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Legal Disclaimer
This communication may contain certain forward-looking statements relating to the business, financial performance and
results of the Company and/or the industry in which it operates. Forward-looking statements concern future
circumstances and results and other statements that are not historical facts, sometimes identified by the words
"believes", "expects", "predicts", "intends", "projects", "plans", "estimates", "aims", "foresees", "anticipates", "targets", and
similar expressions. Any such forward-looking statements are solely opinions and forecasts reflecting views as of the
date set out on the cover of these materials, which are subject to risks, uncertainties and other factors that may cause
actual events to differ materially from any anticipated development, including the risk factors set forth in the Information
Document prepared by the Company in connection with the Listing are available at
https://newsweb.oslobors.no/message/519564 under the heading “Vedlegg”. No liability for such statements, or any
obligation to update any such statements or to conform such statements to actual results, is assumed. Furthermore,
information about past performance given in this communication is given for illustrative purposes only and should not be
relied upon as, and is not, an indication of future performance.
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Business
Highlights
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Meltwater is the Global Leader in Media Intelligence

~27,000

Corporate Customers in 134 countries

~2,200
HQ

Employees

~50

Offices across 6 continents

$453m

ARR per Q1 2022

~100%

Recurring revenue share
Meltwater offices

4

Strong Team and Culture

“MER” “more”
Moro

['mo(·)ro]
“Fun”

1
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G2’s awards are independently compiled based on thousands of reviews from real customers.

2 Comparably's

awards are based on data compiled from 15 million employee ratings across 70,000 companies.

Enere

['e nðr'e]
“Number One”

Respekt
[re'spekt]
“Respect”

Customer Testimonials

Simon and Schuster is an American publishing company, and a
subsidiary of Paramount Global. The group includes several publishing
units, which means each unit has its own publisher, editorial group and
publicity / marketing department. To ensure consistency and provide
each household name with the same level of support, Simon and Schuster
needed to centralize their approach.
The company has been using influencers to boost specific book launches
in the past, but the approach and reporting differed, depending on
location. Meltwater’s influencer management solution, Klear, enabled the
company to consolidate efforts and ensure all partnerships are managed
from a central place. Today, team members across corporate and social
marketing departments all rely on Meltwater when it comes to influencer
discovery and relationship management.
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The publishing market is very competitive and we
have to keep innovating to ensure our campaigns, book
launches in particular, resonate with the target audience.
With widespread operations, we were looking for an
influencer management solution which would enable us to
streamline and centralize the work.
Having a tool which allows us to manage all activities from
one place has been great. From the research and discovery
phases to running campaigns and measuring success, we
can now be confident data is accurate and consistent.
Nicole Sam
Senior Digital Product Manager
Simon & Schuster

Customer Testimonials

Sanrio is one of the most well-known companies that designs, licenses, and
produces products focusing on the kawaii ("cute") segment of Japanese
popular culture. Their products include stationery, school supplies, gifts,
and accessories which are sold worldwide. Sanrio's best-known character
is Hello Kitty, one of the most successful marketing brands in the world,
present in over 120 countries.
Before Meltwater, Sanrio was struggling to obtain the relevant insights
from other media intelligence tools, largely because of the volume of data
they needed to gather and analyze. In Meltwater, they found an easy-touse solution that provides data in real time. The Sanrio team uses
Meltwater’s social listening solution to understand which products
generate the most content and why. Actionable insights, such as
information on audiences not yet engaging with Sanrio’s brands, help the
team to improve targeting and grow the already impressive fanbase.
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Sanrio characters are extremely
popular and mentions of the specific
brands dominate social media, making the
analysis challenging. Without a truly
global solution like Meltwater, we wouldn’t
be able to understand their impact and
reach. By utilizing Meltwater’s media
intelligence tool, we are able to obtain
insights very easily and very quickly.
Madoka Suzuki
Global Digital Marketing, Data Science & Insight Planning
Sanrio

Our Technology in a Nutshell

The most
comprehensive
dataset in our
industry,
containing both
traditional and
social media

Acquisition

Enrichments

Search &
Analytics

Documents are captured through
AI crawlers and content fetchers
(News, Social, etc.)

