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DISCLAIMER
This presentation has been prepared by Team Internet Group plc (“the Company”) in connection with its H1 2024 results (the “Investor Update”). The information set out in this presentation is not intended to form the basis of any contract. By attending (whether in person, by telephone or webcast) this presentation or by reading the presentation slides, you 
agree to the conditions set out below. This presentation (including any oral briefing and any question-and-answer session in connection with it) is for information only. The presentation is not intended to, and does not constitute, represent or form part of any offer, invitation, inducement or solicitation of any offer to purchase, otherwise acquire, subscribe for, 
sell or otherwise dispose of, any securities or the solicitation of any vote or approval in any jurisdiction. It must not be acted on or relied on in connection with any contract or commitment whatsoever. It does not constitute a recommendation regarding any securities. Nothing herein should be construed as financial, legal, tax, accounting, actuarial or other 
specialist advice.

 

No shares are being offered to the public by means of this presentation. You should conduct your own independent analysis of the Company and the Investor Update, including consulting your own independent advisers in order to make an independent determination of the suitability, merits and consequences of the Investor Update. The release, presentation, 
publication or distribution of this presentation in jurisdictions other than the United Kingdom may be restricted by law and therefore any persons who are subject to the laws of any jurisdiction other than the United Kingdom should inform themselves about and observe any applicable requirements. It is your responsibility to satisfy yourself as to the full 
observance of any relevant laws and regulatory requirements. Any failure to comply with applicable requirements may constitute a violation of the laws and/or regulations of any such jurisdiction.

 

You have been provided access to this presentation on the basis that you are an investment professional for the purposes of Article 19 or a member of the press for the purposes of Article 47 of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 or a person who is otherwise permitted by law to receive it. No other person should act or 
rely on the information presented and you agree to be bound by the following conditions. You may not disseminate these slides or any recording of this conference, in whole or in part, without the prior consent of the Company. Nothing in this presentation constitutes investment advice and any recommendations that may be contained herein have not been 
based upon a consideration of the investment objectives, financial situation or particular needs of any specific recipient.

 

Information in this presentation relating to the price at which relevant investments have been bought or sold in the past or the yield on such investments cannot be relied upon as a guide to the future performance of such investments. No statement in this presentation is intended as a profit forecast or estimate for any period. Statements of potential cost 
savings and synergies relate to future actions and circumstances which, by their nature, involve risks, uncertainties and contingencies. As a result, any cost savings and synergies referred to may not be achieved, may be achieved later or sooner than estimated, or those achieved could be materially different from those estimated.

 

This presentation includes certain information from third-party sources. The Company has not independently verified the market data or other information (i) contained in third-party sources or (ii) on which such third-party sources are based, nor does the Company make any representation or give any warranty as to the accuracy or completeness of such 
information. The information from third-party sources that is cited here has been reproduced accurately.

 

This presentation, along with any oral statements made in connection therewith, contains “forward-looking statements” including within the meaning of the US Private Securities Litigation Reform Act of 1995 with respect to the Company’s financial condition, results of operations and businesses, including, but not limited to, the Company’s plans and objectives, 
which are subject to risks and uncertainties because they relate to future events.  All statements other than statements of historical fact are, or may be deemed to be, forward-looking statements. Forward-looking statements are statements of future expectations that are based on current expectations and assumptions and involve known and unknown risks and 
uncertainties that could cause actual results, performance or events to differ materially from those expressed or implied in these statements. Forward-looking statements include, among other things, statements expressing management’s expectations, beliefs, estimates, forecasts, projections and assumptions including as to future potential cost savings, 
synergies, earnings, cash flow, return on average capital employed, production and prospects.

