blinkx results

FOR THE SECOND HALF 2009
AND FULL YEAR 2009



safeharbor statement

During this presentation we may make various remarks about the company’s future expectations, plans
and prospects, which constitute forward-looking statements for purposes of the safe harbor provisions
under The Private Securities Litigation Reform Act of 1995. Actual results may differ materially from
those indicated by these forward-looking statements as a result of various important factors, including

those discussed in blinkx’s most recent prospectus, which is on file with the UK Listing Authority.

Any forward-looking statements represent our views only as of today and should not be relied upon as
representing our views as of any subsequent date. While we may elect to update forward-looking
statements at some point in the future, we specifically disclaim any obligation to do so, even if our
estimates change and, therefore, you should not rely on these forward-looking statements as
representing our views as of any date subsequent to today.

During this call we may be referring to non-IFRS financial measures. These non-IFRS measures are not
prepared in accordance with generally accepted accounting principles. A reconciliation of the non-IFRS
financial measures to the most directly comparable IFRS measures will be made available in the Investor
Relations section of our website, www.blinkx.com, under the heading Investors.



results
highlights

*FYO08 contains 49 weeks of trading

Revenue increased by |13% in FY09* to $13.9m
Top and bottom line performance ahead of analyst consensus
Gross profits up 100% to $9.8m from FY08*

Unique visitors up to 88 million and page views up to 835 million in March 2009
(comScore)

blinkx maintained an average effective CPM of $16.25 in FY09, running campaigns
for leading brands, including Shell, Guinness and Honda

Content hours increased 35% year on year to 35 million
Miniweb partnership positions blinkx to capitalize on the Interactive TV market

|75 new content partners added in the year, brings total to over 530 media
organizations, including Fox, CBS and Time Inc.

Addition of top-tier syndication partners, including ITN, MSN UK and Rambler

Continued product and technology developments:
*  blinkx Beat
*  blinkx Remote
*  blinkx Broadband Television



—

uk.msn.com

33339 miniweb

interactive m

. 6 ----- P
I”Cldldﬂ mark :wllrw:\la:.

() ExitReality 4

The Entire Web in 3D

customer




NEW REACH

. 78% of the total US Internet audience view online video

US Online Video Advertising Spending, 2006-2012

(millions and % change) (comScore)

2004 s250 *  Average age of US video downloaders/streamers in 2006
Bl 2007 5471 (86%) was 39.4 years of age (eMarketer)

EETT 5989 (110%) * US online video audience to reach 190 million by 2012

(eMarketer)
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NEW REVENUE

Source! Farrester Research, *US Interactive Marketing Forecast, 2007 To . Network TV ad spending declined 7.2% QICY07 (TNS
2012" as cited by watchmajo.com, Decemnber 10, 2007 . '
ORaZ5E W eMarketer.com Media Intelligence)

*  Online video ad market surging to US$7.2 billion by
2012 (Forrester)

a massive opportunity



navigation 1s
the key challenge

SEARCH IS A VITAL SERVICE... ... WHICH CAN BE MONETIZED
. Search engines made the text . To date search has been paid for through advertising
Internet work
. Paid search the foundation of Google business model
. Binding force between consumers * In 2006 Google derived US$7,183mn from c.34bn
and websites searches

Advertising is a tried and tested method for funding TV,

. Exponential growth in video content demands an
successful for many decades

advanced search function

. blinkx offers a new form of contextually relevant video
advertising

“The growth of search and the role of search in usage of the Internet has
been astounding, when you look at search penetration it's near 80%.” Ken
Cassar, Senior Director of Analytics, Nielsen/Netratings b
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| Barack Obama unvells his new economic team |
| that will help him navigate the global financial |
| crisis.
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TEXTUAL

Tt

Advanced textual

analysis, page and site-level
human design

context analysis and visual
spidering with support for
over 200 video and audio
metadata file formats

SPEECH VISUAL
RECOGNITION ANALYSIS

D) prip Oy

Continuous, speaker-
independent, large
vocabulary speech

Visual Analysis: Real-time
scene decomposition, On-
screen Character and Facial
recognition. Neural Recognition, visual and
Network and Hidden metadata Closed-Caption
Markov Model-based extraction

acoustic language modelling

blinkx understands the meaning contained in video

Unique Conceptual Recognition
Engine based on a patented
combination of Shannon’s
Information Theory and Bayesian
Inference provides pattern-matching P(H|E:l . P(E‘H) P(H)
approach to content discovery and P (E)

H(X)=E(I(X)) = =) p(a:)log,p(z:)

i=1

categorization



PRODUCT LAUNCH:

blinkx moves to tv

Signs deal with Miniweb, recipient of Best Interactive
Service/Application award at IPTV World 2009

Pioneering partnership positions blinkx to capitalize on
the Interactive TV market