A collection of proprietary
machine learning algorithms
processes all the documents

All documents & associated
metadata is indexed for live search
& powerful analytics
20T
Searches

1.3bn

Named
Entity
Recognition

Concept
Extraction

Document
embedding

New documents
a day

Signals

All incoming data is cleaned,
normalized and represented in an
unified schema

Social Echo

N-array
relation
extraction

Surface real
world events

Categorization

Wide variety of augmentations are
also applied to derive metrics for
downstream analytics

1M
Alerts/day

30K
Exports/day

Influencers
About millions
of topics

Sentiment
Analysis
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Named Entity
Disambiguation

1M
Analytics
Queries/day

Metrics Summary
Across multiple
dimensions

Knowledge Base
Accurate firmographics &
relationships

All the enriched data is linked through
entities in our knowledge Graph andy
fully searchable for insight
generation

One integrated solution to PR, Communications & Marketing use cases
Key Use Cases

New Use Cases

Brand Management

Consumer Insights

Competitive Intelligence

Influencer Marketing

Risk & Crisis Management

Sales Intelligence

A Meltwater Offering

A Meltwater Offering

A Meltwater Offering

Social Media Management
News and other online sources

Social media

Single Source of Truth

Collaboration Tools
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Visualization Integrations

E-Commerce Integrations

New this quarter
In February, Meltwater’s Product leadership team led a series of webinars for Meltwater customers. They explained Meltwater’s product vision, illustrated the value our
solutions provide through recent customer wins, and shared the 2022 product objectives and roadmap, including …

Social Media Management

More advanced user permissions, enhanced Instagram capabilities with Carousel posting and “Link
in Bio” options. Meltwater now has the most comprehensive support for YouTube in the market.

Paid, Earned and Owned Dashboard

Our PEO dashboard unifies omnichannel performance metrics into one easy-to-view report. Users
can track success and learn how channels work together to drive engagement and exposure.

Influencer Marketing

New integration with WooCommerce for customers to generate and share coupons with influencers
and measure the success of their partnerships, as well as a new integration with Slack.

New Higher Education offering

Meltwater for Universities helps to attribute media coverage at a department, faculty, and
academic level, and track the interplay between research, citations, and social and news media.
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Paid, Earned, Owned Dashboard

Alert our customers about what’s important to them in real time
Critical Mentions

Emerging Conversations

Sentiment Shift

Email
Web Application

Business events

Analyze 800M Documents
daily
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Meltwater Mobile App

Complete 20T Searches daily

Deliver 1M Alerts daily

Enrichments to extract key information, derive meaning and context
Author

Understanding

Authority
Influence
Geography
Gender
Profession
Age

Wiki Concepts
Events
keyphrases
Similarity

Categorization

Entities & Themes

IAB & Wiki categories
Sales & Promotional
Spam
Custom Categories

Companies
People (Influencers, key persons)
Products
Places
Hashtags

Metrics

Sentiment
Fine-grained
(document, entity, aspect)
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400

Enrichment
services

3.5B

Enrichment
calls/day

126

Pipelines

113

Languages

Social Amplification
Engagement
Potential Reach
Location & Geo

Meltwater Scientific Advisory Board 2022-2025

Regina Barzilay

Julilana Freire

Georg Gottlob

Eric Nyberg

Jure Leskovec

Ph.D., Distinguished Professor
for AI and Health at the MIT
School of Engineering

Ph.D., Professor of Computer
Science and Data Science and
Director of the VIDA Center at
NYU Tandon School of
Engineering

Ph.D., Professor of Informatics
at Oxford University’s
Department
of Computer Science

Ph.D., Professor and Director of
the Masters program for
Computational Data Science
Program, Carnegie Mellon
University School of
Computer Science

Ph.D., Professor of Computer
Science at Stanford University
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Global customer base
of ~27k companies
and organizations
Currently working with
over 50% of the Global
Fortune 500

Working with Customers Across All Industries and Verticals
Consumer
Brands
Tech
Pharma
Automotive
Financial
Services
Government
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An Expanding Total Addressable Market: $40bn and Growing

Media Intelligence - $40bn TAM1

Media Intelligence platform for
PUBLIC RELATIONS, MARKETING
and COMMUNICATIONS,
a $26 billion market

Target growth opportunities
within LEAD GENERATION, RISK
MANAGEMENT, and
CUSTOMER RELATIONS,
a $14 billion opportunity
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1Management

Recent Acquisitions - Additional Growth in Market Opportunity

A Meltwater Offering

AI-powered
social media intelligence
platform targeting
CONSUMER INSIGHT and
MARKET RESEARCH, a $73
billion industry

