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Disclaimer Moneysupermagket l

This document is for information only, does not constitute or form part of and should not be
construed as, an offer, or invitation, or solicitation or an offer, to subscribe for or purchase any
securities in any jurisdiction or an inducement to enter into investment activity. This document
contains only selected information and should not be relied upon and does not form the basis
for any investment decision. This document does not constitute a recommendation and should
not be construed as legal, tax, investment or other advice. Past performance is not a guide to
future performance. You are strongly advised to seek your own independent advice.

This document includes statements that are forward looking in nature. Forward looking
statements involve known and unknown risks, assumptions, uncertainties and other factors
which may cause the actual results, performance or achievements of the Group to be
materially different from any future results, performance or achievements expressed or
implied by such forward looking statements. The Company has no obligation to (and will not)
update, revise or change any forward looking statements, or other content, in this document
to reflect events or developments occurring, or information coming to its attention, after the
date of this document.

This document should not be distributed by recipients. Circulation of this document to certain
persons or in certain jurisdictions may be restricted by law.

Oct 2015



The UK's leading online price comparison Group

helping its customers make the most of their money

Group overview
UK's largest price comparison website
Leading UK family of brands
FTSE 250 company

Helped 6M people save money
in 2014

Savings to customers £1.4B p.a.

Strong track record of growth:
revenue CAGR 14% (2010-2014)

Further market growth
Strong track record of returns to

shareholders £+250M distributed
(2010-2014)

Vision

To help every
household make
the most of their

money

Clear Strategy

Best Site
Be the easiest way for
customers to find providers
and products

Earn Customer Loyalty
Be the destination brand for
users and customers

Preferred Partner
Be the best way for providers
to acquire customers

Moneysupermagket
roup



Moneysupermarket

With a strong record of revenue and profit Group
growth

Revenue / £M Adjusted EBITDA / £M
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AOP definition Operating profit adjusted for the amortisation of acquisition-related
intangible assets, contingent payable in relation to the acquisition of
MoneySavingExpert.com and and other extraordinary items.

Source: Company Information 4
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. . Moneysupermarket
Strong track record of delivering shareholder [
returns
Adjusted earnings per share / p Operating cash flow / £M
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Moneysupermarket

How does price comparison work : Group
Example car insurance

c. 60+ questions for car insurance Results page sorted by customer
Creates a very rich data asset preferences

" m@ swor | 2| =

Great news Paul, we've found 67 quotes for comprehensive cover v ona Optionalextras  +

2007-2011 BMW 118 without protected no claims, v voluntary excess of

You're on your way to saving money!

Let's get started - this won't take long £250 v and payingannually v foryou to choose from, you can go back to

Step 1 of 2: About your car, your licence, and your policy

Doyou knowtheregsiration number ofthe "

car?

change other detalls.

What is the registration? fverd Add for
i gistrati £499., £00 £295 o/  £38 v v
50

Legally binding ., )
i o 501 sor
s oo quotes in under
one minute mE s2. e B v v B v v
When were you born? o e —’ Tota:

Vohrtary 250 g sasrom o
o o £530.7 Compusoy  £0 £245 o/ £25m o/  £19s0
or Example: 01 041970 Toat &0

_ oy E50 g Agoron
L ) £550.6 comusay 50 f24ey o E250
Your driving licence ot e
a0
#*86 #5694 R A Y R S
Which kind of driving licence do you have? s
£250 Add for Add from
Provisional === 5740, 20 £  £250
0

Wedically restricted

Deep link to over smt 584w
100 providers

250 g s tom
0 £3000 '  £36715 v
00

£250 sgor s tom
0 £3000 £36715 v
Tota e300

fe= 25845

Price comparison websites largest route to market for new or switched car insurance policies



M ki
We offer customers a great way to save money oneysupermarket l

and providers an effective way to build their business

Customers Providers
Access to find, compare and purchase the Cost efficient acquisition
best deals 720+ Providers

23M unique monthly users *

0.
® ' & W
1 1 1 L 1 1 High Street Challenger Insurers Travel/Holiday
banks banks companies
2 22 2 2 2
1 x 1 1 1 x Moneysupermarket ﬁ I ‘
e Creditcard Communications Energy
1 x 1 l 1 x companies provider Companies
g Unbiased best product tables 2 Access millions of consumers :
delivered free to the customer 23M unique monthly users*
/' Free tools and guides 16M Customer Accounts
10M weekly email subscribers
A# Expert content, innovative clubs and 4

Success based marketing fee
payable. Not display advertising.

