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Our History

DIGITAL36O '« stems from the experience developed by Politecnico di Milano Professors and Researchers in the area
of Research and Consultancy on Digital and Entrepreneurial Innovation.
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M&A Growth
B Organic Growth
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Digital360 is founded

Establishment of: (holding)
* ICT & Strategy Srl
(Demand Generation) * Incorporation of ICT &
Partners4lnnovation Srl Strategy and
(Advisory) Partners4lnnovation
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“Vision” and “mission”

DIGITAL 360 =

J F

' : Ti rk alongside companies and public
Digital Transformation and Entrepreneurial o Wo g p p

i i i bodies, helping them understand and pursue
Innovation - the engine for economic
their path of Digital Transformation and

growth and for modernising the public

Entrepreneurial Innovation and to establish

sector : : : .
contacts with leading technological suppliers
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Business model:
matchmaking platform between Digital Innovation Demand and Offer

Digital Innovation
Offer
TECH COMPANIES

ICT Vendors
Telcos

Software Houses
System Integrators

Software and
Hardware Resellers

Cloud Providers

Online Marketing
Service Providers

New Media Agencies

eCommerce Service
Providers

Startups
[...]

Over 90,000
Tech Companies

<

Digital solutions/
services market

(approx. in ltaly)

DIGITAL360

We are a multi-channel B2B platform

Demand Generation

and Events Services

DIGITAL 360 -

—

that aims to promote the convergence between
the Demand and Supply of Digital Solutions/Services

We help the best suppliers of digital solutions/services
build a reputation on the market and connect with new
customers through Communication, Lead Generation

We help businesses and public administrations
implement new transformation and innovation processes
through the provision of Advisory and Coaching services

Digital Innovation
Demand
TECH BUYERS

Large Enterprises

SMEs

Micro Enterprises

Independent
Professionals

Public Sector
Authorities

[...]
Over 4 Million
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Our business units: services, assets and core competences

DIGITAL360

TECH | TECH
COMPANIES BUYERS
Demand Generation Advisory
Business Unit Business Unit
Customised Demand Customised Advisory
Generation Services Services
Demand Generation Advisory
Engine 1H 2018 Engine
Cultural Leadership & Core Competence
in Digital Innovation
TALLEXECUTIVE ~ Ece@nomyUp Zerouno| I
Editorial Assets CORZOM Agenda® Digitales 1
(POftB'S & Events) LTRADE INTERNET/,THINGS —\ o) Aanbs
AlL.BUSINESS BLOCKCHAINZ; peme TELESR
Technology Assets ERP ESP
(Integrated Platform)
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Our business units: services, assets and core competences

DIGITAL360

TECH TECH

COMPANIES I BUYERS
Demand Generation Advisory
Business Unit Business Unit
Customised Demand Customised Advisory
Generation Services Services
Demand Generation Advisory
Engine 1H 2018 Engine

52 online portals and newsletter
1.2 mln unique visitors per month
1st page on Google with more than 5,000 keywords in the Tech sector

800 published white papers downloaded by 25,000 contacts per year
640 events and webinars with 75,000 registrations per year

200k fans and followers on social media channels
124k profiles per year
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Demand Generation: customised services

Communication
= Storytelling

= Content Marketing er@ CA lul colt @
= Communication/advertising plans
Even ts E Mcz "= = ENGINEERING EE%Q\H g
= Roundtables and focus groups behind closed doors FRicsson
= Open events, conventions, summits, webinars - - . -- Fuﬁrsu E?‘E‘-"Z""""
Lead generation
- Profiling ¥ mm (e
= Business meetings
Open Innovation & Microsoft REINELPR ORACEE
= Calldideas —
PayPal Posteitaliane

= Hackatons P Pay ‘W
Research tznl D, 553.3 KJ TeamSystem
= Surveys, focus groups
= Customer insight, market outlook TOSHIBA . vmware d‘r" bl

voaarone S
Integrated projects

. . . & Walters Kluwer CCHETTL nes
- communication, events, lead generation, etc. @ "t Ll L---]
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Demand Generation: the “Engine”

2 _Prospects 4. gsgaegrtunities
« 3 Leads ok

1 _ Audience

> Gated ~
Digital360 Content Marketing Contact
Network Automation Centre
Online portals and SEO Gated content (white papers, Lead nurturing and marketing Profiling tools with an internal
optimised Content Marketing webinars, events, etc.) to automation tools to identify, contact centre to generate
and Social Media to intercept a profile the audience and identify nurture and manage leads sales opportunities

qualified audience of technology the most interested prospects
purchasing decision-makers

