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Disclaimer

Important Notice: This document has been prepared by Xamble Group Limited (ARBN 605 927 464)
(Company registration no. 200612086W) (“XGL" or “Xamble”).

Summary information: The information contained in this document is of a general nature and no
representation or warranty, express or implied, is provided in relation to the accuracy or completeness of the
information except as required by law.

Statements in this document are made only as of the date of this document unless otherwise stated and the
information in this document remains subject to change without notice. XGL is under no obligation to update
this document. The historical information in this document is, or is based upon, information that has been
released to the market. It should be read in conjunction with XGL's other periodic and continuous disclosure
announcements to ASX available at www.asx.com.au.

Not an offer: This document is not a prospectus, profile statement, offer information statement, disclosure
document, product disclosure statement or other offering or disclosure document under Australian law or
under any other law. It is not an invitation nor an offer of securities for subscription, purchase or sale in any
jurisdiction nor is it a solicitation of such an invitation or offer.

Not investment advice or recommendation: This document is not a recommendation and does not
constitute financial product advice or other advice. It has been prepared for information purposes only and
without taking account of any person’s investment objectives, financial situation, tax considerations or
particular needs. Persons reading this document should conduct their own independent investigation and
assessment of the information contained in, or referred to in, this document and, in the case of any doubt,
consult a financial, legal or other adviser.

Financial amounts: All dollar values are in Singapore dollars (SS) unless stated otherwise. XGL's results are

reported under Singapore Financial Reporting Standards (FRS). The historical information included in this
document is based on information that has previously been released to the market.

Yambile

Future performance: This document may contain certain forward-looking statements’. Forward-looking
statements can generally be identified by the use of forward-looking words such as ‘anticipate’, ‘believe’,
‘expect’, ‘project’, ‘forecast’, ‘estimate’, ‘likely’, ‘intend’, ‘should’, ‘will’, ‘could’, ‘may’, ‘target’, ‘plan’ and other
similar expressions within the meaning of securities laws of applicable jurisdictions. Indications of, and
guidance or outlook on future earnings, distributions or financial position or performance are also forward-
looking statements. Any forward-looking statements contained in this document involve known and unknown
risks and uncertainties and other factors, many of which are beyond the control of XGL, and may involve
significant elements of subjective judgement and assumptions as to future events which may or may not be
correct. There can be no assurance that actual outcomes will not differ materially from these forward-looking
statements.

Disclaimer: No party other than XGL has authorised or caused the issue, lodgement, submission, dispatch or
provision of this document, or takes any responsibility for, or makes or purports to make any statements,
representations or undertakings in this document.

To the maximum extent permitted by any applicable securities or other law, XGL and its subsidiaries and
controlled entities and their respective officers, directors, employees, agents and advisers expressly disclaim
any and all liability, including, without limitation, any liability arising out of fault or negligence on the part of
any person, for any direct, indirect, consequential or contingent loss, damage, expense or cost suffered or
incurred arising from the use of or reliance on the information in this document or otherwise arising in
connection with this document.

Except as may be required by any applicable securities or other law, no representation or warranty, express or
implied, is made by XGL or its subsidiaries and controlled entities or any of their respective officers, directors,
employees, agents and advisers as to the currency, accuracy, reliability, completeness or fairness of the
information, opinions and conclusions contained in this document.

The information in this document remains subject to change without notice.



A leading Southeast Asian influencer platform % @ a

MALAYSIA SINGAPORE

Southeast Asia’s (SEA) influencer (creator) platform market is booming

Xamble is a leading player in SEA’s influencer marketing space targeting
nano and micro influencers, the most effective segment

Xamble's technology platform is unique and creates a very scaleable,
highly effective way to capture this market

As aresult, Xamble's financials are strong with the 2H 2023 results up on
TH 2023 in revenues and EBITDA; the business is EBITDA profitable
while investment in the technology continues and overhead costs are
well managed

e © OO

6 Xamble is poised to expand through influencer growth in existing and
new markets, continued technology investment and M&A
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0 Southeast Asia’s influencer platform market is booming

« The global influencer platform market is vast, with more Influencer Marketing Platform Masrket Size,
than 64m influencers globally in 2023! By Region, 2018 - 2030 (AS billion)

