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A research and education based approach
to cyber safety for families.
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Disclaimer

The material in this presentation has been prepared
by Wangle Technologies Limited ABN 80 096 870
978 and includes general Company information and
product overview, as at the date of this presentation.
This information is given in summary form and
does not purport to be complete. Information in
this presentation, including forecast financial
information, should not be considered as advice or a
recommendation to investors or potential investors
inrelation to holding, purchasing or selling securities
orotherfinancial obligations oropportunities.ltdoes
not take into account your particular investment
objectives, financial situation or needs. Before acting
on any information you should seek independent
financial advice. All investments involve risks. To the
extent permitted by law, no responsibility forany loss
arising in any way (including by way of negligence)
from anyone acting or refraining from acting as a
result of this material is accepted by the Wangle
Technologies Group, including Wangle Technologies
Limited and any of its related bodies corporate. This
presentationmaycontainforwardlookingstatements
includingthoseregardingourintent, belief or current
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expectations with respect to our businesses and
products. While due care has been used in the
preparation of forecast information, actual results
may vary in a materially positive or negative manner.
Forecasts and hypothetical examples are subject to
uncertaintyandoutsideWangleTechnologies'control.
Investors and others should carefully consider such
factors and other uncertainties and events. The
WangleTechnologies Group makesnorepresentation
or warranty as to the accuracy of any forward-
looking statements in this presentation and undue
reliance should not be placed upon such statements.
Forward-looking statements may be identified by
words such as“aim”, “anticipate”,“assume”, “continue’,
“could”, “estimate”, “expect”, “intend”, “may”, “plan”,
“predict”, “should”, “will”, or “would” or the negative
of such terms or other similar expressions that are
predictions of or otherwise indicate future events or
trends. The forward-looking statements included in
this presentation speak only as of the date of this
presentation. We are under no obligation,and do not
intend, to update any forward-looking statements
contained in this presentation.
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Family Insights

Research-driven, Education-backed

Family Insights brings families together to learn how to use the internet safely.
Backed by insights from leading medical research organisation Telethon Kids
Institute, Family Insights is the only product of its kind that utilises evidence-
backed research to support its approach to cyber-safety.

@ Backedbyresearch,understandthe changingonline behaviours of children
and teenagers to enable accurate identification of risks

@ Utilising our own in-house secure VPN network and big data analysis
techniques, monitor children’sonline behaviourinreal time toidentify
risks, changes in behaviour or access to adult content

@ Alert and support parents with research-backed educational
advice and resources to help them address the constantly
changing online world in which their children live and play

@ Provide parents with additional tools including internet
schedulingand GPS-gating to further protecttheir children
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The Blocking Effect - Researched Facts

OXFORD UNIVERSITY STUDY 2016

“Internet filtering technology and Adverse Experiences in Adolescents”,
was published today in the Journal of Pediatrics, and says the
effectiveness of internet filters is “dubious”.

Contrary to expectations, we found equivocal to strong evidence that
caregivers'use of internet filtering technology did not reduce the chance

of adolescents having recent aversive online experiences. 4

Researchers from the University of Oxford have suggested &”
that, instead of rolling out internet filters, those who are 3

concerned about what children encounter online should i
spend some time helping their parents to parent.

-

n

The formidable challenge of preventing all aversive experiences
underlines theimportance of helping parents, carers,and educators
tosupportchildrenandadolescentsindevelopingtheresilienceto
manage such experiences.
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Consumer Commercialisation

30 DAY FREE TRIAL

MONTHLY SUBSCRIPTION $7.99

ANNUAL SUBSCRIPTION $79.99

AWARENESS & EDUCATION ENGAGE & TRANSACT RETAIN & DELIGHT ORGANISATIONAL FOCUS
« Paid Advertising « Paid Advertising v CRM Automation « Partnerships Focus
« Public Relations « Public Relations « Educational Content + Affiliate Programs
+ Content Marketing « Content Marketing v Customer Feedback Loops « Education Sector Engagement
+ Community Engagement « Community Engagement v Community Development v International Development
v Brand Building + Brand Building v Recommendations & referals
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Path to Market