The distinguishing factors
End-to-end approach, facilitating the integrated management of communication, digital marketing and lead generation activities

«As a service» approach, with recurrent revenues
Synergies between the technology and content solutions offered by Digital360 (outbound marketing) and those owned by the client (inbound
marketing)

JIGITAL 360
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Advisory: customised services

Our Practices = ral

= Open Digital Innovation anp pamias  alld T r—

= Smart Working & Workspace Innovation ) T

= Smart Manufacturing & Logistics C " “%i:
= Business Model Innovation anon m CREDIT SUISSE \”

= Data Driven Innovation
= Digital Public Admin & Healthcare
= [T Governance

Ircreaﬂanca ING % DIRECT TI': insiel

&
= Business Process Digital Redesign S, N1 Manpower @ ...!_
= Information & Cyber Security ,
= Blockchain parmaat 1 POLIMODARE:
= Compliance Innovation
= Audit & Control @ ¥ Sisal @ s soRmmARTRG
= Data Protection Officer (DPO) '
3 ng_al _ _ a ToraceErc TUV/A UniCredit
= Digital Customer Experience (being launched) v AR T
= Digital Innovation in Sports (being launched) 7,

% WURTH [...]
ZURICH
pinderbecmipiinkisl DIGITAL300  « hdas bbb



Advisory: the “Engine”

1 Original Methodologies

= and Models

The strong links with the
University and the customised
projects enable the development
of original methodologies
(Smart Working, Digital DNA,
Compliance Dimensions,
DigitalB2BTransformation, etc.)

Engineering the
2 = know-how

By leveraging the engineering
and systematisation of
knowledge, our original

methodologies evolve into
replicable “advisory services”

Go-to-market
= Channel

L
EXECUTIVE

TELCO
PER L'ITALIA

Ec#nomyUpo

x =[]
foagrer b

{0153 DIGITAL360
AWARDS

The Advisory team and its key
people can enjoy a high level
of visibility on the portals and
events offered by the Group,
positioning itself as an opinion

leader and generating a
steady stream of prospects

Recurring
= Revenue

DiGITAL360 " =

An “as a service” approach
designed to provide advisory
services and support
customers on an ongoing
basis, including through the
provision of highly specialised
profiles (DPO) and cloud
platforms
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Strategic Directions

n Growth through M&A, playing an aggregator role in a highly fragmented
market (9 acquisitions accomplished)

E Growth also through launch of new portals and new advisory practices
(7 portals and 6 practices launched in the last 18 months)

H Organic growth, enabled by the “engine approach”, towards SME market
in both BU’s



Strategic Directions 1 - Growth through M&A

19.2

M&A Growth
B Organic Growth

?SSERVATORI.NET

2000... 2011 2012 2013 2014 PF 2015 2016 2017 PF

CORZOM -PA
- \ m Sefn'{ Iciegrc?
DiGITAL360
< . EFFETTO D
FRREReR DOMIND [
ISL LEVEL
Consulting ~ MARKETING
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Strategic Directions 2 - Growth through new portals & practices

Portals

DiciTALL, D
EXECUTIVE

TA Q > rtup”
TRADE qgusme"&

Ec&nomyUpo

Agenda B Digitales [~ O D .~ 3 M mm []

Presales &
Sales
Operations BLOCKCHAINZ; INNOVATION | BIGDATA £ INNOVATION AlZ; BUSINESS AGRIFOOD . TECH
New Services
Development
Practices
c = “ # =
It < o = o =
2o > 0| e |2 ) Fo = =] O
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Methodologies
Know-how
Engineering CYBER GDDD PROCESS
: SECURITY MINING
Project
Management Office
New Services
Development
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Strategic Directions 3 - The “engine” and scalability towards SMEs

Digital
Innovation
Offer

The market in figures

ICT Vend ( T \
sneor fop and Irarge Telco, Top vendors
enterprises (>500 empl):
Telco (>3000 empl) Py
£ ca.180 69
Software House 1 - -
System Integrator = Mid si \
-5 id sized .
Software & Hardware = companies Medium vendors
Reseller 8 .2 (250-3000 empl): (20'2508§n61pl):
m —
Cloud Provider o3 ca. 4,100 ’ )
Online Marketi § o= / \
niline Iviarketin
Service Provider'g & 8 Other SMBs Small vendors
10-250 empl): . . . - :
. it | i The Digital360 model is (2-20 empl)
New Media Agency ™ .
. N|| 250,000 based on online assets, 34,534
eCommerce Service methodologies, data and
g «engineered» =
S Micro knowledge capable of Partnerships
. oo and Micro
[...] enterprise overcoming scalability vendors:
and cost of traditional
Over 90,000 models limitations

Tech Companies

DiGITAL360

Digital
Innovation
Demand

Large enterprises

Micro enterprises

Independent
Professionals

Public Sector
Authorities

[...]