« The market has been growing rapidly from A$ 9b (USS 6b)in
2020 and is estimated to reach AS36b (USS24.1b) by 20252

» 63% of brands plan to increase influencer marketing
budget in 20243

« SEA's share of the global market is approx. 10%-15% or

AS3.6b to AS5.4b in 2025 and growing strongly with a gf
compound average growth rate (CAGR) of 27%“ over the I

last 6 years, with growth likely to accelerate wis W1 00 20

» The main social media channels in SEA are Instagram, North America
YouTube and Facebook - TikTok is on the rise representing
3.2% of the total channels already®

https://trendhero.io/blog/how-many-influencers-are-there/
Zhttps://www.marketsandmarkets.com/Market-Reports/influencer-marketing-platform-market-294138.html
3The State of Influencer Marketing 2024 - Aspire - aspire.io
“https://www.polarismarketresearch.com/industry-analysis/influencer-marketing-platform-market

(converted to AS and CAGR changed to forecast over a 6-year period)
5Note(s): Asia, APAC; 2022; Source(s): AnyMind Group; ID 1256908. Further information regarding this statistic can be found in the Appendix.
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0 Southeast Asia’s influencer platform market is booming (ll)

* Internet users aged between 16 and 64 spend 1/3 of their Daily time spent using social media Share of Social Media Users (aged
online time on social media channels and increasingly use by internet users(aged 16y-64y)’ 16y-65y) following Influencers'
this medium for purchasing goods and services'

*Around 70% of Singaporean and 82% Southeast Asians
said they have been following recommendations from
influencers in their purchasing decisions?

* Internet usersin SEA spend more time than the global
average on social media and at least 25% of them follow an
influencer'

» Influencers now take up a growing share of marketing
spend as social media already accounts for more than 34%
of digital advertising spending’

*  67% of marketers said they will increase investments in
influencer marketing in 20242

maLaysiA [ 02:47
THAILAND [ 0244
VIETNAM [ 02:32

worLowiDE [ 02:31
usA I 02:16
SINGAPORE [ 02:13
AUSTRALIA I 02:04
ux I 01:56
INDONESIA I 34.4%
MALAYSIA [ 25.1%
VIETNAM [ 23.7%
worLDWIDE [ 2219
u.s.A I 21.5%
AUSTRALIA I 19.6%
SINGAPORE [ 19.5%

THAILAND | 17.9%
UK. N 17.5%

PHILIPPINES | 03:43
INDONESIA [, 03:18
PHILIPPINES I 46.0%

'https://wearesocial.com/wp-content/uploads/2023/03/Digital-2023-Global-Overview-Report.pdf
Zhttps://www.marketing-interactive.com/67-marketers-increase-influencer-marketing-2024
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o The current challenges in influencer marketing

The effectiveness of influencer marketing is
accelerating as more people spend time on social
media and more brands use this to reach consumers

However, the sector is fragmented:

* Brandalignment and finding influencers: Brands need
a better way of attractinginfluencers to campaigns;
influencers need an effective way of finding the right

campaigns

+ Execution and creative strategy: Brands need a way to
manage influencer content

+ Performance tracking/brand safety: Brands need to be
able to track sales generated from campaigns

Yamble

Leading challenges among influencer marketers worldwide 2023

Share of respondents
0% 5% 10% 15% 20% 25%
Keeping up with sacial media trends . . . : :
The cost of working with influencers
Building a creative strategy
Measuring ROI of influencer campaigns
The time it takes to manage campaigns

Finding and vetting influencers to partner with

Brand safety/alignment

https://www.statista.com/statistics/1372264/leading-challenges-influencer-marketers-worldwide/



Q Xamble is the established leader in SEA influencer marketing

Trusted by leading blue-chip multinational clients as well as SME clients and media agencies
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G Xamble targets the largest and most effective influencer segment

These influencers have the most intimate connection with their audience base

Segment of Influencers? Average Engagement Rate3
Mega o
Influencers ¢ 1.7%

>1 million followers

Mid tier

------- (o)
Influencers ¢ 2.4 /o
<1 million followers

Micro
4.0%

Influencers
<100,000 followers

Nano

Influencers
<10,000 followers

@o--

8.0%

Statista: Share of social media influencers by number of followers in Asia from 2020 to 2022
2AnyMind Group; 1D 1299716 - see Appendix Slide 22. NB: Number of follower definitions can vary very slightly depending on source.
Shttps://anystarr.com/why-micro-and-nano-influencers-are-the-future-of-digital-marketing/