 

Forward-looking statements are sometimes, but not always, identified by their use of a date in the future or such words as “believe’’, “could’’, “estimate’’, “expect’’, “intend’’, ‘‘may’’, “plan’’, “objectives’’, “outlook’’, “probably’’, “project’’, “seek’’, “risks’’, “goals’’, “should’’, “will”, “plan”, “pathway”, “target”, “create”, “ambition”, “outcome” or “accelerate” and 
similar terms and phrases (including in their negative form). By their nature, forward looking statements are inherently predictive, speculative and involve risk and uncertainty because they relate to events and depend on circumstances that may or may not occur in the future. There are a number of factors that could cause actual results and developments to 
differ materially from those expressed or implied by these forward-looking statements. Reliance should not be placed on any such statements because, by their very nature, they are subject to known and unknown risks and uncertainties and can be affected by other factors that could cause actual results, and the Company’s plans and objectives, to differ 
materially from those expressed or implied in the forward-looking statements. There are a number of factors that could affect the future operations of the Company and could cause those results to differ materially from those expressed in the forward-looking statements included in this presentation, including (without limitation): (a) currency fluctuations; (b) 
loss of market share and industry competition; and (c) changes in trading conditions. All forward-looking statements contained in this presentation are expressly qualified in their entirety by the cautionary statements contained or referred to in this section. Readers should not place undue reliance on forward looking statements.

 

All subsequent written or oral forward-looking statements attributable to the Company or to any persons acting on its behalf are expressly qualified in their entirety by the factors referred to above. No assurances can be given that the forward-looking statements in or made in connection with this presentation will be realised. Any forward-looking statements are 
made as of the date of this presentation. The Company does not undertake any obligation to release publicly any revisions to any information (including forward looking statements) to reflect events and circumstances after the date of this presentation, or to reflect the occurrence of unanticipated events, except as may be required under applicable laws and 
regulations.

 

None of the Company or its shareholders, subsidiaries, affiliates, associates, or their respective directors, officers, partners, employees, representatives and advisers(the “Relevant Parties”) makes any representation or warranty, express or implied, as to the accuracy or completeness of the information contained in this presentation, or otherwise made available, 
nor as to the reasonableness of any assumption contained in such information, and any liability therefor (including in respect of direct, indirect, consequential loss or damage) is expressly disclaimed. No information contained herein or otherwise made available is, or shall be relied upon as, a promise, warranty or representation, whether as to the past or the 
future and no reliance, in whole or in part, should be placed on the fairness, accuracy, completeness or correctness of such information. None of the Relevant Parties has independently verified the material in this presentation.
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What we do
A leading global internet solutions company, operating in two highly attractive markets: Digital Audience 
Matching (Online Marketing segment) and Digital Identity Solutions (Online Presence segment)

Online Presence

Empowers businesses and individuals worldwide 
to create, maintain, and protect their digital 
identities, starting the journey with a domain 
name. Serves its global subscriber base through 
both direct and indirect channels.

Gross Revenue:

$ 97.2 million
H1 2023:  $ 92.0 million

Net revenue/gross 
profit:

$ 32.7 million
H1 2023: $ 29.4 million

Processed domain 
registration years2:

13.4 million
LTM H1 2023:  13.8 million

Average revenue 
per domain year2:

$ 11.9
LTM H1 2023: $ 10.5

USD 131.7 million

Net revenue/gross 
profit:

$ 65.0 million
H1 2023: $ 61.8 million

Revenue per thousand
Sessions (RPM)1:

$ 88
LTM H1 2023: $ 100

USD 657.1 million

Gross Revenue:

$ 312.5 million
H1 2023:  $ 304.4 million

Visitor sessions1:

6.1 billion
LTM H1 2023:  5.3 billion

Recurring 
revenue model

Rolling open-
ended revenue 
share contracts

Recurring 
revenue model

Annual 
subscriptions

Note:  
(1) Based on analysis of c.81% of the OM segment which can be adequately and reliably described by this KPI (only TONIC. and ParkingCrew)

(2) Based on analysis of c.86% of the OP segment which can be adequately and reliably described by this KPI

Online Marketing

Matches audiences across walled gardens by 
harnessing AI and first-party data. Our OM2 vision 
guides the expansion of audiences and demand 
sources.
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TIG operates Digital Audience Matching platforms in the 
leading monetisation categories