A Meltwater Offering

Industry leading
INFLUENCER MARKETING
platform, a $10 billion
industry
Select Customers

estimates, based on: Estimated total US workforce for each use-case provided by Bureau of Labor Statistic as of May 31, 2019; Estimated global
workforce calculated based on the proportion of skilled labor force in the US and globally; ARPU based on 2018 ARPU for Meltwater

One of the world’s most
valuable online BUSINESS
COMMUNITIES, used for Sales
Intelligence and Business
Information, a $30 billion
industry

Q1 2022
Overview
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A Strong Start to 20221
Reaching 20% ARR growth
20% YoY ARR Growth2 across total portfolio in Q1 2022

Revenue ahead of guidance
$109m Revenue in Q1 2022 versus guidance of $105m-$107m

Continuing to move Upmarket
35% YoY ARR Growth3 in Premium segment
37% YoY growth in # of clients with $100k+ ARR

Accelerating Social growth
56% YoY ARR Growth4

Customer retention focus
120% Net retention in clients with $100K+ ARR
108% Net retention in Premium segment, 95% across total portfolio

Positive Adjusted EBITDA
8% Adjusted EBITDA margin in Q1 2022
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1Using

213% excluding M&A
Alternative Performance Measures (APMs). Unaudited.
All ARR amounts are shown using 2021 weighted average foreign exchange rates.

324%

YoY excluding M&A

436%

YoY excluding M&A

Accelerating ARR and Revenue Growth1
Revenue Growth

ARR Growth
442
412

360

361

367

369

429

453
109

20% 20%
106

17%

378

14%

103

13%

15% 15%

13%

98

10%
8%
5%

3%

2%

2%

2%

Q1-20 Q2-20 Q3-20 Q4-20 Q1-21 Q2-21 Q3-21 Q4-21 Q1-22
Total ARR ($m)
YoY Growth
YoY Growth, excluding M&A
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1Using

Alternative Performance Measures (APMs).

16%

93
89

5%

89

3%

90

7%

94

11%

6%

7%

8%

8%

With long term
ambition to continue
to grow 20% annually
Total ARR grew to $453m, up
20% YoY. Organic growth was
13% YoY

8%

2%

Total Revenue grew to $109m
in Q1 2022, up 16% YoY.
Organic growth was 8%

Q1-20 Q2-20 Q3-20 Q4-20 Q1-21 Q2-21 Q3-21 Q4-21 Q1-22
Revenue ($m)
YoY Growth
YoY Growth, excluding M&A

All ARR amounts are shown using 2021 weighted average foreign exchange rates.

Strategic Focus Area – Premium Clients1
Accelerated Growth
of Premium Segment
192

206

220

Growing Premium Portfolio
Concentration

In Q1-22, Premium clients
grew to $228m ARR, up 35%
YoY

228

170

161

30%
18%

20%

34%

36%

35%

23%

25%

24%

•

Accelerated growth: ARR up 35%
YoY, organic growth was 24%
YoY compared to 18% YoY in Q1
2021

•

Increasing number of clients
>$100k ARR: up 37% YoY,
including acquisitions

•

Premium segment represents
50% of all ARR, reflecting a 5%
increase from Q1 2021

12%

Q4-20

Q1-21

Q2-21

Q3-21

Q4-21

Q1-22

Premium ARR - organic (USDm)
Premium ARR - inorganic (USDm)
YoY growth (%)
YoY growth, excl. M&A (%)
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1Using

Alternative Performance Measures (APMs). Unaudited.

44%

45%

47%

48%

50%

50%

Q4-20

Q1-21

Q2-21

Q3-21

Q4-21

Q1-22

Growing the Premium Client segment is a
strategic focus as customers in this tier have
higher retention rates and are more
profitable

All ARR amounts are shown using 2021 weighted average foreign exchange rates.

Strategic Focus Area – Social Products1
Accelerated Growth
of Social Segment

152
122

114

26%

21%

Q4-20

Q1-21

51%

31%

Q2-21

166

178

Growing Social Portfolio
Representation
190

54%

56%

56%

34%

36%

36%

Q3-21

Q4-21

Q1-22

Social ARR - organic (USDm)
Social ARR - inorganic (USDm)
YoY growth (%)
YoY growth, excl. M&A (%)
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1Using

In Q1-22, Social segment
grew to $190m ARR, up 56%
YoY

Alternative Performance Measures (APMs). Unaudited.