(Calculated after analysing over 1,000,000 accounts)
“https://medium.com/@onavis_asia/the-rise-of-influencer-marketing-in-southeast-asia-661573c74198
5AnyMind Group; ID 1299716 - see Appendix Slide 22

Bhttps://www.ajmarketing.io/post/top-11-influencer-marketing-trends-asia-2021#viewer-eqd58
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Growing influencer category in SEA

In SEA, Nano Influencers have the highest
impact (46%) or direct influence on consumer
buying decisions*.

In SEA, more than 70% of influencers are Micro
or Nano Influencers®.

38% of all brand deals go to Micro Influencers®.

Nano and Micro Influencers have
grown their Asian market share to
30% in 2022 (from 22 % in 2020)1


http://www.statista.com/statistics/1299716/asia-share-of-influencers-by-number-of-followers
http://www.statista.com/statistics/1299716/asia-share-of-influencers-by-number-of-followers

@ Three examples of Xamble’s Influencers

“l can strongly say they are one of those

"I prefer working with Xamble as they are “The Xamble team is very helpful and easy to . 3

always making sure that everything is clear work with, especially for me who is managing reasonable & fair agencies out H.rer.e. Xamble

and easy fo understand for me to start working everything on my own. Loving their new app as r ec;::y knows how fo freat their influencers
right.”

well, for a new app, it is decent.”

on my campaigns.”

RaTe

Dlgnp

LIM CELYN YOUSAF IQBAL SESHMITAA MURALI
INSTAGRAM FOLLOWERS: INSTAGRAM FOLLOWERS: INSTAGRAM FOLLOWERS:
~14,200 ~47,100 ~11,200
INSTAGRAM ENGAGEMENT:

INSTAGRAM ENGAGEMENT:

INSTAGRAM ENGAGEMENT:
14.16% (6.9x industry average)

4.5% (2.2x industry average) 3.6% (1.8x industry average)

CATEGORY: CATEGORY: CATEGORY:
Lifestyle, Beauty & Travel Health, Fitness & Lifestyle Beauty & Lifestyle
BRAND ENGAGEMENT: BRAND ENGAGEMENT: BRAND ENGAGEMENT:
Lifebuoy, Aiken, Dutch Lady

Guardian, M&Ms, Pantene Guardian, Dutch Lady, Subway



e Xamble's technology platform is unique...

Xamble Brands

Enterprises, SMEs, Agencies

% [ Influencer Discovery] ( Campaign Management ] ( Reporting & Analytics ]
:amble Platform

2 (Verified Creators Badges ) ( Campaign Discovery ) ( Campaign Workflow )

E [ Community] [ Reporting & Analytics ) ( Wallet ] ( Financing ]

Xamble Creators and Influencers

amble

Unique: Xamble offers all
three components
seamlessly

Discovery: The Xamble
Creators app connects
brands to the right
influencers and
influencers to the right
campaigns

Execution: The app helps
influencers generate the
right content and get paid
efficiently

Performance Tracking:
Using the Xamble Social
Wallet, influencers can grant
end- consumers rewards
and discounts, enabling
brands to track sales



Xamble platform supercharges

9 ... and creates a very scaleable, highly effective
way to capture this market

Xamble Brands Highly scalable due to:

Enterprises, SMEs, Agencies

More effective influencer
recruitment and
engagement, enabling
faster and easier expansion
to new geographies and
industries

Enterprises SMEs Agencies
Influencer solutions Social commerce and Digital boutique
for MNCs influencer platform agencies

:@: nuffnangX {amble Xamble platapunta® sashimi*

CREATORS LIVE

Automated platform
enables growth into the
large and growing SME
market across SEA and
beyond

core business offering

{amble riatiorm

White label solution enables
efficient and cost-effective

add-on service for boutique
agencies

Xamble Creators and Influencers

Revenue model: Combination of campaign based and retainer fees

amble




9 The Xamble platform is delivering strong
results feeding into ‘flywheel synergies’

Before Xamble After Xamble

Influencers x  Inconsistent campaign v" More discovery and brand deals
management and payment v Better execution
processes