PPC

Traffic Acquisition

Traffic Monetisation Models

2

Consideration Stage: the objective is to 
be considered by a prospective customer 

PPC
PAY PER CLICK

1

Conversion Stage: the objective is to 
close a deal

PPA
PAY PER ACTION

PAY PER CLICK

TIG acquires traffic by placing ads on 
social media, search engines, advertising 
networks and content websites

3

Awareness Stage: the objective is to get 
noticed by consumers

PPM
PAY PER THOUSAND AD IMPRESSIONs

First-Party Intent Data (under development)

+ Intent Intent -

Awareness-based ads (under development)



6

OM2: Omni-media, Omni-monetisation vision – Replicating the Online 
Presence success story in a vastly larger vertical

Demand Side Platforms

DNS

Browser Extensions

Domain Names

Apps

Social Media

Content Discovery 
Networks

Search Engines

Lead Generation

Search Engines

E-Commerce Marketers

Affiliate Marketers

Direct Advertisers

OM2: Omni-Media, Omni-Monetisation

1. Fragmented demand and supply side like in domain names

2. Evergreen role for a value-added clearing house to connect 
disjointed demand and supply side partners like in domain names

3. TIG has already successfully implemented a roll-up and vertical 
integration in domain names

4. Online Marketing industry is incomparably larger than Online 
Presence with a TAM estimated at $740 billion in 20241

Notes:  (1) Statista estimates Digital Advertising market to reach 
$740 billion in 2024
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Online Marketing segment is capitalising on
 irreversible mega trends

Number of Active Social Media Users1

Notes:  (1) Source: Statista, company data 

Select Key Events Team Internet Strategic Positioning

(in millions) 2013 2018 2024

757 1,523 3,065

218 298 611

150 1,115 2,000

- 271 1,582

Date Event

June 2017 Safari and Firefox block third-party cookies with 
Intelligent Tracking Prevention

March 2021 End of auto opt-in for IDFA on iOS 14.5 and later 
versions

October 2021 End of auto opt-in for AAID2 on Android 12 and 
later versions

Date Event

March 2022

Team Internet acquires VGL Publishing with 
a Pay Per Action revenue model where 
advertisers pay for a  completed sale

April 2024
Team Internet acquires Shinez where 
advertisers pay for display ads (PPM)

Ascendance of social media Advent of data privacy

• Social media platforms (Facebook, Instagram, 
TikTok) transformed content creation and 
consumption via User-Generated Content 
(UGC)

• Social media is challenging search engines’ 
dominance

• Our strategy harnesses the engagement 
potential of UGC on social media

• Consumer data protection regulations drive 
advertisers to favour search engines versus social 
media

• Search engines benefit from users expressing intent 
through search queries

• Although consumers increasingly spend more time 
on social media, advertisers prefer search ads, 
leading to a click price spread

• Our TONIC. platform bridges surplus demand on 
search engines and excess supply on social media

• Successful conversion management can lead to 
significant rewards for players able to validate and 
redirect traffic across monetisation platforms

• One emerging trend sees risks shifting from 
advertisers to publishers, moving from PPC to PPA

• Many advertisers continue to raise brand 
awareness with cost-effective display ads (PPM)

• Investments in companies like VGL Publishing and 
Shinez have positioned us to benefit from 
different permutations of risk transformation 

Audience Matching
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Online Presence segment aims to optimise the domain 
name industry for greater efficiency

Notes:  
Glossary of Terms: ICANN - Internet Corporation for Assigned Names and Numbers; TLDs - Top Level Domains 

• The Online Presence segment aims to 
streamline the domain name industry

• There are approximately 1,500 Top Level 
Domains (TLDs), including generic, country 
code, and new TLDs and 4,000 ICANN-
accredited domain registrars who manage the 
domain names

• If each registrar aimed to provide every TLD, it 
would require managing six million contracts, 
technical integrations, and monthly billing tasks 

• By connecting registrars to TLDs through our 
platform, we can cut tasks by nearly 99.9%

• Team Internet’s position as the European #1 and 
Global #2 domain industry clearinghouse 
solidifies our prominent role in the sector

