blinkx results

FOR FULL YEARSISCAL YEAR 2011



safeharbor statement

During this presentation we may make various remar
and prospects, which constitute forwatdoking 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 forwaildoking statements as a result of various important factors, including

those discussed in blinkxds most recent prospect us
Authority.

Any forwardlooking 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 feloakidg
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 forearking statements as

representing our views as of any date subsequent to today.

During this call we may be referring to ndRRS financial measures. These-l&RS measures are not
prepared in accordance with generally accepted accounting principles. A reconciliation of tHeRt®n
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.
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results
highlights

Revenue increased over 96% from FY201®66.1m

Profit from operations before acquisition costs up $16.2m from a loss of $9.0m
in FY2010 to a profit o$7.2min FY2011

Net cash generated by operating activities$8f4m(FY2010: $10.6m cash used
by operations)

Video streams in the UK and US grew by od&i5%(comScorg

Daily Video Search run rate increased44d.5 millionsearches per day in during
H2 FY2011

Continuedgrowth of AdHoc advertising platform, with new clients including
Kleenex, Mercedes, and American Express

Introduction of blinkxTV API and new distribution agreements with Amino,
Boxee GoogleTVandWoomi increaseb | i rioktpridtsn the OTT and
Internet TV space

Launch oblinkx Mobile API open$linkxVideo Index to distribution partners,
agreements with Samsung agadibringblinkx to iPhoneand furtherAndroid
devices

Raised gross proceeds $81.2min the year

Acquisition ofBurst Medialannounced in April 2011) for an aggregate
consideration of $30m completed in early May 2011



Broadband Subscriptions (m) and INFRASTRUCTURE IN PLACE

Household Penetration 20082014 A Proliferation of broadband which enables
USA multimedia content
7020 72.7% 74.1% 74.9% A By 201390%of global consumer IRill be video

fww.z (Cisco)
MAINSTREAM ACTIVITY

In the USA (comScore)

A More than88.6 millionpeople watched online video

on an average day in December 2010, up 32% from
2008 2009 2010 2011 2012 2013 2014 December 2009

A The average American spent more thaé hours
UK 400, 78.0% 80.9% 83:1% watching online video in December 2010

0,
ooy 30% 69.7%
= 243

25.2 26.1
104 215 231 In the UK (comScore)
17.2 '
A 34.7 millionpeople watched online video content
I for an average of nearly 17 hours each in November
2010

2008 2009 2010 2011 2012 2013 2014
Note: includes connections with speeds above 144 kbps via cable, DSL, leased lines, satellite

and wireless
Source: eMarketer, March 1, 2010

a thriving medium b



Online Video Ad Spend growth forecasts

($m)

2009 2010 2011 2012 2013 2014

Source: eMarketer.

Online Video Ad Spend Compared to
Total Ad Spend ($bn)

Online Video Ad Spend 094: CAGR 38.2%
Total Ad Spend 09.4: CAGR 2.4%

143 148 146 152 153 157

2009 2010 2011 2012 2013 2014

Bl Total Ad Spend Market (Screen Digest)
Il Online Video Ad Spend (eMarketer)

a massive opportunity b

NEW REVENUE

A

The Internet isclaiming a growing shaod ad
budgets at the expense of traditional media such
as newspapers, radio and magazines

Experts agree that online video advertising will
continue to demonstrat¢he greatest
momentumamong all advertising formats

IAB figures show ad expenditure onliap
£82m in1HO09to record market share of 23.5%,
overtaking TV for the first time (IAB PwC)

Online video advertising will enjoy a compound
annual growth rate of 38.2% over the next five
years, soaring fror81.0 billion in 2009 td&55.3
billion by 2014 eMarketer)



SEARCHI S A VI TAL SHBRVIECBMHI CH CAMONBHZED

A To date search has been paid for
through advertising

A Paid search is the foundation of
Google business model

A Advertising is a tried and tested
method for funding TV, successful for
many decades

A blinkx offers a new form of
contextually relevant video
advertising

A Search engines made the Text
Internet work

A Binding force between consumers
and websites

A Exponential growth in video conten
demands advanced search
functionality

Navigation
the Key Challenge
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| ttto:/www videos. comyvideas/Obama.htrmi

videos

THE OFFICH

PRESTDENT

Barack Obama unweils his new economic team
that will help him navigate the global financial
crisis.

Tegs: Financial Crisis, Barack Obama
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THE OFFICE

e
PRESTDENT

Text search engines miss theVvIDEO In Video Search
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Barack Obama unweils his new economic team
that will help him navigate the global financial
crisis.