Number of US broadband households viewing Web-to-
TV content forecast to grow to 24 million by 2013 (In-
Stat)

Combining broadcast and broadband TV will give
audiences access to an incredibly rich and diverse
universe of content

As the leader in video search, blinkx is ideally suited to
help viewers navigate this universe, both through search
and through recommendation

“ This deal is about integrating the diversity of web video and the functionality of web search with the ubiquity
of the TV set...This sets up Blinkx for future partnerships with tailored elements of the Blinkx service. Most

importantly — and the part that will attract the digital TV stations — is the potential here for interactive
advertising because profiles of Blinkx users can be used to target ads.” Jemima Kiss, The Guardian b
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PRODUCT LAUNCH:

blinkx Beat

* Downloadable application that delivers an
endless channel of the most engaging,
handpicked, bite-sized videos from around the
Web

*  Addictive & engaging
*  Viewers are watching 20 videos per day

. Over 80% of viewers make blinkx Beat their
default screensaver

*  Typical CTRs between % and 3%

¢ Massive US and UK audience
*  2M video views per day

*  Video views have doubled each week since
January 2009
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“ I still believe this format — passive experiences that users can control if they choose — is going to be very
important, especially in a world where people are watching Internet TV on their big screens. And blinkx is showing

a slick interface that it can develop and others will copy.” Saul Hansell, New York Times b
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PRODUCT LAUNCH:

blinkx Remote

. Wale TV Shows Online

blinka =
remgte::«:m

Make Your TV Jealous

lﬁ Search TV Shows... I e
B :ABCDEFGHIJKLMNOF RSTUVWXYZ
Refine Your Search I All Genres I I All Networks y
Top Shows

As The World Turns Gossip Girl South Park Sons of Anarchy Family

< ShareThis

Guy It's Always Sunny in Philadelphia The Thunder Shaw Heroes The S
Young and the Restless 30210 q u a f E Ey e S
The blinkx Remote Blog

#

10 terns O Less 2] 30 Rock

2i8 Lifg, 24inside AREAL

2008 Fall Shows 30 Diays. 9040

2008 Mational Heads-Up Poker Cl 30 Das of Wight The 808
A

A Shot at Glory Allstale BCE National C Game 2008 Atested D

L Jlstale Sugar Bowl Game 2008 The ord Tum

blinkx Remote is a tool on the blinkx
website that provides users with immediate
access to long-form, episodic content

blinkx Remote audience has grown an
average of 83% every month since launch

blinkx technology provides most up to date
content listings, geo-filtering is automatically
handled on a per-user basis

“ [blinkx’s] Remote service will ‘make your TV jealous’...‘Completely redundant’
is another phrase that springs to mind.” Jamie Milla, GQ



PRODUCT LAUNCH:

blinkx AdHoc Un-roll

L]
Click here for holiday cheer. Start celebrating now with our top festive videos
| Sa L]
Over 32 million hours of video. Search it all. [ [ wall it »> I
Near Zero
| The 'Near z & useful ways that the United
Nations Offi s set up to reduce the ...
green ©227 video B (D
Solar car powers its way into town for climate conference
Swiss inventor drives solar-powered car in record breaking round the
world trip....
D] 4 December2008 ©1'43f2sh B =
The Fruit Hunters: A Story of Nature, Obsession, Commerce, [ ]
and Adventure
The Fruit Hunters: A Story of Natur nd
Adventure.
Connected Urban Development Program °
Cisco's Connected Urban Development Program Signposts the Future
Era of Sustainable Work. Connected Urban Development program.
To find out how Shell is helping prepare for the new energy future, visit -
» www.shell.com/realenergy green ©+20vides W)
x Email t a fri How To Become ruitarian
Solar car powers its way into town for climate co Fruitarians eat onl fruit and seeds, both for their health—they
Swiss inventor drives solar-powered car in record breakir = thinkco ard farthe ChvirerR AT
rld trip.
g L]
More on this story Powcast 2 osczmber 2002 Q1'52vide0 (D
] < Decamber 2008 Ou4z fa=h& = Search for insight through eco-light
2 A new solar-powered light installation called ‘The Beacon' on London's

“blinkx, the online video company, has defied the advertising downturn
that has affected the media sector.” Tim Bradshaw, Financial Times

blinkx AdHoc is the first contextual
advertising platform for online video

Un-roll is a new ad unit that gives advertisers
the unique opportunity to tell a compelling
story through their brand and online
television, and enables users to engage with a
brand continuously throughout a video

blinkx AdHoc maintained an average effective
CPM of $16.25 in FY09

Clients achieved click-through rates with
AdHoc that were over 300% effective than
the industry average