• Limited availability and rising prices of .com 
domains is leading to increased demand for 
country code TLDs and new TLDs

• Since our expertise lies in country code TLDs 
and new TLDs, we are able to capitalise on this 
market dynamic

• The emergence of AI can help in identifying 
premium domain names in emerging TLDs, and 
the proliferation of AI content farms can 
further boost domain creation rates, providing 
additional revenue opportunities for Team 
Internet

• Team Internet prioritises customer service 
excellence across all businesses, notably in the 
Online Presence segment

• We consistently exceed targets set in customer 
service level agreements (SLAs) and internal KPI 
benchmarks

• We aim for a maximum one-minute wait time and 
20-minute chat time, along with a 90% customer 
satisfaction score for queries resolved via chat, 
consistently meeting and surpassing these targets

• We proudly maintain a Trustpilot rating of 4.6/5, 
showcasing our commitment to deliver high-
quality customer service

Optimising for efficiency Move towards “exotic” 
domain names

Committed to excellence
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RESTRICTED

Team Internet creates a vibrant, symbiotic ecosystem, 
connecting a vast supply with substantial demand

H1’24 PF1 value flows, Sankey presentation

Social Media: 52%

Native: 18%

Search Ads: 6%

Domains: 4%

Alternative Publishers: 3%

Contextual Ads: 1%

Domain Registries: 15%

Value Added Services: 1%

Search: 57%

Ecommerce: 6%

Affiliate Advertisers: 16%

Analytics SaaS: 1%

Resellers: 13%

SMB: 4%

Corporates: 2%

Registry: 1%

Cost of Sale OM: $621m Revenue OM: $768m

Revenue OP: $186m
Net Revenue: $211m

Cost of Sale OP: $122m

(Tonic., ParkingCrew)

(VGL)

(Shinez, Zeropark)

(Voluum)

Total Revenue: $954m

Notes:  
(1) Pro-forma adjustment for acquired revenue, constant currency FX impact and non-recurring revenues
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Persistent focus on bottom line profitability leads to increase 
in EBITDA and EPS

Notes:  
(1) Earnings before interest, tax, depreciation, amortisation, impairment, non-core operating expenses, foreign exchange gains and losses and share-based payment expenses
(2) Prior year figures have been re-stated
(3) Based on Analyst Consensus for FY24 Basic Adj. EPS of 26.77 cents as of August 9, 2024 and TIG share price as of August 9, 2024

Profit After Tax2

Adjusted EBITDA1 Operating Profit2Net Revenue

Net DebtAdjusted EPS2

Gross Revenue

$409.7m

H1 2023: $396.4m

+3%

¢11.07

H1 2023: : ¢9.72 

+14% $109.9m

FY 2023: $74.1m

+48%

$97.7m

H1 2023: $91.2m

+7% $22.9m

H1 2023: $20.2m

+13%$46.6m

H1 2023: $44.6m

+4%

$9.8m

H1 2023: $9.4m

+4%

P/E3

9.0x
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621.2 664.4

84.0
103.6

LTM H1'23 LTM H1'24

9% Group organic revenue growth for LTM H1 2024
Strong value propositions make for strong growth

Online Marketing

$768m

Note:  
(1) Pro-forma adjustment for acquired revenue, constant currency FX impact and non-recurring revenues

(2) Based on analysis of c.81% of the segment which can be adequately and reliably described by this KPI (only Tonic. and ParkingCrew)

(3) Based on analysis of c.86% of this segment which can be adequately and reliably described by this KPI

8%
organic growth

$186m

Reported Revenue ($,m)

Pro-forma Adjustment ($,m)

Online Presence

147.7

Reported Revenue ($,m)

Pro-forma Adjustment ($,m)

0.7

$705m

9%
organic growth

$173m

Online Marketing KPIs 2

Online Presence KPIs 3

Visitor Sessions (bn):

RPM ($):

5.3

100

Δ LTM H1’23

Total domain years (m):

Revenue per year ($):