Brands x  Costly and complexinfluencer v Cost-effective and streamlined
discovery creator recruitment

x  Data and payment tracking v Decrease of cost per advertising
fragmented and inefficient (CPA)when influencer content is
used

v" Significant conversion lift

v Campaigninsights, influencer
performance via digital wallet and
dashboard and centralised
payment flows

Consumers x  Inability to efficiently access v" Access to a wide range of
relevant discounts from brands relevant brand discounts
and influencers

Yamble



Delivering strong results for brands, creators and consumers

Case Study 1: Hasbro’s My Little Pony

Hasbro’s My Little Pony hosted a social contest to encourage fans to design their own
unique expression of a pony that reflects them. The challenge was to garner sufficient

interest and participation from Malaysian parents and kids to join the contest.
An influencer activation was put in place to first drive awareness of the social contest
and later paired with an online-to-offline (020) strategy to maximise impact.

The Results

7.0M+ 5.4k

total audience reached hyper engagement, indicating
across Meta platforms. high intent from audience to
participate in social contest
(saves, shares, link clicks, etc).

ONLINE

The initial launch of

T — >9% 600+

engagement Rate submissions to social contest,
(Benchmark: 3%-6%). performing 3x better than
initial projections.

“Insights obtained from influencers’ social media page and performance report on Meta Business Suite dashboard.



Delivering strong results for brands, creators and consumers

@ Case Study 2: First Pride 2029 - 2023

Between 2022 and 2023, First Pride campaigns were

* M targeted towards creating awareness towards its
()~ . range of nuggets and driving consumer’s desire to

*IP (28 b

“APRID

Great taste...anytiye,

Malaysian frozen meat and fish provider The Results

Between 2022 and 2023 there was a 30x increase in awareness in First
m Pride campaigns, as well as a 36x increase in the engagement rate.
Results also show that there has been a consistentincrease in the
engagement rate compared to the industry benchmark from 2022 to

1.3M  20.0% )

generated engagement rate (ER) higher ER than
impressions industry average Sam ple Posts

oD
33.3M 132.2%"  40x

generated engagement rate higher ER than
impressions industry average

*Insights obtained from influencers’ social media page and performance report on Meta Business Suite dashboard.

BELIAN ONLING DI SHOPEE / LAZADA

BELIAN DAR! KEDAI / PASARAYA BERDEKATAN

A The campaign's success led to engagement even from non-followers when it organically reached beyond its usual audience, such as through algorithmic
promotion to the explore page.



Delivering strong results for brands, creators and consumers

9 Case Study 3: Giant 2022 - 2023

Between 2022 - 2023, Giant campaigns were

targeted towards highlighting Giant's ‘Lowest
Prices That Last’ as well as festive periods, with
amazing deals.

The Results

Leading Singapore As of 2023, Giant had engaged with 1Influencer, which managed to help
Supermarket chain generate a 2x increase in the engagement rate and also achieved 3x more in
hyper-engagement, which is defined as engagements which include
consumer engagement (e.g. commenting, sharing, and saving the content).
Moreover, the success of the Giant Chinese New Year x Gary Yap (a Malaysian
television personality) campaign resulted in the client requesting to replicate

0 A 5 o/o 3 6 . 8 o/o 1 0 x the campaign in 2024 through engaging the same Influencer.
ER

hyper-engagement rate higher ER than
(ER) industry average S

S
1.8% 67.3% 20x

higher ER than
industry average

F

hyper-ER 15

*Insights obtained from influencers’ social media page and performance report on Meta Business Suite dashboard.



G Xamble's Group financial results are strong

GROUP RESULTS

Moving forward, Xamble intends to transition its reporting
currency to Australian Dollars ($A) to reflect that it is an
"™ASX-listed business and most capital transactions are in AS.
(////
%ual Group Revenue for CY2023 was down 7% on PCP
rlmar|ly due to a slowdown in overall consumer packaged
6ods spend in 1H 2023.

owever, it increased by 12% in 2H over 1H 2023 with more
\ﬁtment in technology and new sales and operations
@F@ esses being implemented.

Jgr;&erlying business profitable3 excluding investments to
ﬂnd the current technology stack and corporate & listing
=Eosts

ﬁus was also on building the new technology platform to
?@}(e the business more scalable in the future while
F%rhead costs were well managed.