MediaCom and Shell Oil are among the first
agencies and brands, respectively, to deploy
the new ad format



blinkx by the numbers
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blinkx Unique Visitors in Mar 2009: 87,965,000 :
|
blinkx Daily Video Searches in Mar 2009: 8,400,000 :
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comments on analyst models

e blinkx AdHoc’s unique targeted Video Advertising
products concentrate budgets to effective
audience and allows for ROl measurement

* Despite current challenging environment, strong
growth is expected to continue

2008A 2009A 2010E Recent 2010E Other
analyst model

| |
| |
| |
| |
| |
: Revenues $6.55M $13.9M $23.3M $26.4M l
i i
: Growth on Previous Year 90% 112% 68% 90% :
| |
| |
| Earnings ($16.1M) ($8.8M) ($5.1M) ($4.3M) |
| |
| |
: Margin 75% 71% 71% 70% :
| |
| |



TODAY:
blinkx and the market

blinkx.com: the world’s largest video search engine with around 35
million hours of TV and video content

Established as the gold standard in online TV and video search

blinkx Beat, blinkx Remote and blinkx Broadband TV and are key
product launches that bring online video beyond the browser and
capitalize on increasing quality in professional online video

Pioneering partnership with Miniweb positions blinkx to capitalize
on the Interactive TV market. The number of US broadband

households viewing Web-to-TV content is forecast to grow to 24
million by 2013 (In-Stat)

Uniquely poised to capitalize on the surging video advertising
market, which is predicted to reach US$7.2 billion by 2012
(Forrester)



financial
highlights

Total revenues of $13.9million for the Year ending 31 March 2009
KEY METRICS
e Total Searches — 2.6 billion for the Year, |.4 billion for the 2nd Half
e Total Monetizable Searches — 1.8 billion for the Year or 70%, |billion
for the 2nd Half
* Blended average CPM $16.25 (range from $8 to $58)

Gross Profit for the Year was $9.8 million or 71% gross margin

Net loss for the for the Year was $8.9 million

Cash balance at 31 March 2009 was $21.4 million

DSOs improved to 83 days versus 95 in FY 2008

FX: Translational loss of $9.3M due to average exchange rate moving from
$2.013 to $1.7167 . blinkx functional currency is Sterling, blinkx reports in USD,

cash held in Sterling, therefore FX loss is taken through reserves.

Options expense was $1.4 million for year versus $6.6 million in period ended

31 March 2008.

Cashflow outflow from operating activities was $9.2 million for year versus $12.8

million for period ended 31 March 2008



profit & loss statement

usD'000

Revenue

Cost of revenue
Gross profit
Gross magin

Research and development
Sales and marketing
Administrative expenses
Demerger / IPO costs

Total Operating Expenses
Loss from operations

Investment revenues

Loss before taxation

Taxation

Loss for the year attributable to equity
holders

Loss per share
Basic

Period from 23

April 2007

Year ended 31 (incorp.) to 31
March 2009 March 2008
(unaudited) (unaudited)
13,933 6,545
(4,102) (1,642)
9,831 4,903

71% 75%
(4,526) (3,171)
(13,952) (7,273)
(1,810) (1,300)

- (11,455)

(20,288) (23,199)
(10,457) (18,296)
1,127 1,983
(9,330) (16,313)

459 250

(8,871) (16,063)
Cents Cents
(3.19) (6.30)




balance sheet

(USD '000)

Non current assets

Trade receivables

Other receivables

Cash and cash equivalents
Total assets

Trade & other payables
Total Liabilities

Net assets

Total equity

As At
March 31, 2009

As At
March 31, 2008

2,774 452
3,181 1,816
1,827 1,585
21,366 39,436
29,148 43,289
(4,946) (2,022)
(4,946) (2,022)
24,202 41,267
24,202 41,267




conclusion

Second year that exceeds all financial, operational and technological forecasts set at IPO

Strong growth in content and search volume base has cemented blinkx’s position as the gold standard in
TV & Video Search

Technology lead has enabled launches of successive strategic, world-first products
* Pioneering position in Interactive TV
* Innovator in online video advertising, supported by leading brands

* Hugely successful product launches in both long-form video/TV (blinkx Remote) and short form video (blinkx Beat)

Consumer demand driving ever-increasing growth of online video. Nielsen report from April 2009
shows in the last year:

* Number of online video streams grew 41%

* Streams per user grew 27%

* Total minutes engaged with online video grew 71%

Market continues to be strong, no visible deterioration
* From 2008-2013, video ad spending gains will far surpass those of the other seven online ad formats defined by the
IAB/PwC. Video is thegrowth format on the Internet (David Hallerman, eMarketer)
* blinkx’ s targeted advertising delivers meaningful ROl and has supported effective CPMs despite market conditions
* Despite natural conservatism given current macro environment, we expect blinkx’s current strong growth to

continue into 2010