13.8

10.5

Δ LTM H1’23

Operational KPIs

11

 LTM H1’24

13.4

11.9

 LTM H1’24

6.1

88

168.8 185.0

3.9 0.8

LTM H1'23 LTM H1'24

16%

-12%

-3%

13%
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Income Statement

Notes:  
(1) Earnings before interest, tax, depreciation, amortisation, impairment, non-core operating expenses, foreign exchange gains and losses and 
share-based payment expenses; (2) Non-core operating expenses include items related primarily to acquisition, integration and other related 
costs, which are not incurred as part of the underlying trading performance of the Group; Prior year figures have been re-stated

($, m)
H1

2024
H1

2023
% 

Change

Revenue 409.7 396.4 3%

Cost of Sales (312.0) (305.2)

Net Revenue (Gross Profit) 97.7 91.2 7%

Gross Margin % 24% 23%

Operating Expenses (73.5) (68.7) 7%

Share-Based Payment Expenses (1.3) (2.3)

Operating Profit 22.9 20.2 13%

Adjusted EBITDA1 46.6 44.6 4%

Depreciation (1.3) (1.5)

Amortisation of Intangible Assets (20.3) (18.5)

Non-Core Operating Expenses2 (1.6) (0.5)

Foreign Exchange Gain/(Loss) 0.8 (1.6)

Share-Based Payment Expenses (1.3) (2.3)

Operating Profit 22.9 20.2 13%

Net Finance Costs (8.5) (6.9)

Profit Before Taxation 14.4 13.3 8%

Income Tax Expense (4.6) (3.9)

Profit After Taxation 9.8 9.4 4%

• Improved gross margin provide the 
basis of continued growth in 
bottom line profitability 

• Finance costs secured – debt 
refinancing lowered the interest 
rate from 7% plus 3m EURIBOR to 
2.75% above SOFR (USD)
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Balance Sheet

Notes:  
(1) Represents mark-to-market valuation of interest swaps, which fix the variable interest component of USD 75m of bank debt
(2) Includes gross cash, bank debt, prepaid finance costs and MTM valuation of interest rate swaps
(3) Prior year figures have been re-stated

($, m)
H1

2024
H13

2023 % Change

Non-Current Assets 360.3 350.3 3%

Current Assets 203.6 178.0 14%

Total Assets 563.9 528.3 7%

Non-Current Liabilities 232.4 188.2 23%

Current Liabilities 189.6 178.7 6%

Total Liabilities 422.0 366.9 15%

Total Equity 141.9 161.4 (12%)

Total Equity and Liabilities 563.9 528.3 7%

($, m)
H1     

2024
FY 

 2023 % Change

Gross interest-bearing debt 197.0 166.6 18%

Financial Instruments1 (0.9) 0.2 n.m.

Cash (86.2) (92.7) (7%)

Net debt2 109.9 74.1 48%

• Net debt increased by USD 35.8m 
since FY 2023 following:

▪  Acquisition of Shinez 

▪ Return of a further USD 11.9m 
cash to shareholders via the 
company’s share buyback 
programme, with 7.5m shares 
repurchased during the period
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Robust cash 
conversion

H1
2024

H1  
2023

Cashflow from operations 36.5 35.3

Exceptional costs 2.2 3.2

Settlement of working capital items 1.9 3.4

Adj. cashflow from operations 40.6 41.9

Adjusted EBITDA1 46.6 44.6

Adjusted Cash Conversion % 87% 94%

Income tax paid (5.1) (2.4)

Purchase of PPE (0.8) (0.8)

Purchase of intangible assets (3.5) (3.8)

Lease principal repayments (1.0) (1.1)

Interest paid (6.7) (6.0)

Adj. free cashflow 23.5 27.8

Adjusted Free Cash Conversion % 50% 62%

Adjusted Cashflow Bridge:

Cash generation from operations 

= 87%   of Adjusted EBITDA 

40.646.6

Adj. EBITDA ($, m) Cash generation

41.944.6

Notes:  
(1) Adjusted Cash Conversion is defined as Adjusted Cashflow from Operations divided by Adj. EBITDA