31%

32%

37%

39%

40%

42%

Q4-20

Q1-21

Q2-21

Q3-21

Q4-21

Q1-22

•

Rapidly accelerating Social
growth, with the business now
accounting for USD 190m of
ARR, up 56% YoY

•

Organic growth of 36% YoY, an
increase from 26% YoY growth
in Q1 2021

•

Social segment represents 42%
of all ARR, an improvement of
10% from Q1 2021

Social products are sold to all client tiers,
usually as an upsell to an existing client or
part of an integrated offering to a new client

All ARR amounts are shown using 2021 weighted average foreign exchange rates.

Financial
Highlights
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Income Statement using APMs Q1 20221
Q1-22

Q4-212

Q1-212

109.2

106.3

94.4

YoY growth

16%

15%

6%

Adjusted COGS

27.8

27.3

21.8

81.4

79.0

72.6

75%

74%

77%

Income Statement ($m)

Meltwater Finishes Q1 with Revenue of
$109.2m and 7.7% Adj. EBITDA margin

•
•
•
•

Revenue

Top-line revenue accelerates to 16% YoY as we
capitalize on our 2021 acquisitions and expand
into Social and Premium segments

Adjusted gross profit

Adjusted gross margin
Adjusted operating expenses

Gross margin at 75% driven largely by
acquisitions compared to Q1 2021, synergies
expected over the course of 2022

S&M

47.4

44.1

38.9

% of revenue

43%

41 %

41%

G&A

13.3

17.0

11.5

Sales and Marketing at 43% of revenue
reflecting a larger sales force with acquisitions
compared to Q1 2021

% of revenue

12%

16%

12%

R&D

12.3

11.5

7.9

% of revenue

11%

11%

8%

Adjusted OpEx

73.0

72.6

58.4

Adjusted EBITDA

8.4

6.4

14.2

7.7%

6.0%

15.1%

Research and development 11% of revenue as we
continue to focus on product development

Adjusted EBITDA margin
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1Using

Alternative Performance Measures (APMs). Unaudited.

2Audited.

Cash Flow and Debt Q1 20221
Q1-22

Q1-21

CF from operating activities

13.9

6.5

CF from investing activities

(3.7)

(2.7)

CF from financing activities

(15.3)

(18.5)

Net change in cash

(5.2)

(14.7)

Net cash at period-end

39.1

85.0

Interest bearing debt

35.0

25.0

115

125

Cash flows and debt ($m)

Meltwater generates $13.9m in cash flow
from operations in Q1 2022

•
•
•

Cash flow from operations up $7.4m up YoY driven
by strong revenue growth over Q1 2021 and reduced
one-time expenses
Finishing the quarter with $39.1m in net cash
available to the organization to execute on M&A, as
well as continue to invest in strategic initiatives
$115m in available debt providing additional
flexibility in investing activities

Available debt
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1Unaudited.

Go-to-Market
Strategy and
Highlights
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Track Record of Social Growth with Existing Clients
Social Listening & Analytics: Explore

Social Influencer Marketing: Klear

Social Media Management: Engage

+69%1

+45%1

+31%1

Q1 2021
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1

Q1 2022

Q1 2021

Q1 2022

Q1 2021

Product

Portfolio Penetration2

Estimated Portfolio
Opportunity2

Estimated ARR Growth Opportunity
with Existing Portfolio3

Listening / Analytics

19%

75%+

USD ~240m

Influencer Marketing

6%

30%+

USD ~100m

Media Management

14%

80%+

USD ~120m

Consumer Insights

1%

30%+

USD ~320m

Q2 2022

18,500+
of Clients not holding
any Core Social Product

ARR growth. 2 Growth percentages and penetration based upon client count. 3 Estimates based on average ARR for products and estimated portfolio opportunity.

Significant Untapped Potential for Additional Growth in Social
Significant uplift in average ARR for every step-up in no of Social products

Potential to ~3x ARR by upselling one Social product to current client base1

Average ARR per Client (USDk)

ARR (USDm)

26.3

10.0
0 Social
products

1 Social
product

173.3

65.4

42.2
2 Social
products

3 Social
products

109

16.6k overall
avg. ARR
per client

4 Social
products

93%
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1 Based

1,372

488
<1%
1%
6%
25%

<1%
7%

31

291

Client portfolio penetration on Social products have increased 18 p.p. L2Y

Q1-18

USD 919m

453

68%

Q1-19

Q1-20

0 Social products

2 Social products

1 Social product

3 Social products

Q1-21

Q1-22

4 Social products

on current average ARR per number of Social products buckets.