£ Can focus on the customers
they want

forums
£ Average saving +£200 per product

Note: * source - Google analytics which measures unique devices not users. 7



Switching saves customers money

Jan 2013

Product

Average Policy

Average MSM
Savings

Jan 2014

Product Average MSM
Average Policy Savings

Moneysupermarket

Group

Jan 2015

Product
Average Policy

Average MSM
Savings

Motor Insurance

Average Cheapest Premium £1 058

) 25 Months
Credit Cards (£2098 Balance
0% BT Duration*

Transfer)

Energy £1121
Average Household Bill**
Home
Insurance” S

Average Cheapest Premium

£232*

£254

£124

£94*

£952 £236*
30 Months
(£2096 Balance £276
Transfer)
£1196 £200
£153 £67*

Consumer intelligence January 2013 /2014 /2015, Management Estimates

* Balance Transfer Values source - BBA
** based on Ofgem consumption figures

£958

35 Months
(£2177 Balance
Transfer)

£1165

£141

£245*

£277

£277

£66*




Moneysupermarket

Price comparison websites benefit the UK Group

Introducing Comparison Beyond
Competition Price
Facilitating new Look at results on

entrants customer service and

other features

©O 0 O

Lower Pricing Enhances Transparency Saving Customers Time
Drives down Simplifies Allows consumers to
market prices comparison and compare hundreds of
product complexities products and policies in

minutes

A survey commissioned by the European Commission found
that PCWs provide savings of an average of 7.8 per cent on the
online retail price across Europe.



. M ki
Family of brands, well known, well M it l

trusted and well used

v UK's largest price comparison website
g:“:ry v 2014 FY revenue £219M
Ma':ket@ v 27M Users

v 5.3M Savers

v UK’s biggest consumer advice website
v/ 2014 FY revenue £23M
Group MoneySavingExpert.com v 35M US ers

v Subscriber database 10M

Moneysupermarket

v Leading Travel metasearch site
v 2014 FY revenue £23M

v 20M Users

v 0.8M Savers

Shared: Technology, data and talent
10




All Group brands are growing

Moneysupermarket
Group

HY Growth FY Growth

Insurance 73.6 8%
Money 355 20%
Home Services 17.6 93%
MoneySuperMarket.com 126.7 19%
TravelSupermarket.com 13.7 10%
MoneySavingExpert.com 14.6 29%

Intra-group eliminations and

other income (11.0)

Total Group 1438 2081
11

8%
13%
3%

9%

28%

17%



Our operating model FY 2014

Moneysupermagket
roup

Online marketing and partnership costs  (21%)
Advertising (11%)
Other marketing/PR (3%)
Total Marketing Costs (35%)
Staff costs (17%)
Depreciation and amortization (3%)
Other admin and irrecoverable VAT (10%)
Total Adjusted Administration costs (30%)

Total Adjusted Cost Base

Adjusted Operating Profit (35%)

Paid search, Retargeting, Partnerships

Brand spend - TV, Radio, Creative production

CRM, Content, Social Marketing, Organic
Search

Personnel

IT Costs, Office Expenses, Professional Fees

S

12



. M ke
How we manage our business At i

Group

Best site Earn customer loyalty Preferred partner

Be the easiest way for Be the destination Be the best way for

customers to find brand for users and providers to acquire
providers and products customers customers

22.5M (+3%)
Unique monthly
visitors

15.8M (+17%) 723 (+12%)

Adults choosing to Number of
share data providers

£16M (+£8M)
Investment in
technology

38% (+1%) 65% (+1%)
Net Promoter Marketing
score margin

£1.4B (+16%)
Savings made by
customers

Key Financial Metrics

Continue to focus on revenue and cash flow.
Focus on Adjusted Operating Profit rather than EBITDA to reflect investment in technology

13



Significant market headroom exists across
our business

Market dynamics 2014 e e Cards and Loans Energy

Travel insurance

No of policies / CAGR CAGR
products not value 2010- 2014 Number 505 501 Number o7 o1

Total Market 71M -2% 38M -1% 31M 0%

Online Market -
new and switching

Moneysupermarket
Group sales 4M ™ 0.3M

Moneysupermarket Group average growth exceeded both Total market and Online
Market - new and switching.