Cash conversion 
(%)87% 94%

We expect this to continue to normalise nearer 
to 100%

H1 2024 H1 2023
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Strategic priority:  creating a virtuous circle

Organic growth
• New customer wins

• Growing existing customers, and cross-
selling our services

• Launching new products and contracting 
with new suppliers

Operating leverage
• Achieve cost savings in future periods by 

continuing our integrations

• We expect operational gearing to continue 
to enhance margins as the Group scales

Competitive cost of capital
• Buyback equity from free cashflow

• Retain Net Debt / EBITDA ratio of < 2x and 
interest coverage of > 4x

Focused bolt-on M&A
• Targets matching our own recurring revenue 

and cash generation profile

• Share buybacks as a benchmark for 
acquisition cashflow return on investment



18

What does the future journey for Team Internet look like?

01
More diversified revenue streams and supply sources

03

02

04

More vertically integrated

Living up to global leadership ambitions

Remaining firmly rooted in our core values and beliefs
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At Team Internet, AI is seamlessly woven into the fabric of 
our daily operations

Raising        
the Floor

Raising        
the Ceiling

Raising        
Awareness

• Democratise AI knowledge within the organisation

• Equip all staff with skills to use AI tools

• Enhance overall productivity

• Commit to digital empowerment for every 
individual

Algorithm-driven HR interviews
save time, enhance efficiency, and
standardise feedback by listening and
then summarising, assigning actions
and sharing feedback

Proprietary machine learning in CRM
analyses retail customer data, enabling
targeted sales operations and saving
agent time

AI used to summarise and extract
actions from client-customer care
conversations to streamline ticket
creation and save agent time

AI Chatbots are designed and used on
voluum.com; served 7,000+ customers
and leads in six months

Customers provide a business or project 
description and AI generates matching options, 
checks availability, and presents matching 
domain names for purchase

AI analyses domain purchases on a Team 
Internet retail website, verticals are extracted 
and AI is used to assign the most appropriate 
nTLDs to inform marketing-driven campaigns

AI used to identify better contextualised 
keywords on passively monetised ‘parked’ 
domain names to optimise Earnings Per Click 
(EPC) and Click Through Ratio (CTR)

AI used to build websites with content
around a specific product, e.g. washing
machines, to drive qualified leads to VGL

Proprietary machine learning optimises
native ad placement by analysing third
party websites’ content and deploying
matching advanced keywords on
them for conversion maximisation
(Adsolutely)

Proprietary machine learning algorithm
identifies high-traffic potential expired
domains, registers them, builds
websites using templates, populates
them with relevant content and native
ads, and promotes its articles on social
media, to drive qualified leads

• Advanced training for engineers and data 
scientists

• Our objective is to expand the boundaries of AI

• Engaging in latest technologies and 
methodologies

• Our end goal is to develop superior products that 
exceed customers’ expectations

• AI Academy to nurture critical and creative 
thinking in senior leadership

• Foresee and navigate disruptions caused by AI and 
emergent technologies

• Ensure strategic resilience through training

• Leverage AI for innovative product design 
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Team Internet Outlook

○ The Directors are pleased to confirm that the Group continues to be confident in its ability 
to meet market expectations1

○ With high cash reserves, strong operating cash generation, and committed credit facilities, 
the Company is fully funded to execute its strategy to simultaneously invest in the future 
and return cash to shareholders 

○ The Board intends to declare an interim dividend of 1.0 pence per ordinary share, subject 
to bank approval per the conditions of the Company's Facilities Agreement, which the 
Company expects to be granted. The Company will provide details on the proposed 
dividend timetable shortly

Notes:  
(1) Analyst consensus of revenue and adjusted EBITDA for the financial year ending 31 December 2024 as of 9 August 2024 is USD 957.6 million (analyst range of USD 931.3 million to USD 983.6 million) and USD 108.9 million (analyst 
range of USD 105.4 million to USD 114.5 million) respectively