Imu,m

THE OFFICH
v -

PRESIDENT | ogs: Financiat Crisis, Barack Obama

MM

BLINKX WATCHES the video, too



SPEECH VISUAL
RECOGNITION ANALYSIS

Tt D) prkiy @&

TEXTUAL

Advanced textual Continuous, speaker Visual Analysis: Rei@ine
analysigpage and site independent, large scene decomposition,
level human design vocabulary speech On-screen Character and
context analysis and recognition. Neural Facial Recognition, visual
visual spidering with Network and Hidden and metadata Closed
support for over 200 Markov Modelbased Caption extraction

video and audio metadata acoustic language

file formats modelling

blinkx understands the meaning contained in video

Unique Conceptual Recognition -

Engoilne based [c))n a paten?ed Hd)= B = _Zp(zi) log, p{:)
combination of Shannonds =
Information Theory and Bayesian

Inference provides pattermatching P(H|E) _ P(E‘H) P(H)
approach to content discovery and p(E)

categorization




blinkx AdHoOC

A First contextual advertising platform
for video

A Uses blinkxds uniqu
place relevant ads into relevant videos
at the most relevant points in time

A Platform approach interfaces with
external ad networks

A Clients have achieved clithkrough

00:19 CLCK TOVISIT OUR SPoNsOR PN rates with AdHoc that were between
Watch our film, Clearing the Air, 200% and 500% higher than client
at shell.com/realenergy benchmarks

Pl 00:20-0048 & = =5

Ablinkx's special sauce- something even Google doesn't have is software that can turn speech into text
and count how many times a word pops up in a video. This is very useful to anyone selling targeted

a d O&rick Schonfeld, Business 2.0 b
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NEW PLATFORMS:

mobile

US Mobile Internet Video Traffic*, 2010-2015
(terabytes per month)

12010 4.65

2011 1029

55.40

96.53

2015 144.76

Note: *via mobile phones only, excludes laptops/netbooks
Source: Coda Research Consultancy, "Mobile Video and TV in the US" as
cited in press release, January 12, 2010

110662 www.eMarketer.com
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Burgeoning Audience

A The number of mobile video viewers in the US will grow
nearly 30% in 2010 to reach 23.9 million and is set to double
by 2013 é€MarketerAugust, 2010)

A Mobile video traffic will exceed 50% of total mobile data
traffic for the first time in 201XCisco June, 2010)

Advertising Opportunity

A This year, mobile advertising spending in the US is expected
to grow 48% to $1.1 billiongMarketerApril 2011)

bl 1 nXBrobhged Strategy

A blinkx Mobile API8 opensblinkx Mobile Video Index to
distribution partners, agreements wittlobicaandEvri
already in place, bringitdinkx to iPhoneand Android
devices

A m.blinkx.comd the blinkx video search engine, optimized for
mobile users

A blinkx Appsd blinkx Beat features on Samsung Galaxy S
handheld device and tablet

b



NEW PLATFORMS:

- A A true Internet TV experience successfully

| ﬂte rn et TV combines traditional broadcast programming
with internetdelivered video to offer

audiences a vast universe of entertainment
content

A blinkx solves both content and technology
challenges in the Internet TV universe with its
vast video index, and unrivalled search,

2009 2010 2011 2012 2018 2014 recommendation and personalization

Worldwide InternetVideoto-TV Traffic capabilities

(petabytes per month)

A New distribution agreements have
significantly increasdadl | i rfdotgrigtsn the

OTT and Internet TV space
blinkx | A Amino

A Belgacom
A Boxee
A GoogleTV
A Woomi

-
. b
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NEW PLATFORMS:

desktop

Firefox Add-ons: Total Downloads (through June 30, 2010)

2,500,000,000

2,001,471,200
2,000,000,000
1,733,914,455
1,500,000,000
1,064,177,381
1,000,000,000
573,408,560
500,000,000 -
2007 2008 2009 2010

Source: addons.mozilla.org

The Rise of App Culture
Multi -platform Adoption

A 200 apps downloaded every second from the Apple App Store

(Apple, September 2010) and 43% of all US cell phone users
have apps on their phone (Pew Internet, September 2010)

Googl eds
Internet Institute, February 2009)

A One billion Firefox adebns in under 2 years (Mozilla, July 2010)
AOver 20% of

sear ches

A 500,000 apps available BacebooKGuardian, November

2010)Z y n ¢Café World App was downloaded by 10 million
Facebookusers in its first week aloneé/gntureBeat October

2009)