ARR per Q1-22

Converting
clients with
0 Social to
1 Social

Converting
clients with
1 Social to
2 Social

Converting
clients with
2 Social to
3 Social

All ARR amounts are shown using 2021 weighted average foreign exchange rates.

Converting
clients with
3 Social to
4 Social

Potential
ARR by
upselling
Social

New Premium Clients Q1 2022
Notable companies entering $100K+ ARR contracts in Q1 2022
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Additional $100K+ ARR customers signed in Q1 2022 not displayed above due to non-disclosure agreements.

Examples of new Premium customers signed in Q1 2022

Moving Upmarket1
Number of customers
2021

Increasing Average ARR per Customer

Avg. ARR / customer

Q1 2022

Q1 2022

+875

+152

$58k

Premium Clients

Premium Clients

Average ARR for
Premium Clients

12.8

13.1

13.5

+8

$210k

$100k+ ARR Clients

$100k+ ARR Clients

Average ARR for
$100k+ Clients

+21 in 2020

8%

Q1-20

9%

Q2-20

9%

10%

Q3-20

Q4-20

Average ARR per client ($k)
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1Using

Alternative Performance Measures (APMs). Unaudited.

14.3

15%

+335 in 2020

+104

13.9

15.1

12%

12%

Q1-21

Q2-21

YoY growth (%)

All ARR amounts are shown using 2021 weighted average foreign exchange rates.

15.6

16%
13%

Q3-21

16.3

17%
13%

Q4-21

16.6

16%
13%

Q1-22

YoY growth, excl. M&A (%)

Stronger Net Retention Rates
Net Retention Rates by Customer Segment – TTM1
118%

108%
104%

104%

103%

103%

103%
98%
86%

Q1-20

99%

86%

Q2-20

100%

98%

86%

85%

Q3-20

Q4-20

$100k+ ARR
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1

TTM = Trailing Twelve Months.

89%

Q1-21
Premium

107%

102%
89%

Q2-21

120%

108%
108%

108%

95%

95%

Ending Q1-22 on 108%
Premium and 120% $100k+
ARR net retention

•

$100k+ ARR net retention improved
12% from Q1 2021, and 2% from
Q4 2021

•

Premium net retention improved
5% from Q1 2021, and has
remained above 105% for the past
three quarters

•

Total portfolio net retention
improved 6% from Q1 2021, and up
9% from Q1 2020

105%
92%

Q3-21

Q4-21

Q1-22

Total Portfolio

All ARR amounts are calculated using 2021 weighted average foreign exchange rates.

Attractive LTV:CAC of 6.6x in Premium
LTV:CAC by Customer Segment – TTM1
Total Portfolio

4.6
3.0

Q1-20

4.4

4.6

2.8

2.9

Q2-20

Q3-20

5.1

2.8

Q4-20

Strong LTV:CAC ratio 6.6 on Premium, 3.3 overall

Premium Segment

5.5

5.9

Q1-21

Q2-21

6.6

3.4

3.3

3.2

3.0

6.6

6.1

Q3-21

Q4-21

Q1-20

Q2-20

Q3-20

Q4-20

Q1-21

Q2-21

Q3-21

Q4-21

Q1-22

Customer lifetime

4.0

3.9

3.8

3.9

4.0

4.2

4.4

4.7

4.8

LTV

38.2

38.2

38.8

40.6

43.2

46.7

51.2

56.1

58.7

CAC

12.7

13.4

13.4

14.4

14.3

14.7

15.6

16.4

17.6

TTM is trailing twelve months; excludes acquisitions.

•

Total LTV:CAC consistently above
3.0 since Q1 2021

•

Progress driven by higher new
ARR volume fuelled by
accelerated deal sizes

•

Larger deal sizes supported by
sales of integrated Social
products and higher ARR on
packaged deals

Q1-22

Metric

1

Premium LTV:CAC at 2x the
overall portfolio

3.3

Total Portfolio
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•

All ARR amounts are shown using 2021 weighted average foreign exchange rates.