For afull review of the financial performance in the current
reporting currency (SGS) please refer to the published
accounts for CY2023.

Xamble Group Ltd (consolidated)

In A$ 000s? CY2023 CY2022  Growth
Group Revenue 10,775 11,549 (7%)
Business Expenses (10,018) (10,616) (6%)
Business EBITDA?3 757 933 (19%)
Technology Investment (647) (316) 105%
Corporate (HQ & ASX) (1,126) (1,016) 11%
Group EBITDA? (1,016) (399) (155%)

Growth
In A$ 000s? 2H CY2023 1H CY2023 2Hvs 1H
Group Revenue 5,692 5,083 12%
Business Expenses (5,203) (4,815) 8%
Business EBITDA?3 489 268 82%
Technology Investment (225) (422) (47%)
Corporate (HQ & ASX) (562) (564) (0%)
Group EBITDA? (298) (718) (58%)

CY2023
9,615
(906)

In S$ 000s
Group Revenue
Group EBITDA?

1Assumes exchange rate of TAUD =3.029 MYR(CY2023); 1AUD =3.054 MYR(CY2022). MYR used as base as majority of the operations are in Malaysia.

CY2022
11,058
(381)

Growth
(13%)
138%

2Underlying EBITDA (Earnings Before Interest, Tax, Depreciation and Amortisation) adjusted for extraordinary items relating to forex movements, options expenses, one-off rebranding and other costs of S$0.53 million

(CY2022: S$0.43 million).

$Underlying business adjusted for extraordinary items relating to forex movements, options expenses, one-off rebranding and other costs as well as technology investment and corporate (HQ and ASX) expenses



The recently launched SME channel is delivering strong growth

e and highest margins

ANNUAL REVENUE Xamble Brands

Enterprises, SMEs, Agencies

Enterprises

Influencer solutions
for MNCs

SMEs

Social commerce and
influencer platform

Agencies
Digital boutique

agencies
4% N ) ¢ ¢ 4 X ¢
m Entreprise m SME ® Agency '@‘nUﬁndng 4 af!!?!& 4 ambLllg Platapunta™ sashimi
Annual Revenue (million AS) AS5.5m ASO.4m AS4.9m
Revenue Growth vs pcp (12%) 54% (5%)
Gross Margin % 45% B85% 36%
Revenue per Client (min, max) AS2k - AS1.2m ASTk - AS110k AS2k - AS700k
(Average AS87k) (Average AS20k) (Average AST110k)
Type of Engagement Influencer Direct (without agency) Embedded influencer
campaigns for large digital influencer workstream in
companies campaign or/and social comprehensive marketing
commerce campaign of agency

amble



© Integration of Al makes the platform more productive

Influencer clicks
Captionldealconinthe
app. which generatesa ndan
suggested post '
generated by ChatGPT

Details

« To create awareness and re
range subs focusing on: Chicken Teriyaki,
Roasted Chicken, Chicken Slice, Italian BMT

To make Subway the go-to buka puasa
indulgence, satisfy your cravings and revive your
energy, to continue with your day

RM 500.00

Campaign Do's

Yamble

The function
. |deasuggestsa
““ tone of voice for
the post

ol T -

Choose a tone of voice!

Don't be a copycat,
add your own personality and twist
to these captions!

Remember, you can only get these

suggestions three times.

Confident and straightforward

Witty and smart

Confident and straightforward

Enthusiastic and bubbly

Compassionate and caring

Relatable and friendly

Once influencer
selects the tone of
voice, ChatGPT
generates the post

Confident and straightforward

+ Craving for something delicious this
Ramadan? Try our Chicken Teriyaki, made
with tender chicken strips and our
signature teriyaki sauce.
#subwayramadhan #subway

+ Looking for a hearty meal to break your
fast? Our Roasted Chicken is the perfect
choice, made with juicy chicken and fresh
veggies. #subwayramadhan #subway

| CoPY

« In the mood for something light yet
satisfying? Our Chicken Slice is a great
option, made with tender chicken slices
and your choice of fresh toppings.
#subwayramadhan #subway | COPY |