“A Solution With a
Genuine Point Of Difference
In A Global Marketplace”

ACCESS DIRECT NETWORKS
THROUGH PARTNERSHIPS

INITIAL LAUNCH
2017

RELAUNCH
OCTOBER 2018

PARTNERSHIPS

TELETHON D\ -
TE  [CONSTABLE] C—S
CARE -

PARENT ASSOCIATION

WFILAUNCH
i0OS & ANDROID
APP STORES

FILAUNCH
iOS & ANDROID
APP STORES

OVER 5.5
MILLION FAMILIES
IN AUSTRALIA

GOVERNMENT
AGENCIES

BRANDING APP
MARKETING

Wangle @
Technologies

AFFILIATE
PROGRAM

|

TELECOMMUNICATIONS
PARTNERSHIPS - POTENTIAL
TO INTEGRATE INTO
EXISTING MONTHLY PLANS

'1' TELSTRA opTUSER

) vodatone

PROVE SCALE
& ADOPTION

WHITE LABEL PARTNERS

INTERNATIONAL
EXPANSION
INTO NEW MARKETS

EUROPE & USA OVER
183 MILLION FAMILIES

GLOBAL OPPORTUNITY
= US $100 BILLION



Affiliate Commercialisation

From consumer to SCALE

AFFILIATE RECEIVES
TRAILING OR FIXED

® Low cost to scale COMMISSION

¥
’

® Access to large databases '

)

)

® Immediate integration SHARE® |
I

1

1

® Attractive revenue share %

-

® Well developed sales pipeline R E OB
REVENUE
© White labelling opportunities
o o = TRAILING COMMISSION
e FIXEDH
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AFFILIATE /
PARTMNER SIGNS UP
FOR PROGRAM

& INDUSTRY BODIES)

AFFILIATE PROMOTES
WAMNGLE FAMILY
INSITES

EMBEDS PROMO IN
DIGITAL ASSET

ES
AFFILIATE CUSTOMER

SUBSCRIBES TO WANGLE
FAMILY INSITES




Family Insights Roadmap

& Horizon 1
) ov Simplification of setup process to assist parents and carers, and improve conversion

¥ New capabilities allowing children to view their own behaviours & track devices
(including their parents)
v Commercialisation of educational content via direct sales and content syndication

.[®@) Horizon 2 (near-medium term)
—_J v Localisation of platform in readiness of

international expansion into US, Europe

and Asian markets
Multi-location GPS gating
v 2nd Generation Family Insights release

AN

v White labelling functionality

Horizon 3 (medium-long term) 65 Lacation Monter
¥ Focus on international expansion =
¥ Behavioural prediction engines utilising Machine Learning
v Aggregated behavioural data, analysis and reporting to
build normalised data-driven view of children & adolescent behaviours

angle
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BETTER DATA & INSIGHTS
BETTER DECISIONS
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MONEY & MARKETS

A new wave of threats points to another
supermarket price war primed to break out in
Australia

CHRISPASH W
SEF 19, 2018, 11:30 AM

= [BISWorld’s latest supermarket forecasts intensified competition in the industry.
= A wave of new threats is coming for Coles and Woolworths.
+ A supermarket price war is likely over the next five years.

Australia’s supermarket industry is bracing for a fresh wave of competition.

Industry research group IBISWorld forecasts that new players, price wars and a review of
the Food & Grocery Code are looming over major players Coles and Woolworths.

On the horizon are Kaufland, a German hypermarket chain, and Amazon Fresh, a possible
next move for US retail giant Amazon in Australia.

“The entry of Kaufland and Amazon, as well as the expansion of Costco, will all work to
intensify competition in the industry, making a new price war more likely over the next
five years. Against this backdrop, suppliers will need more protection than ever,” says
IBISWorld Senior Industry Analyst Andrew Ledovskikh.