Over 4 Million
Tech Buyers




Strategic Actions in 1H 2018

n M&As: acquisition of majority interests in three companies (Effettodomino Srl,
IQConsulting Srl and Servicepro Srl). The acquisitions strengthen Digital360’s skills and
positioning on the market in a number of strategic areas: marketing automation and
inbound marketing; industry 4.0; complex events and lead generation

E Development of new portals - CyberSecurity360, Industry4Business, Digital360Hub -
and renewal of a number of existing portals - Digital4, EconomyUp and the related
vertical channels
Investments in new Advisory practices - Information & Cyber Security, Blockchain,
Data Protection Officer (DPO) - as well as engineering of various advisory services
with the development of the relative software

B Greater strategic focus towards “as a service” packaged solutions, with recurrent

revenues enabled by the “engine approach” (e.g.: Digital360Hub portal, Data
Protection Officer practice)

mhtnioct DIGITAL300 o s
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Revenues and EBITDA Growth

9.2

1

Revenues (€Min)

CAGR revenues 2011-2017: +54%

2017: +22%

CAGR organic revenues 2011

2.8

2013 2014 2015 2016 2017
pro-forma pro-forma

2012

2011

2.5

EBITDA (€MIn)

2013 2014 2015 2016 2017
pro-forma pro-forma

2012

2011
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Revenues and EBITDA Growth

+72%

Revenues (€Min)
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+114%
+23% organic

EBITDA (€MIn)

1.5

0.7

2015 2016

2014
pro-forma

2013
DiGITAL360

2012

2011
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Financials: Income statement

Operating Results 30.06.17  30.06.18 A 18-17
mln euro
Total Revenues 6,9 11,9
EBITDA 0,7 L5 C 114%
% Ebitda / Revenues 10,1% 12,6%
EBIT 0,1 0,5 467 %
% EDbit / Revenues 1,3% 4,3%
EBIT adjusted (*) 0,3 0,9 184 %
% Ebit adjusted / Revenues 4.5% 7.5%
Net Profit -0,1 0,04 139%
% Net Profit / Revenues -1,6% 0,4%
Net Profit adjusted (*) 0,1 0,42 @
% Net Profit adjusted / Revenues 1,6% 3,6%

DiGITAL360

Growth of both business areas in which
the Group operates
(+106% Advisory, +57% DemGen)
Consistent growth also on an equivalent
consolidation area (+ 32%).

Improves both in absolute terms
as well as in % of Revenues.
Increase in EBITDA also on an
equivalent consolidation area (+ 23%)

(*) “Adjusted” values: obtained by
adjusting the results to take into
account the amortisation/depreciation
of consolidation differences




Financials: Financial Statement

Financial Statement 31.12.2017 30.06.18 Variaz
mln euro
Fixed Assets
Tangible Assets 0,1 0,5 0,4
Consolidation Differences 3,4 58 25 O
Other Intagible Assets 3,4 37 & 03 O
Financial Assets 0,2 0,1 0,0
Total Fixed Assets A 7,1 10,3 3,2
Operating Working Capital
Receivable 5,2 9,4 4,2
Payable -2,0 -3,9 -1,9
Other Short Term Item 0,8 -2,5 -3,3
Total Operating Working Capital B 4,0 3,0 ( -1,0 )J
Net Capital Employed A+B 11,1 13,3 2,2
Sources of Funding
Shareholders' Equity 7,8 9,0 1,2
Net Financial Position 2,6 35 09 >
Other Funds 0,7 0,9 0,2
Total Sources of Funding 11,1 13,3 2,2

DiGITAL360

The increase is attributable to the
inclusion of the acquired companies in
the scope of consolidation

The increase is attributable to the new
acquisitions

The increase is the result of
investments in fixed assets
(technological platforms, new portals,
new practices, etc.) made during the
period

The change was due to (i) changes to
the scope of consolidation, (ii) tax
optimisations and (iii) the increase in
payables to Vendor Loans

Largely attributable to the capital
increase (Euro 900k, part of the M&A
transactions)

The change reflects in large part the use
of investments and acquisitions made
during the period




Stock Information

SHAREHOLDERS

Other <4%
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Emilio Adinolfi - Investor Relations

Contacts
ir@digital360.it

DIGITAL 300

Andrea Rangone, CEO Digital360

London, 22 October 2018