6 Growth Strategy and Outlook

Xamble is poised to capture more of the fast-growing SEA
influencer marketing industry through organic and M&A-based
growth strategies aimed to

o Grow and strengthen the influencer base in existing and new
markets across SEA Asia and beyond

o Extend the technology platform - examples include:

» The launch of the community feature, called ‘Branded
Community’, allowing brands to build their own community
of influencers and directly engage with them which was
completed in 04 CY2023

» The launch of the self-serve influencer marketing
platform for SMEs - expected by the end of Q1CY2024.
The platform will include dashboard access for SMEs that
will allow them to review and approve influencer content
while enabling them to obtain insights from influencer
campaigns

e Upscale sales capabilities through the acquisition of new
3 talent into the management team
Xamble







o Market Data - Share of Asian Influencer by Channel

[ Instagram M Facebook mYouTube M@Twitter mTikTok

Share of influencers
(o))
(@]
=

0%

Taiwan Japan Hong Kong Singapore Malaysia Philippines Indonesia Vietnam Thailand Cambodia

Note(s): Asia, APAC; 2022
Further information regarding this statistic can be found on slide 4.
Source(s): AnyMind Group; ID 1256908

amble

21


http://www.statista.com/statistics/1256908/asia-most-used-platforms-for-influencers-by-country

o Market Data - Share of Micro and Nano Influencers

Share of influencers
w
(@]
X
N
A
S

mid

0%
1 to 10 thousand followers 10 to 100 thousand followers 100 thousand to 1 million followers Over 1 million followers

Note(s): Asia; 2020 to 2022; includes data on over 500,000 influencers from Cambodia, Hong Kong, Indonesia, Japan, Malaysia, Philippines, Singapore, Taiwan. Thailand,

and Vietnam*
Further information regarding this statistic can be found on page 8.
Source(s): AnyMind Group; ID 1299716

Yamble


http://www.statista.com/statistics/1299716/asia-share-of-influencers-by-number-of-followers

@ Xamble Creators

Xamble Creatorsis a platform that helps influencers and brands connect for work
opportunities, collaborate on new ideas and create content to earn.

S XL N
IR
SR

-
; % Get cgnnected with It's cool to work Curate your Get paid for your
fellow influencers and with trusted and well- portfolio and profile to content, hassle-free
& Create greart] content known brands. We've got showcase your with no hidden cost.
together. our back! creativity.
{amble / /

CREATORS

Yamble



@ Creating and managing

influencers on Xamble Creators...

Guardian

Guardian Beauty Around The World

Details

To promote beauty inside out aware with Guardian
health care and cosmetics products. > can replace
this for Details section.

Earnup to

RM112.00

Campaign Do's
« Dodress appropriately, presentably and
aesthetically pleasing. Ensuring that your outfit
is not too revealing

« Do only use theeweem——/" 2 h, {2 57)

Yamble

Community Guardian Official

Guardian Official
Guardian Official &
-« Welcome to Guardian. The One you Trust Ooh, that's a nice one! Where did
you get it?

Guardian Gaya Squad

Cheers to everyone in Guardian
Official

R o 16:23pm Assalammualaikum semua dalam
ona Guardian Official

Video 22PH

Fun Run with Guardian 10/2 5 Wow interesting!! 3.02p% o
Ruby “

Yes! I'm excited for this year’s theme!
A:02PM

Shannon ‘ \
-

Orange Party

Audio

Me too! | love how the Guardian takes
care of KOL like us by sponsoring us
monthl Ftach time

“branded communities” of

Community Details

Guardian Official @

mmunity

Skin Care,Health Care, Personal Care. Hair,.,@

[2) Media, Docs, Links
@) search

33 Settings
Notifications

Mute messages

100 Participants Search

Add PartiTipant
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IR
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Y
m

2N
p |

amble

CREATORS

Yamble

@ Xamble Creators - Recent Statistics

Average user engagement and growth metrics since XC App
launch:

« Downloads increased by over 40%
« Sign-up completion with bank details at over 44%
« 78%-80% payout withdrawal rate

* Over 2,200 mobile app downloads, 1,000 active influencer sign-ups, and RM2.4
million (AS0.8k) transacted through the app



@ Xamble Social Wallet

Membership platform that allows brands and influencers to communicate, retain and reward
consumers and followers while providing a secure digital wallet to manage multiple digital
memberships in one place.