2022
Outlook
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2022 and Long-Term Outlook
Q2 2022 Revenue Guidance
• $109-110M
2022 Outlook
•

ARR ~$510M

•

Revenue in the range of $450M-$460M

•

2022 Adjusted EBITDA margin 6-7%

•

Positive cash flow

Long-Term Targets

32

•

Revenue Growth 20%

•

Adjusted EBITDA Margin 20%+

Thank You!
Q&A

meltwater.com
33

Appendix

meltwater.com
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Income Statement Reconciliation to APMs1
Income Statement1 ($m)

Q1-22

Q1-21

77.3

68.0

0.6

-

-

0.2

Depreciation - R&D

2.0

2.7

Depreciation – Intangibles

1.5

1.7

Depreciation – PPE
Adjusted gross profit

81.4

72.6

Operating income (loss)

(11.8)

(9.4)

12.92

13.4

-

0.7

Charitable contribution

1.0

0.8

One-time expense

1.3

2.9

Depreciation - R&D

2.2

2.7

Depreciation – Intangibles

2.4

2.7

Depreciation – PPE

0.4
8.4

0.4
14.2

Gross profit
Stock based compensation

Gross
Margin
Adjustment

Stock Buyback

Stock based compensation
Stock buyback

Full
Adjustment

Adjusted EBITDA
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1 Using

Alternative Performance Measures (APMs). Unaudited.

2 $12.9m

breaks down to $4.6m run rate and $8.3m one-time

Adjusted EBITDA to Operating Cash Flow Reconciliation1
Reconciling Item ($m)

Q1-22

Q1-21

8.4

14.2

0.6

-

-

(13.4)

Charitable contribution

(1.0)

(0.8)

One-time expense

(1.3)

(2.9)

Taxes (paid)/received
Change in working capital

(1.2)
6.2

(1.6)
9.4

Depreciation – ROU

3.4

3.0

Change in FX on accruals

(0.8)

(1.1)

Change in accrued vs paid interest

(0.8)

(0.2)

Other profit(loss)

0.3

-

Operating cash flow2

13.9

6.5

Adjusted EBITDA1
Stock based compensation
Stock buyback
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1 Using

Alternative Performance Measures (APMs). Unaudited.

2Down-add

difference is from rounding.

Definitions (1/3)

Business performance related Alternative Performance Measures
Alternative performance measures or “APMs”: non-IFRS performance measures used by Meltwater N.V. (the “Company”) as guidance parameters for both internal and
external reporting to stakeholders. The Company’s APMs may differ from similar measurement parameters used in other companies. APMs should not be viewed as a
substitute for any IFRS financial measure, but rather as a compliment.

Customer or client: is a unique account (or multiple accounts governed by a single agreement) with an active, paid subscription contract.
Total addressable market or “TAM”: the overall revenue opportunity available to a product or portfolio of products and / or services, if 100% market share was achieved.
TAM is not a measure of actual future revenue, but it helps determine the level of effort and investment warranted for the Company product and / or service offering.
Annual recurring revenue or “ARR”: the Company’s yearly recurring revenue expectation at a given point in time. It is calculated as the annualized dollar sum of all
contracts that have an active subscription in that period. ARR is a forward-looking measure that stakeholders can use to assess revenue momentum and expectations over
the next 12 months. ARR is reported in USD. Non-USD denominated contracts are converted at constant currency exchange rates, which are updated annually.
Constant currency exchange rates: the Company presents constant currency information for ARR to provide a framework for assessing how the underlying business
performed excluding the effects of foreign exchange rate fluctuations. To present constant currency ARR, current and prior period ARR for contracts in currencies other than
USD are converted into USD. During 2021 financial year the constant rate was average December 2020 exchange rates. In order to normalize ARR fluctuation, going forward
the Company will report ARR in constant currency, using weighted average exchange rate of the prior year, for the results being compared to for growth rate calculations
presented.
ARR per customer or client spend: the total ARR in a given period, divided by total customer count in that period.
New ARR: ARR from new customers within a given period
Recurring revenue: revenue that is expected to continue in the future from subscription-based contracts, excluding any non-recurring services such as single delivery
reports.