Thank you
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Glossary of Terms
Adtech
An umbrella term for advertising technology

Artificial Intelligence or ‘AI’
The theory and development of computer systems able to perform tasks 
normally requiring human intelligence, such as visual perception, speech 
recognition, decision-making, and translationbetween languages

Cost Per Click or ‘CPC’
The price paid for each click in pay-per-click (PPC) marketing campaigns

Cost Per Thousand or ‘CPM’
A marketing term that refers to the cost that an advertiser pays per one 
thousand advertisement impressions on a web page

Country Code Top-Level Domain or ‘ccTLD’
An internet Top-Level Domain generally used or reserved for a country, a 
sovereign state, or a dependent territory e.g. .uk, .jp

Domain Name Registrar
An organisation or commercial entity that manages the reservation of internet 
domain names

Domain Name System or ‘DNS’
A hierarchical distributed naming system for computers, services, or any resource 
connected to the internet or a private network

Domain Years
Number of domain years sold (number of domains x number of years). Used instead 
of number of domains as occasionally customers register or renew domain names 
for multiple years

Registry Operator
An entity that maintains the database of domain names for a given Top-Level 
Domain and generates the zone files which convert domain names to IP addresses. 
It is responsible for domain name allocation and technically operates its Top-Level 
Domain, sometimes by engaging a Registry Service Provider

Registry Service Provider
A company that performs the technical functions of a TLD on behalf of the TLD 
owner or licensee. The registry service provider keeps the master database and 
operates DNS servers to allow computers to route internet traffic using the DNS

Revenue Per Thousand or ‘RPM’
A marketing term that refers to the revenue generated per one thousand 
advertisement impressions on a web page

Top-Level Domain or ‘TLD’
The suffix attached to internet domain names e.g. .com, .net

Visitor Sessions
Number of times a domain was viewed
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Thank youAppendix 
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In Online Marketing, Team Internet helps online consumers make 
informed choices – an evergreen purpose

Note:
(1) Team Internet (and its syndication partners) place ads on social media, publisher websites and search engines

01
Team Internet does so by creating consumer journeys that convert general interest media users into high 
conviction online consumers.

03
Team Internet educates the online consumer through easy to understand advertorials and review 

websites. 

05
Team Internet is particularly good at this due to machine learning on billions of consumer interactions, 

providing superb insights into the psychology of online consumers. 

02
Team Internet engages by offering contact points on social media, publisher websites and search engines 
by placing ads1 for broad categories.

04
By working with world leading aggregators, Team Internet has access to commercial inventory that closely 

matches the consumer’s intent. 

What does this look like in real life?
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Consumers on social media are run through brief consumer guides before 
being referred to a recommended merchant

Note:
(1) Facebook is an example of a supplier. They provide traffic, and Team Internet pays for it; (2) T-Mobile is an example of a customer. Team Internet refers a customer and gets paid for it

04 050302

An online consumer is 

then forwarded an 

advertorial website 

where the online 

consumer learns what 

it needs and clicks on a 

link for a more specific 

category.

The online consumer is 

then presented related 

search terms to further 

close in on their intent.

The online consumer is 

then shown the ad 

most relevant to the 

online consumer’s 

intent. Once the 

consumer clicks Team 

Internet is paid.

The online consumer 

then arrives on the 

offering of the most 

relevant vendor, in this 

instance T-Mobile2.

01

Team Internet places ads 

for broad categories on 

social media or native 

content networks, in this 

example on Facebook1. 

If an online consumer is 

interested in the 

category, they click on 

the ad.

Social media user experience:
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Search engine users are directed to review websites before buying the 
product of their choice at an ecommerce partner
Search engine user experience:

01 02 03

Team Internet places ads for product 

categories on search engines. Due to a 

vast inventory of high-quality product 

review content, Team Internet would also 

appear high in the organic search ranking.

The online consumer is then presented

a choice of relevant products where we 

identify the best, the most affordable, the 

best price-quality and bestseller products 

– consumers are typically happy to adopt 

one of these four strategies.