The Australian supermarket sector has been facing increasing competition from overseas
discount players. Woolworths latest sales growth was 4.3% but Coles is only reporting 2.1%.
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Current Trends

%

\

=
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Price

Consumer choices in grocery sales
increasingly price driven

Increased competition and a fight
for market share are fuelling retailer
price wars

The rise of alternatives to further fuel
price wars: Aldi, Costco, Kaufland,
Amazon Fresh

Choice

Consumers shop more frequently
and visit multiple retailers each
week

Price drives choice in retailers for
each shopping experience

Technologies

Searching

Consumers increasingly conditioned
to price comparison shop across
many verticals, including travel,
electronics etc.

Comparison shopping delivers

savings to shoppers

Real-Time

Real-time purchase intent is driving
increasing investment in data
intelligence to connect brand owners

with prospects in real time



Consumer Need

70%

“More than 70% of Aussies pay
close attention to supermarket

specials”

- Canstar

angle
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“Australian grocery buyers
make more than 2.5 trips
per week to supermarkets”

- Roy Morgan

“Revenue is booming due
to the accelerating uptake
of online grocery shopping!

]

- |BIS World

“Demand for savings...
the single most important
factor where customers
choose to shop”

- WW Trolley Trends Report

“There are 3 dimensicns to
today's hyperlocal targeting:
Place | Time | Intent”

- PWC Digital Pulse




Commerical Needs

Vangle

PRODUCT &
CATEGORY
COMPETITIVENESS
REALTIME
SHOPPER
INTENT
COMPETITIVE -~~~
ADVANTAGE
COMPETITOR
PRICING
CHANGES
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COMPETITOR
SHOPPING
BASKET
INTELLIGENCE

PRODUCT
PRICE
ELASTICITY

INTENT-BASED
AUDIENCE
ACCESS

SHOPPER
RESEARCH

COMPETITOR

LOCALISED
COMPETITOR
INTELLIGENCE

RANGING
CHANGES



Market Size

Consumer

| 4+ milion $ | 05 iion

Grocery Buyers Annual Spend

80% fernales 48% shopping more

Online Customers Frequency
| 4+ million 9 million | million
Available Market Serviceable Market Target Share of Market

Wangle
Technologies

Commercial
$2b Australia
Anncal Spend

$20b US

Annual Spend
2016 BiSwWork

$44b Global

Annual Spend
2005 Stansta




Business Model

[ ADVERTISING REVENUE J

Multiple Advertising Opportunities
To AVery Targeted Audience
Across 60,000+ Products

Featured S d Listi New
Products pansored Lhtng: Products
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[ PRICING DATA REVENUE J

Access To Daily And Historical
Pricing Data, Across All
Products And Categories

I | 1

Real Promotional Competitor
Time Pricing Pricing Alerts



Business Model

Big Data & Analytics Revenue

e Loy 2 | Behavioural
. § Switehing Data
And Much

(-1

Brands are keen to understand

We Collect Al '
Shopper Price the Whole Shopper Journey and
Profiling Points Ad d
Shopper Journey : : want access to Real-Time, bireliei

Analytics
Data & Insights Behavioural Data to Influence
i ‘Pre-Purchase’ Buying Decisicns
iy preteene

Trigger
Nutritional .
Price
[El.asnﬂql] [PM::en:] Surveys
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The New Business FAMILY INSIGHTS
GROUP LIMITED

Website and mobile app front-end development expertise

Secure cloud-based infrastructure

Big Data capture capabilities

000
000006

Real-time data processing & analysis capabilities

Data Intelligence generation for commercialisation

Machine Learning (Al) potential to grow commercial opportunities

©
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Corporate Snapshot

SEAN SMITH
CEO & MD

Sean’s broad expertise
includes marketing, general
management, retail,
customer experience and
data strategy. His experience
includes executive roles with
Woolworths, Dimmi, Orbitz
Worldwide and Ticketek.