Organic and inorganic: the pre-existing or standalone operations and performance of the Company, excluding recently acquired business. Inorganic refers to the recently
acquired businesses in 2021, namely: Klear, Linkfluence and Owler. DeepReason.ai is excluded as the acquisition was closed late in the year and the numbers are considered
immaterial.
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Definitions (2/3)

Business performance related Alternative Performance Measures
Segment or portfolio: refers to a sub-section of the total customers or total ARR, depending on the context presented. “Total portfolio” refers to the sum of all customers or
ARR. “Product portfolio” refers to the suite of products the Company sells.
Portfolio concentration and penetration: portfolio concentration is the proportionate amount of ARR represented relative to the total portfolio. Portfolio penetration
measures the proportionate number of customer relative to the total portfolio. Both measures are expressed as a percentage.
Premium customers: customers with ARR >$25.5k are considered premium customers. “Premium portfolio” or “premium segment” refers to the sum of all premium
customers. Customers with ARR of $100k or more are also included in the “$100k+” category. These customer categories are used to measure the Company’s ability to move
upmarket: expanding within existing customer base and attracting the largest organizations as new business.
Social portfolio or segment: the sum of ARR of all social product subscriptions. “Social products” refers to Company products than harness information and create
insights from social media sources, and are grouped into Social Listening and Analytics, Social Media Management and Social Influencer Marketing. “Core Social products”
are a smaller subset of key social products, (including Explore, Engage and Klear) that have been identified as aligning the closest with our key Social use-case. Measuring
the growth of our social portfolio allows us to track the effectiveness of our strategy and proficiency to tap into the growing market opportunity.

Net retention: the change in ARR from customer churn offset by increases in value of existing customer subscriptions between end of period ARR and beginning of period
ARR. Net retention is a dollar-based measure expressed as a percentage of total beginning of period ARR. Net retention measures the long-term value of the Company’s
customer relationships and shows our ability to retain and expand subscription revenue generated from existing customers.
Churn: a dollar-based measurement of customers that have not renewed their subscriptions.
Sales productivity: the amount of sales volume per headcount, and can be expressed in ARR.
Customer lifetime value to customer acquisition cost or “LTV:CAC”: a measure (expressed as a ratio) that compares the value of a customer over their lifetime to the
average cost of acquiring a new customer. LTV is the average ARR per customer over the course of their lifetime, calculated as gross margin multiplied by average ARR per
customer multiplied by the inverse of customer count churn. CAC is the average cost to acquire a new customer, calculated as total new business sales and marketing Opex
divided by the number of new customers acquired.
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Financial reporting related Alternative Performance Measures
One-time expenses: expenses deemed non-recurring in nature, such as costs associated with one-time projects or events, legal settlements and related fees, employee
severance, M&A related expenses, and the like.
Adjusted COGS: cost of goods sold excluding depreciation, amortization, stock-based compensation and one-time expenses.

Adjusted gross profit margin: revenue less adjusted COGS. “Adjusted Gross Profit Margin”: is defined as adjusted gross profit divided by revenue, expressed as a
percentage. Adjusted gross profit margin provides stakeholder consistency and comparability across financial periods and between companies, as it eliminates the effect of
non-cash and non-recurring one-time items which are unrelated to overall operating performance.
Adjusted Opex: operating expenses excluding depreciation, amortization, stock-based compensation, one-time expenses and charitable contributions. Adjusted Opex under
IFRS (APMs) would include right of use (ROU) asset depreciation established by IFRS 16, since the Company acknowledges leases as rent expenses.
EBITDA: is the gain or loss for the year before net interest expense, income tax expense, depreciation and amortization. EBITDA is a supplemental measure to understand the
overall profile of cash generation and efficiency of the Company’s operating activities. Additionally, by excluding taxes, foreign exchange gain or loss and net interest
expenses which cannot always be controlled by the Company, EBITDA provides an objective, and unlevered measure of the Company’s profitability.

Adjusted EBITDA: EBITDA adjusted for stock based compensation, one-time expenses, charitable contributions, loss on extinguishment of debt, and foreign exchange gain
or loss. Adjusted EBITDA is a measure that excludes non-recurring one-time items that are not part of the Company’s ongoing day-to-day operating activities. By excluding
these items, stakeholders have a better overall picture of profit generation in the Company’s operating activities.
Adjusted EBITDA margin: Adjusted EBITDA as a percentage of revenue. Adjusted EBITDA Margin is expressed in percentage and is easily comparable across financial
periods and between companies. Adjusted EBITDA under IFRS (APM) does not benefit from the right-of-use (ROU) asset depreciation established by IFRS 16, since the
Company acknowledges leases as rent expenses. Capitalized interest on leases is added back to adjusted EBITDA.
Available debt: contractually available credit from debt facilities such as a revolving credit facility.

Interest-bearing debt: the amount drawn down from the available debt or other loan instruments.
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