[/
amble
SOCIAL WALLET

Build strong and direct relationships between brands &
consumers, leveraging on the blockchain.

(&b
Create measurable online and offline influencer marketing
campaigns with attribution.

29

Create effective collaborations and promotions between
brands and influencers, backed by data.

Yamble




@ Xamble Live - Social Commerce

A Fully Integrated And Seamless End-To-End Live Commerce Experience

platform solution provides a seamless user interface from live video production and streaming to
mated order management, online payment and fulfilment.

0]2)Y

Buyer receives
Watch live on

— @ notification to
Facebook | confirm order
Buyer receives

Interact with =, Buyer completes @ order
Influencer purchase via

o online payment Merchant prepares I . \ .
Purchase code | & packs order Pty
ERERI : - =

[b) 1S Merchant receives for courier pickup Courier picks - W
, notification up order - 3
1 Comment e of order paid *Warehouse

‘+1' to order staff prepares & packs

order for courier pickup

Ol

Yamble




Delivering strong results for brands, creators and consumers

Case Study 4: Kotex

The Problem

Kotex partnered with Barbie for collectibles, then heavily invested in influencer

marketing for promotion. Upholding Mattel's strict IP rules and visual consistency was

) 4 crucial to avoid delays in content release and potential sales impact, demanding precise
execution.

Multinational feminine hygiene company

The Solution

Xamble ensured Mattel's strict Barbie IP requirements were met by creating a
customisable thematic backdrop in their in-house studio. Influencers used pre-
approved Barbie-themed setups and vetted props, resulting in timely, aligned yet
unique content for both brands.

The Results

20% 20-25% 3Sk+

increase in brand reduced CPM hyper
uplift engagement
generated

*Insights obtained from influencers’ social media page and performance report on Meta Business Suite dashboard.



Delivering strong results for brands, creators and consumers

9 Case Study b: Guardian

The Problem

Guardian aimed to solidify its health and wellness brand trust on its Facebook page. It

sought to become a point-of-reference for its audience’s health, necessitating
sustainable strategies for perception growth along with commercial and operational
viability.

Leading SEA pharmacy chain The Solution

Xamble curated the #GuardianRecommends video edu-series to enhance brand trust.
Initial brand-focused episodes saw low viewership, prompting a strategic pivot to
themed content, which increased organic viewership by 2x. The series maintained
engagement by introducing new hosts and adapting to changing content consumption
habits with vertical-shorts formats.

The Results

100+ 300k 30-40k

CULTIVATING SELF-LOVE
THROUGH SKINCARE

episodes of GR views on best average views per episode
consistently over 3 performing episode
years+

*Insights obtained from influencers’ social media page and performance report on Meta Business Suite dashboard.


http://www.youtube.com/watch?v=ndGStnhcAJo

Delivering strong results for brands, creators and consumers

Case Study 6: Traveloka

The Problem

Traveloka needed assistance to create visuals across three different markets:

Malaysia, Singapore and Philippines. Month to month, it needed a hub service and

t r a V e l O k a« optimised costs, and needed to leverage Xamble’s expertise in order to create

consistent visuals across different markets.

Leading SEA travel platform

The Solution

With the expertise in handling multiple campaigns with tight timelines, Xamble was able
() - 'OM - - to streamline the efficiency across the three different country markets, produce the
AR it | ) : : :
- traveloka" | Tiehts randed content needed for each campaign, and ensure visual and branding

b .
SR 8 e .
N g P consistency across all country markets.

The Results

SOUND 0.
S Travelzokurrt!l . - —

Travel your way with Traveloka

Join #iTravelokaTakeMeAway) contest ] : . < i T positive sentiment &
& stand a chance to win a FREE holiday! el
feedback

Just post your video on @ or

*Insights obtained from influencers’ social media page and performance report on Meta Business Suite dashboard.
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Leadership Team

GANESH

KUMAR

BANGAH ‘ - 8)
Executive

Chairman

* Founder & former CEO of
MOL Global Ing, first internet
company in South East Asia
to be listed on NASDAQ (2000 -
2015).

* Ernst & Young Technology
Entrepreneur of the Year
Malaysia 2012.

e Advisor & Former Chairman of
the National Tech Association of
Malaysia (PIKOM).