Vangle

JON WILD
CHAIRMAN

Jon has led marketing
strategy from start-ups to
multinationals, including
Unilver, British Telecom,
02, Telstra and Orbitz
Worldwide. He is currently
VP of Marketing (Nth
America) with Groupon.

Technologies

MAT WALKER
NED

Mat is an entrepreneur with
extensive experience in

the management of public
and private companies. In

a career spanning three
decades, he has served

as Executive Chairman

or Managing Director for
public companies with
operations globally.

ROBYN TREYVAUD
HEAD OF EDUCATION

After a career as an educator
and school principal, Robyn
established Cyber Safe

Kids, a consultancy that
partnered with Federal & State
governments, media, schools
and non-profit organisations
to deliver programs &
resources to educate and
engage people about cyber
safety.

PROF. DONNA CROSS
ADVISOR

Donna is the Head of Health
Promotion & Education
Research at the Telethon

Kids Institute, has an
international reputation for
developing community-
based interventions to reduce
bullying including cyber
related & mental health
harms amongst kids & teens.



CorporateSnapshot

POST TRANSACTION

Performance
Shares
Current issued capital 2,077,888,336 977,444,148 50,000,000

Directar's Entitlements! 123,000,000 123,000,000 -

FGL Consideralion? = . -

Placement 300,000,000 r >
Total 2,500,888,336 1,100,444,148 50,000,000
Posl Transaclion Markel Cap ($0.003) $7.502,665
Cash Raised from Transaction $1,26%,000
Total Cash Post Transaction $3.151,112
T20 Shares Held 41.72%

I. To be issued as part of the shortfall to the recently completed entifiement issue, subject to sharehalder approval at the Campany's
upcoming Annual General Meefing.
2. Upte 2000000 shares may be Bsued, subject to the achisvemeant of milestones. as detaled ekewheare in this annauncemeant.
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Sources

http://www.acma.gov.au/theACMA/engage-blogs/engage- https://nobullying.com/cyber-bullying-facts-1/
blogs/Research-snapshots/Aussie-teens-and-kids-online http://www.abs.gov.au/ausstats, https://nces.
http://www.bullyingstatistics.org/content/cyber-bullying- ed.gov/programs/digest/d10/tables/dt10_024.
statistics.html asp, http://www.pordata.pt/en/Europe/

https://nobullying.com/bullying-statistics-in-australia/ Private+households+total+and+by+number+of+children-1615

www.ibtimes.com/parental-control-software-market-worth-1-

http://www.bullyingstatistics.org/content/cyber-bullying-
billion-2013-double-2018-1370497

statistics.html

https://www.businessinsider.com.au/australian-
supermarkets-kaufland-threats-ibisworld-analysts-2018-9
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MONEY & MARKETS:

A new wave of threats points to another
supermarket price war primed to break out in
Australia

| Frmprrihd
+ TRISWorld's lasest et forecaits £l
» Awave of new threats i ooming for Coles and Woolworths.
& Asupermarkes price war s Lkely over the next five years.

\m thi Endustry,

Australia’s suparmarket indussry (s bracing for a fresh waveof competition.

Industry rescarch group IBISWesld foneonsts that new ployers, price wars and & review of
ke Food & Grocery Code are locming over majer playvers Coles and Woolwerthks,

On the Borizan are Kaufland, & Germin hypermasket chain, and Amazon Frest, a possibie
mext mowe for US retall glant Amazon in Aastralia.

“The entry of Kaufland and Ama oo, &5 well &5 the expansion of Costco, will 21l wark i
iniensify competition in the industry, making e new price war mosne |Heely over the next
v yesrs. Against [his backdrop, suppliens willl need more protedion than ever,” says
TREWarkl Senior Industry Analys: Andeew Ledovsiiich.

The ket sector hasbeen facing from overseas
discount plavers. Woolworls lavest sales growth was 4.5% but Coles Is enly reponiing 2.1%.