The Model

A Compelling, packaged utility for the user provides the

Application developer with a persistent relationship that

increases interaction versus wdlased services

Utility: Today and Tomorrow

A Today: Simple, weknown webbased utility functions like Web

and Video Search, Casual Games and Services

contextual services like Comparison Shopping

A Tomorrow: Implicit Video Suggestions and automated

b
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financial
highlights

Total revenue of$66.1mfor the year ending 31 March 2011
KEY METRICS
A Total Searche$ 13.9bn for the year
A Total Monetizable Searché&s9.1bn for the year
A Blended average CPM $16.50 (range from $2 to $73)
Gross profit for the year wa$43.2mor 65% gross margin
Profit from operations for the for the year before acquisition costs* v@s2m
Net profit for the year before acquisition costs* w&8.8m
Net profit for the for the year$7.6m

Cash balance at 31 March 2011 v§&2.8m

Cash generated by operations wé8.4m

* Excludes acquisition costs of $1.2m incurred prior to the year end, relating

the acquisition of Burst Media Corporation post year end.

to
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profit & loss statement

Year ended 31 March 2011

Year ended 31 March 2010

(unaudited) (audited)

$'000 $'000
Revenue: continuing operations 66,102 33,664
Cost of revenue (22,946) (11,737)
Gross profit 43,156 21,927
65.3% 65.1%

Operating expenses

Research and development (8,238) (10,610)
Sales and marketing (24,519) (17,810)
Administrative expenses (3,174) (2,461)
|Profit/ (loss) from operations before acquisition costs* 7,225 (8,954b
Acquisition costs (1,175) -
Profit / (loss) from operations 6,050 (8,954)
Investment revenues 90 40
Profit / (loss) before taxation 6,140 (8,914)
Tax 1,492 399
|Profit/ (loss) for the year before acquisition costs* 8,807 (8,515b
Profit / (loss) for the year 7,632 (8,515)
Earnings / (loss) per share (cents) Cents Cents
Adjusted basic* 2.76 (2.94)
Basic 2.39 (2.94)
Diluted 2.33 (2.94)

* Excludes acquisition costs of £1.18m
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balance sheet

Non-current assets

Trade receivables

Other receivables

Cash and cash equivalents
Current assets

Total assets

Total liabilities

Net assets

Total equity

As at 31 As at 31
March 2011 March 2010
(unaudited) (audited)

$'000 $'000
8,910 7,520
8,896 7,221
2,326 1,651
52,809 14,579
64,031 23,451
72,941 30,971
(7,527) (5,468)
65,414 25,503
65,414 25,503




BURST MEDIA ACQUISITION
Integration

Financial summary

A

A
A
A
A

On 9 May 2011, blinkx completed its acquisition of Burst Media Corporation for an

aggregate consideration of $30m

Deal wil |l potentially bring blinkxds 35 midl
audience of over 157 million unique users

Burst should contribute approximately $29m in revenues for the ten and one half

months of operation in FY2012

Revenues weighted towards second half as commercial benefits of the integration are

realized

blinkx expects to recognize restructuring charges of $3m to $5m related to the

transaction in FY 2012

Integration update

A

A
A
A

|l ni ti al AdHoc integration with Burstds adve
first ads in coming days

Sales team integration under way; first joint proposal already submitted
Creation of wvertical channels of Burstds pu
Vertical channels will provide foundation for the blinkx video integration l



blinkx and Burst Media
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Targeting, Results and Reach Drive
Digital Video Ad Decisions

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

IAB Online Video Ad Study, April 2011

111

Targeting Results Reach Cost

B Agency 88% 85% 84% 46%

*

Percent Rating Decision Making Criteria as being Very Important (4, 5 eRair Scale)

A Majority of agencies plan to increase digital video advertising this year

A Majority of agencies likely to migrate a portion of TV ad budget to Digital Video

this year

b



Targeting

AWe think we can target our ads more effectiv
TV advertising. o VP Advertising, Consumer Pr

A AdHoc leveraged | i rp&tentd@dsspeech recognition and visual analysis technology to understand video
content more thoroughly and effectively than any other service today, and can therefore dynamically place
the most pertinent advertising against it

Tracking

ADi gital vi deo treckhbleand taigetable. Broduction e ess expensive.
Overall, 1it's a more efficient spend. o Medi a

A AdHoc presents an extremely attractive opportunity for advertisers and media companies: targeted
distribution with the potential for immediate action, and the availability oftiead metrics to assess the
effectiveness of a given campaign

Reach

ARAdvertisers do also face some chall eng-es in
content is limited. Despite the enormous growth rates of video usage, most surfers still consume

Y

more traditionaltexb ased web MddaComvi deo. O

. b



Fragmentation

Aln the UK, there are480 TV channels an®01,800,00Qveb sites

AThe rise of social media has shaped a new Independentdsahaller,
communities of loyal, engaged people who share common interests and
experiences

23
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Aggregation

AlIn aggregate, these communities are a force to be reckoned with

OBur st Medi ads Networks reach 65% of
a total of 138Muniquesa month

0 86% of online time is spent OUTSIDE tbemScoreTop 250

t
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