their markets and aim to keep all subscribers within the carriers’ universe – they have learnt from
the developed market experience



Emerging Market Telecommunications Dynamics
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Rapidly increasing smartphone penetration in Asia-Pacific combined with strong GDP growth
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Strong GDP Growth expected in areas of operation2

1) GSMA, The Mobile Economy 2015
2) International Monetary Fund 2015.

Developing countries are now home to
nearly 80% of mobile connections
globally, with just under 80% of those
mobile connections 2G-only

Increasing GDP expected to translate into higher ARPU per subscriber

Proportion of smartphone connections by region1Asia Pacific Mobile internet subscriber penetration1

2014 2020
Developed Region Developing Region



The Global shift to data-based handsets
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Smartphone connections (millions) and adoption1

ADOPTION RATE

Increasing access to Smartphones in emerging markets is driving data consumption

2008      2009      2010     2011      2012     2013 2014 2015 2016      2017      2018      2019 2020

4%
6%

8%

13%
20%

28%
37%

44%
50%

55% 59% 62% 65%

179
273

446

773

1,246

1,900

2,630

3,324

3,948

4,514
5,019

5,475 5,895

SUB-SAHARAN AFRICA
NORTH AMERICA

MIDDLE EAST AND NORTH AFRICA

LATIN AMERICA

ASIA PACIFIC

EUROPE

COMMONWEALTH OF INDEPENDENT STATES

 -  5,000  10,000  15,000  20,000  25,000  30,000

2013

2014

2015

2016

2017

2018

2019

Global mobile data traffic1 (Per month, PB)

14.5% CAGR

1) GSMA, The Mobile Economy 2015
.



Strictly Private & Confidential

History – Our Proven Model

What we have learned

• Understanding the emerging market telecommunications landscape to deliver valuable consumer content

• Adapting products and go-to-market strategies to fit the varied consumer buying cultures in each market

• Adapting to meet the market as it changes and matures - focus on product development and evolution in these fast changing
economies

• Value contribution to our clients through 3rd party revenue, builds strong lasting relationships

• Locally designed product for cultural demand is the key to integration and market acceptance

• Locally operated offices and local partners increases market penetration

• Tailored risk management process for each varied market
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2007: Launched in Fiji
through Vodafone

2008: Launched Fiji and
PNG through Digicel

2009: Launched in
Tonga, Nauru, Samoa

and Vanuatu

2010: Mobile Games
launched across the

Pacific

2011: Downloadable
content (Music, Games

Videos) launched

2012: Media Platform
Launched – resulting in

carrier agreements with over
30 media outlets

2013: Launch of the mDelivery
platform (portal) for 2.5G, 3G

and 4G subscribers

2013: mHealth platform
launched through

messaging platform

2014: Lists
launched

2015: mJams,
Matchstix and mHealth

App launched

Milestones: Meeting the demands of the Pacific market as it matures

2015: Sri Lanka,
Cambodia, Solomon

Islands,
Bangladesh,

Uganda launched
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• Tencent is a leading internet and mobile VAS
provider in China, with a A$250b market
capitalisation

• Today, Mobimedia’s emerging markets are at
the same stage of VAS development as
China/Tencent was in 2007

• Tencent traditionally provided carrier
products, but from 2008, they capitalised on
the shift in China from PC’s & 2G phones to
smartphones through the provision of data
based products

• Smartphone penetration in China grew from
0% in 2008 to 44% in 2014¹

• In Mobimedia’s largest market of
Bangladesh, 4G subscribers represent just
~1% of all mobile subscriptions currently

Impact of technology on Tencent’s Revenue Growth3

Mobimedia’s Goal – Become the Tencent of Emerging Markets
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The upside of being first to market with new technology as markets develop

1) GSMA Intelligence, 2015
2)Business Monitor International, 2015
3)Tencent Investor Presentation, Q42014

Mobimedia
today

Mobimedia’s past
business



Contracted Telco Carrier Arrangements
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Multiple new Carrier Contracts in 15 emerging markets, totalling 43.6 million subscribers

Telco Carrier Country of Operation Subscriber Numbers

1 PNG, Nauru, Samoa, Fiji, Vanuatu, Tonga 3,560,000

American Samoa, Western Samoa 150,000

Cambodia 3,500,000

Robi Bangladesh 30,000,000

Tanzania, Uganda, Burundi 800,000

Sri Lanka 2,000,000

Solomon Islands 250,000

PNG 500,000

Bolivia 3,000,000

TOTAL 43,650,000



Robi’s Bangladesh Go to Market Strategy
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Access to 30 million subscribers through one of the largest global telecommunications networks