* Founded Commerce.Asia; an All-
In-One eCommerce Ecosystem
in 2017.

* Independent Non-Executive
Director of Malaysia’s National
Payment Netwok (Paynet)

Yambile

JOANNE

CHEN ‘
Chief Operating \ -
Officer ‘ ’

» Seasoned advertising professional
with over 20 years of senior and
executive-level management
experience in the digital industry.

* Head of Digital Trading at GroupM
2014-2017, responsible for driving
trading competitiveness, revenue
generation and operational
efficiency for the group.

* Pioneered the set-up of the first
digital media agency in Malaysia.

ANGELINE
CHIAM

Chief Financial
Officer

«  With Xamble Group Limited (formerly
known as Netccentric Limited) since
2010.

» Interim Chief Executive Officer and
Regional Finance Director of Xamble
Group Limited (January 2019 - August
2020).

» Led the core finance team in the listing
of Xamble Group Limited on the ASX
in 2015, raising AUD$12.5 million.

» A Certified Public Accountant by CPA
Australia since 2010 with 4.5 years of
auditing experience at KPMG.

DANIEL

e
. =y

Chief Technology S

Officer =
'\

* Results-oriented technology
pioneer with over 18 years
experiences in Fintech, E-
Commerce and Solution
Integration.

* Reinvented integrated payment
solutions for hospitality and food
beverages industry.

* Head of Software Engineering at
Money Online (MOL Global), a
pioneer licensed e-wallet and
online payment provider in
Malaysia and South East Asia's
first internet company to be listed
on the NASDAQ (2009-2016).



Experienced Board of Directors

GANESH

KUMAR ﬂ;:)

BANGAH e
\a

Executive ‘ '

Chairman

Founder & former CEO of
MOL Global Ing, first internet
company in South East Asia
to be listed on NASDAQ
(2000 - 2015).

Ernst & Young Technology
Entrepreneur of the Year
Malaysia 2012.

Advisor & Former Chairman
of the National Tech
Association of Malaysia
(PIKOM).

Founded Commerce.Asia; an
All-In-One eCommerce
Ecosystem in 2017.

Independent Non-Executive
Director of Malaysia's
National Payment Netwok
(Paynet)

Yambile

GEORG
CHMIEL 4

W7z
Independent ‘
Non-Executive ‘ P
Director

* Chair and Co-Founder of KL-
based Juwai-IQl Holdings.

* Non-Executive Chair of
Spacetalk (ASX:SPA) and
Centrepoint Alliance (ASX:CAF),
Non-Executive Director of
Kinatico Ltd (ASX:KYP).

* Former Executive Chair of
iCarAsia, MD & CEO of
iProperty Group and L) Hooker
Group, CFO of REA Group.

* 30 years’ experience, having
successfully grown and exited
Australian and South East
Asian ASX-listed companies.

JOANNE
KHOO

Independent
Non-Executive
Director

* More than 26 years of
experience in investment
banking, corporate finance,
capital markets and
corporate advisory services.

* Executive Director of
Bowmen Capital Private
Limited and Independent
Director of companies listed
on ASX, SGX and NASDAQ.

* A Certified Public Accountant
by CPA Australia and a
Chartered Accountant under
the Malaysian Institute of
Accountants.

ROBERT :
SULTAN rl

4 “
Independent 1
Non-Executive &
Director

+ Former member of the
Australian Takeovers Panel
as well as senior consultant and
former partner of international
law firm, Norton Rose Fulbright
Australia, with over 30 years of
experience in M&A, ECM and
corporate advisory and
governance.

+ Director of the Gourlay Family
Office and Charitable Trust
which, in conjunction with
Trinity College Melbourne,
established and endows the
Gourlay Visiting Professorship
of Ethics in
Business.

DARREN
COOPER

Independent
Non-Executive
Director

* Board Chair of Spectur Ltd
(ASX: SP3).

* Managing Director of a
private consulting business.

* More than 27 years' senior
executive management
experience.



For further information, please contact:

Ms Angeline Chiam
Chief Financial Officer, Xamble Group Limited
Email: angeline@xamble.com

Ms Gabriella Hold
Investor Relations, Automic Group
Email: gabriella.hold@automicgroup.com.au

{amble
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