The online consumer then clicks out to 

the merchant with the offer that comes 

closest to their intent or need.  When the 

consumer checks out of the ecommerce 

partner’s site, Team Internet is paid.
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Online consumers value the noise reduction and privacy – value is 
captured through commercial alliances

Team Internet’s
AI based, dynamically optimised 

portfolio of:

– Advertorial websites
– Comparison websites

– Special interest micro sites

Value Creation 

Online consumers:

• Only see the most relevant 
ads

• Never see malicious ads

• Only proceed if they 
interact (no auto 
forwarding / redirecting)

• Have more information to 
make a confident, 
informed choice

• Remain private as no 
third-party data is 
collected or shared

 

Value Capture 

Merchants:

• Appreciate the pre-
informed, high intent 
online consumers who 
convert more frequently 
and return goods less 
often

• Increase their reach to 
media outside the media 
buying domain

• Pay a fee for the referral or 
a commission for a 
completed transaction

 
Team Internet 

prequalifies 
merchants to be in 

front of the 
consumer

Consumer engages 
with the or one of 

the proposed 
merchants

Merchant pays 
Team Internet, 

through an 
aggregator or 

directly

Team Internet and its 
partners place a broad 
array of contact points 

in the form of ads

Consumer engages 
with a Team 

Internet ad on 
social media or the 

web

Team Internet 
provides the 

consumer with 
helpful content
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In Online Presence, Team Internet is a leading distribution channel for 
domains and one-stop shop for their users

CUSTOMERS

Market features

• Subscription revenues

• Huge customer stickiness - only 3% of 
customers change suppliers each year

• Upsell/bundling opportunities

• Healthy acquisition pipeline

EnterpriseRetail
250k in c.200 countries

Reseller
Access 2.5M SMBs

via 20k channel partners

SUPPLIERS

Team Internet’s value adds

• Comprehensive domain selection

• Technical excellence

• Compliance management

• Centralised billing/payments

• Expert customer service/advice

Software & 
Services

Suppliers
3rd Party

Domains
3rd party

Domains
Team Internet owned

Domains
Registry platform

Online
presence
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○ The Directors are confident in the Group's strategic investments in innovation, integration, 
and global expansion, anticipating performance at least in line with current market 
expectations for the year

○ With high cash reserves, strong operating cash generation, and committed credit facilities, 
the Company is fully funded to execute its strategy to simultaneously invest in the future 
and return cash to shareholders 

○ Going forward, the Group aims to become more diversified, more global, and more 
integrated, while remaining firmly rooted in our values

Cashflow waterfall model aligns Team Internet’s strategic 
priorities

Waterfall model
To ensure compatibility among Team Internet’s strategic priorities, the Board intends to allocate the Group’s free cash flow as follows:

1. Progressive dividend policy: given the Group’s maturity and resilience in volatile markets, the Directors have decided to implement a 

progressive dividend policy as a fundamental cash return. The dividend of 2.0 pence per share for 2023 (2022: 1.0 pence per 
share) represents approximately 11% of the year’s free cash flow, providing ample room for growth and achieving other 
corporate objectives

2. Organic growth: while all our business units have positive EBITDA, the Directors will consider investing in capital projects that drive 
the Group forward and yield returns above the cost of capital. These projects may include platform integration, content repository 
expansion, or international growth

3. Accretive bolt-on acquisitions: Team Internet is the company we know best. Thus, acquiring any other company must provide higher 
returns than repurchasing our own equity. Investing free cash flow in accretive acquisitions also helps reduce leverage by increasing 
pro forma EBITDA

4. Share buybacks: remaining free cash flow allows share buybacks within limits agreed upon with Shareholders, the banking pool and 
the debt repayment (net leverage) target described below. Shares may be reissued for acquisition purposes

5. Debt repayment: if any funds remain, they will be allocated to reduce the Group’s gross debt. If net leverage approaches the levels 
seen at the end of 2021, 2.0x net debt to EBITDA, the Group will prioritise debt reduction over share buybacks, using free cash flow 
for this purpose
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