23M +3% 4M +11% 1.4M +4%

Represented above: -
77% of Insurance revenues
Notes:

0,
66% of Money revenues Source - GFK, Internal Data, Consumer Intelligence and management estimates.
82% of Homes Services revenues Data is presented on LTM (Last 12 months) basis)

Moneysupermarket

Group




. M k
Technology-focused investment programme i l

centred on the customer journey and the data asset

B MoneySuperMarket.com
Platform and journey

m Customer data asset

M TravelSupermarket

B Other Capital Investment

Three year investment
programme 15



. . M k
Transforming the customer experience - Oy P o l

A personalised service regardless of device

Customer experience

Customer accounts /M
Ry .
17
Mobile Consistentand  Intuitive Native app 16

First improved journeys development
o ) customer is on going 15
Building a rich data journeys across "
asset all product lines
13
12
y c b : .
10
. ) ) Dec June Dec June
Single Personalise Enabling a 13 14 14 15
customer  and tailor our  step by step
view customer change in our
offering CRM
capability

16



Driving improvements in our marketing

efficiency

Delivering improved margins

Moneysupermarket

Reducing our reliance on paid-for
customer acquisition

Marketing margin / (%)

Revenue breakdown by source/ (%)

70%

65%

60%

55%

50%

45%

40%
2010 2011 2012

Source: Company information

2013

2014

100%

90%

80%

70%

60%

50%

40%

2010

. Direct to

site

2011

2012

@ raidsearch

2013 2014

. Partners

Group

17



. el . M k
Clear priorities for the use of capital Ny l

Organic Ordinary Acquisitions Special
Growth dividend dividends
Invest to capture Progressive Data or services Will distribute
growth headroom. dividend. businesses that when have
Hurdle rate of 18%  Target full year improve our meaningful
on technology  divided cover 1.5 - customer available cash
investment. 2.0. proposition. (minimum

Will consider distribution £40m).
overseas platforms
in right markets.

Group will borrow to fund growth investments, not to finance
distributions to shareholders.

18
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Investment summary oneysupermarket l

v A business model offering customers a great way to save money and providers an
effective way to acquire customers.

v Well established, recognised brands with a rich customer data asset.
v Diversified business with significant headroom in each core market.

v Organic growth supported by technology investment focused on smartphones,
customer journey, data and apps.

v Successful acquisition of MoneySavingExpert and further opportunities for
acquisitive growth.

v Highly cash generative with progressive ordinary dividend policy.

19



APP endix Moneysupermaglr(oeu't) l
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How we help customers save money

We help customers find us -
v My profile account management « Email & CRM activities

v TV advertising « Our content, tools and guides
v Organic and paid search

In a few easy steps, consumers can save money on all their household bills

SUS&Jhaket’ MoneySavingExpert.com
50+ Finding the Free at point Customer insights
Customers channels  right product of use to help is improve

O 000 0

Average saving +£200 per product

Moneysupermarket

Group

21




. . . M ket
How we help providers to find the right new ey P M os
customers
Effective route to market saving on
In market marketing costs Finding the right
consumers product

Money
Super

MoneySavingExpert.com >

SU8¥harket Market

Customer insight Pay success based  Transact on
to help us improve marketing fee  providers website

A
@

Note: Display advertising
<£0.5M FY 2014

Reducing costs of acquisition
Allows for market segmentation

22



Supported by leading edge technologies Moneysupermaket l

Collaboration Content Management Data & Insight Network Services

AIW?P'ETH]!ADaggeL?H F.‘i 2:::rTence +++ + Ob |wea U )SaS,
X Confluence o talend’ «=—x apigee
B ;
:Iowdock (v) hyhrls +*open data solutions VERTIO\I
_ e
= artifactory play) e e ‘7"amazon Marin rUBICOf
github NGULARJS 8. RIGHT SCaLe" ©bluekai w

Build Tools Web Facing Data Email Campaign

Tk & redis .mongoDB #Cent0S  /"#5%&) ExactTarget
p MysaL _*t N
é) ‘ [8 elasticsearch. sensu Retu@ﬂ'

Yo GRUNT BOWER docker

<>
=, & & ensighten .
Cucumber . e 4
= ek @ Google Apuppgt

. A <\=//_ _— ) v A labs®
| Java Ot irira- .
<#hJasmine Optimize

23



Moneysupermarket l

H1 2015 Trading strongly & investing in Group
technology
Revenue Adjusting Operating Profit EPS (adjusted)

Capital Investment Interim Dividend Net Cash

24



H1 2015 Adjusted operating profit Moneysupermarket l

. . HY 2015 HY 2014 Variance :

Revenue 143.9 122.4 21.5 18%
Gross Profit 114.9 94.4 20.5 22%
Gross Margin 80% 77%
Administrative costs (57.4) (52.2) (5.2) 10%
Distribution costs (19.2) (18.4) 4%
--
Amortisation of acquisition related intangible assets (4.7) -39%
Amortisation of technology related intangible assets 3.8 1.8 2.0 111%
Depreciation 1.4 2.0 (0.6) -30%
Contingent payable on MSE acquisition 25%
--
Depreciation 30%
Amortisation of technology related intangible assets 111%

25