• 68% of Bangladesh mobile subscribers still have 2G handsets,
equating to 75m handsets that will convert to smartphones in the
coming years

• Mobimedia’s Portal Storefront will ensure that its data products
will be the first to market as the voice to data conversion takes
place in Bangladesh

• Through Robi, Mobimedia has access to over 30 million
subscribers

• Under 24 year olds consume the most mobile data globally – in
Bangladesh there are 48m people between the ages of 10-24

Robi has agreed to provide free advertising for Mobimedia
products that translates into 250 million views per month:

 Delivery of 60m messages per month to customers containing
information on Mobimedia products

 Advertising Mobimedia products twice weekly via its Facebook
page to its 3.6 million followers – Mobimedia facebook ads have
achieved a 20% click through rate in our other markets

 Advertising Mobimedia’s carrier products on the USSD platform
when subscribers check their pre-paid balance – this translates
into an average of 187.5 million views per month

Population 156,600,000

Contracted Telco Robi

Subscribers 30,000,000

ARPU (monthly) A$4.55

Monthly VAS Market $13,650,000

Annual VAS Market $163,800,000

Bangladesh Snapshot



Product Range – Full Suite Covering All Networks & Phones
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Evolution of carrier to data products customised to meet the demands of emerging markets

Content distribution

Interactive games Portal

Content

Management

Media Platform

Portal Storefront and App Store

Carrier Products Portal Storefront Data Products
• In operation in Pacific since 2007

• Paid for by Direct Carrier Billing on
pay-for-play or per content

• Enables third parties to access the
mobile carrier subscriber

• The pathway to our product suite

• Default homepage for every internet
enabled handset connecting to the
web (2.5G to 4G)

• Globally accepted applications adapted
for the local culture and language and
available mobile technology

• First mover in App data products has
secured significant subscriber base as
the smart phone evolution unfolds

Music content

Social and Chat App Music streaming, download
and subscription service

Health PortalEcommerce



Data Products – Mobimedia’s proprietary Smartphone products
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Globally successful first world smart phone products customised to meet the technology requirements
of emerging markets

Mobimedia’s Product Developed world counterparts

Portal Storefront App Store

mJams

Lists

Matchstix

mHealth



Our Portal Storefront – How we distribute our data products
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Mobimedia designs, builds and manages the homepage for the carrier thus enabling the delivery of VAS
and data products

Robi Portal

mJams

Lists Matchstix

mHealth

• The Portal Storefront is the default homepage for
every internet enabled handset connecting to the
web on all our carriers (2.5G to 4G)

• The Portal is the pathway to our suite of products

• Mobimedia has direct, first point connection to
every single data subscriber on the network,
significantly reducing requirements for Mobimedia’s
advertising spend

• Products can be distributed via the portal in both
Carrier and OTT charging models

• Lack of alternative non-mobile devices such as PCs
with traditional web access in a number of
Mobimedia’s countries means this is often one of
the first opportunities people have to access
information such as news, games and social media

How the Portal Storefront works…



• Target the emerging middle class youth - Facebook campaign
initiated this year has gained 550,000 followers to date

• Secured locally engaged Brand Ambassadors in launch countries

• Secured exclusivity agreements with local record labels in some
countries– a significant barrier to entry for potential competitors

• Local content is estimated to generate 85% of all music revenues in
Mobimedia’s target markets

• mJams launched in Q3 2015 through Mobimedia’s targeted
social campaigns in Cambodia and gained 110,000 users in 4
months

• Securing both exclusive and non exclusive co branded
agreements with Carriers in countries where appropriate telco
networks infrastructure exists

• Cross product sales and promotion through in App purchasing
and integration into existing carrier music product sales

• Leverage from the substantial carrier Tone subscribers to
streaming and download products

• Leverage from International Music label agreements promotion
and marketing

• Listen to curated playlists through the call function of
a phone

• Purchase Caller Back Ring Tones through the platform

• Web based platform

• Streaming millions of songs on offer from both
International and local artists

• In App purchases - Download songs directly to your
phone with complete ownership rights

• Integrated socially through Facebook

2.5G

mJams Music
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Streaming music with and without a data connection mJams go to market strategy

The first music streaming platform that covers 2.5G, 3G and 4G handsets. Designed and built by
Mobimedia for emerging markets