Kaufland has arnounced plans 1o compete heavily on price, and is Hkely 1o athear

Amazon Fresh

Coles and Wosilwit he will also have to contend with a potential entry from Amazon Fresh.

“The potential entry of Amazon Fresh has been well documented. and (t's falr to say that
ihe big two supermarkets are concerned about i85 potential impact on their business.
oodels, " s Ledovskikh.

“Both companies have Increassd their spending on data analytics and upgrading their
Ioyalty programs aver the past bwo years. Indeed, the new Flybuys Max scheme steals more
tharn & few pages from Amazon's grocery business model”

‘Woalweorths also s its new 3.0 store and the Woolworths Metrostors tocreats &

! i increase the convenlence of s online offering
AMORE voung urban professionals who are most st ik of belng deswm Lo Amazon Fresh's
orbiL

Acoordlng 1o TBESWoeld, Abd's suocess has been surprising but alse limited, The company
has suecessfully argeted & specific saction of the Australian market thar values price over
anything slse. including product range and customer service.

The focus on price has seen the company gain a % market share over the past five yeas.

*There are 3ome signs that new Aldl stores are already creating market share
cannibalisation issues for the company, and there are concems about its ability to continue
frs srreak of srrong growth ever the next fve yean unless i can appeal 1o 2 wider mnge af

o ot enly Coles and Woolworths, but alss Aldl

THeowever, unlike Al Kaualland offers a polnt af
price.

“Kaufland’s hypermarksss are expectad to offer mare than double the product range af the
wraditional supernsarkess, and offer not only praceries, but raditional depanment store
products such as bamewares and outdoor equipmens,” says Ledovskikh.

o &

=This will mean Kasfland will net oaly compete on price. bat also in termas of convenisnce.
Convendence-based Itlen can be very for clalised 2

Ledovskikh saysthe decline of major toy retailers, such as Toys "R Us, over the jast five
wears can e Largely astributed to competition from department sones, which allow
o s Boehop for cothing, stationery, hamewans and loys all al once.

5y L

“MNevertheless, the impact of Aldl is already irreversihle. Not only is the company likely to
comtinue to malntaln & significant market share |n vhe Australian market for years to come,
it has w around the world tha ivis possible to break.
imto the Australian marken and take o0 the big demestic players.”

Coszoo’s entry ino the online grocery market s alsoa potertial threat, with the company
constructing a 578 million centoe Costes will be able 10 couple the
convenbence of online shopping with prices thar are 25% oo 30% cheaper than compet oo,

“Costee’s well-established membership program alse ercouragss strong customer loyalry,
influencing customers to stick with them vear-round to maximise (he value of their
membership foes,® snys Lodovskikh,

“Woalworths and Coles &re nottaking these threans Iightly. Heweves adapaing i3 costly, and

Sl

Weolworths and Coles will b with the
effered by Kaufland fog time poor consumers.

“This market has the potential 1 b ¥ th
hils 5 Hikely 1o woery Cobes and Woolwortha,” says Ledovakikh.

by AL and

the ees are likedy to see rising capiial sosts as they work (o nefurbish existing stones,
Inznch new concept stores and continge to bulld thelr dsta analyiies departmenss,”

Price Wars

The pealk af the price wirs, which stamed i 2011, ApPedrs o hive passed.

Coles and Woolworths have looked at other avenues of competition and gradually started
1o adjust their consumer pitches away from prices. However, IBESWorld sees this a shom o
mediusn-termn armisios rather than a full-on peask tresty conslder ng dsing competitian
im the brodd er industry.

“Coles and Woolworths are indicating a redwoed focus on rampant discounting. building
up profl margine and cash for [avestments Inte |nnovation,” siys Ledowakikh.

“This is key to testing and deploying new concepts that will help the companies
dierentiate themseloes from onbine competitons such as Amazon anxd Costeo.

“However, considering the competitive forces that are likely tobe stacked against them
over ithe next five years, it's pot hasd to imagine that there will be 2 new price war within
the e Few years”
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