3G, 4G



mJams Music – The Future is Music Streaming
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The only music streaming and downloading solution created from the ground up for emerging markets

Store Rating
4.17 out of5

109,991
Users

33%

New Users
Returning Users

67%

Facebook likes

553,264

1,456,591mb

29.4%
Download appafter
visitingmJamson
Google PlayStore

(Source: GSMA The Mobile economy, 2015,  Google Analytics)

Data Consumed

• Custom built web based music streaming service designed
for emerging market prepaid payment systems

• Like global peers Spotify or Deezer, mJams allows users to
stream music from local and international artists

• Launched in July 2015 in Cambodia and gained 110,000
users

• Strong market traction gained since launch, with
monetisation about to commence

• Suitable for 2.5G to 4G phones
• Customized for any telco’s brand specifications
• Download in App purchasing

mJams – Music Streaming with and without data

2014

25%
Digital

5%
Paid Streaming

20%
Physical

50%
Do not buy
music

2025

15%
Physical

15%
Digital

50%
Do not buy
music

20%
Paid
Streaming

Expected shift in global streaming1

Key statistics from July launch in Cambodia
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A localised, innovative, location-based app catering for the emerging markets growing youth population

Matchstix Social App

(Source: Google Analytics)

• Designed for use on 3G and 4G devices

• Unlike the global sites such as Tinder and Plenty of Fish, Matchstix
product is designed for each market’s local language with
integrated billing options for carrier and OTT models

• The carrier benefits from increased data usage, share of the daily
access fee, increased customer loyalty and serves as a barrier to
entry to any potential competitors

• #westartedthefire

Matchstix – Search, Like, Match, Chat First 60 days snapshot of launch of Matchstix



Lists E-commerce Platform
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• Lists is an Ebay/Gumtree-like trading and classifieds platform for
developing countries

• Accessible on any feature phone or smartphone and available in
multiple languages

• Soft launched P2P model across the Pacific and Cambodia in Q3
2014 and Q2 2015 respectively - Lists already receives over 37,000
page visits

• Unlike existing local online platforms, lists will offer the eBay model of
B2C, allowing micro commerce to flourish in markets where local
businesses do not have an online presence

• Mobimedia intends to introduce a paid “storefront” model and
merchant gateway facilities as the market develops over the next 2
years

• Cross selling opportunities with other products

The Product Offering

Built easy to use E-commerce platforms in countries with limited E-commerce alternatives



mHealth
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Partnering with Carriers and NGOs to distribute vital health and emergency information

• The first VAS provider to bring a consolidated and coordinated
approach to access to health information

• Effective low cost platform for governments to communicate
health and danger risks to communities, often in remote
locations

• Messages purchased in bulk from the carrier which are on sold
to the Government/ NGO. Set-up and maintenance fee applied

• Launched in the Pacific in first half of 2014. The platform has
generated $400,000 to date, with significant tenders pending

• The launch of the portal will enable mHealth to incorporate
alternative methods of revenues such as advertising and
ownership of key areas on the mHealth portal

• Key global brand negotiations for product placement have
commenced with Johnson and Johnson and GlaxoSmithKline

MHealth Products

Contracted NGOs

The Product Offering



Management Team
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Todd Emanuelli COO & Director

 12 years at KPMG Australia, 6 years as a partner
 Strong experience in emerging markets, value added services (VAS) industry, mobile content development and licensing
 David was a specialist adviser with KPMG, focusing on strategic growth initiatives, new market penetration and sound corporate

governance

David van Herwaarde CEO & Managing Director

 Todd has extensive experience in the Value Added Services (VAS) market
 Founded Mobimedia 8 years ago and has played an integral role in growing the  company
 Previously spent 7 years with Vodafone Australia, working on various projects with some of Asia Pacific’s leading Telecommunication and

Mobile Content companies

Wesley Jackson CTO

 Wesley has extensive experience in Mobile Content Delivery systems and Telecommunications systems related to VAS
 Prior to Mobimedia Wesley worked with PwC in Australia for 3 years in Financial and Business Assurance roles
 Wesley is a co-founder of Mobimedia

Kym Gallagher CFO

 Kym is a CA with 20 years experience in Chartered Accounting and ASX Listed companies
 His core skills include all levels of Compliance work including Company Secretarial, Taxation, Audit and ASX Listing requirements, and

obligations to Lenders and Shareholders
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