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DELIVERING ON COMMITMENTS
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Strong results

Compared to
Prospectus

Sales

Profit after tax
Dividend

Cash flow

Strong balance sheet

up 3.6%
up 3.8%
up 41.7%

strong at

$285.4m
$ 16.5m
8.5 cents
$ 39.2m

No debt




Results vs Prospectus

Actual Prospectus

2003
Sm

Variance

Revenue

EBITA

EBIT

Profit after tax

EPS

Dividend

285.4

29.6

27.2 25.9

16.5 15.9

14.2cents 13.7cents

3.6%

7.6%

4.9%

3.8%

3.6%

Full dividend 8.5 cents up 2.5 cents




Salmat delivers best in sALMAT
class performance

Salmat share price performance
Salmat vs S&P Media Index & S&P/ASX 200 Industrials
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BUSINESS REVIEW

JOINT MANAGING DIRECTORS

Annual General Meeting




Salmat-
The Name Behind the Names
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Operations Sites

BPO

Letterbox &
targeting

Voice




Solid earnings across the business: m
strong turnaround in voice

Variance

Targeting & delivery 40.9%
BPO Australia 0.4%
BPO Asia . - 775.0%
Voice . . 57.1%

Voice Asia . . 10.0%




Snhapshot

Targeting & Delivery

Market Leader

e Consistent volume growth

e Switch from main media

e Targeting products




Mapping Allows Targete

Approach

Burwood Area

Areas which are likely to purchase a new car in the next 12 months

Sample Map

Al

e

LSOE svl |L|LIE.

FIWE DOCH

EOMNEDRD
EOHNENRD

'ﬂ

STRATH EIE B

SMRATHBIE B

I
e
:?_%ASHFJEL-D

R H
ENFIEﬂ
EHEIELD

ASHEIELD

CERTRIHEGE e et
ELTRE] AR it
EELAELT
- £
. CP.NTERB\LI[R#’
*._.l BEUEIENDN, - by o I
.
; T o T
" : ERMPSIE ;

!

Marketfind Profiles

Prestiqe

High Stat: Urbaw

Fam Il fich ke s

N stEhe Ubar

Des Ik Sibamay

i St Sibabay
Ri@lFringe

“oung Fam iy
Urkers by Exclaks
NidsatE Fam iy

Fam Iy Sarkrs

Urbay Retiname it

S ban Empiy NesErs
Mbeed U bay

Low) Statis Sibambaw
Mty 3l U man
Lows Statie Maticataral Famiby
Establicbed EN oDk
Low State Fam iy
Mted Mm@l
Sababan Retineme it
Low Statis &xtEn Fam lles
Sabnban Wk Hane
Spechl Arear

Key Features

‘i’k’ S Piot

Ocah £ Lk PRIk
Parks f Rese es SGande

——— ArerBlRoad
—————— Mah Raad
——— Mhor Road

&

Distribution Quantity : §9,874
Map Creged 1 OcDber 202
Ibmation Deplcied Walld Uil Febrians X003
& U Gl

We link you and your customers.

For all your mapping

requirements contact:
mapsigisalmat.com.au




Targeting and Delivery —

149% CAGR Volume Growth

CATALOGUE VOLUMES
14% Growth
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Targeting and Delivery sALMAT
Key Strategies

v Continue to increase sales to non-traditional
customers

v’ Focus on the value of data
e Targeted approach
e Marketmap
e Till Data

v Grow the entire market through substitution from
other forms of media

OUTLOOK ) Continuing growth




Distribution Growth
Potential

Pieces per week per household

Source: Direct Marketing Association (UK)




Snhapshot

Voice

Developing Scale

o Efficiency improvements

e Low cost regional model

e Low cost Philippines model




Voice Services - saLmAT

Australian Market - Still run in-house

SIZE OF CALL CENTRES

(In-house & Outsource)*

= Approximately 90% of call
centre seats in Australia are
still run “in-house”

These operations are
generally small, with more
than half being operated

Less from one location only
than 20

Seats

33%

Small scale results in lack of
efficiency, customer service

levels generally do not reach
“best practice”

* Source: Call Centre Industry Benchmarking Study ,ACA Research. 2002




Voice Services
Salmat Expanding Inbound

2001/2
= 2003/4 Outbound

e Short term focus
e Price sensitive
31% eLow contribution

margins
l e Proposed legislation
may make

Inbound Outbound telemarketing more
difficult

business
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Inbound

Long term focus

Pricing structures more flexible, either $ per call or per
hour

Float work and similar is higher margin

Inbound expected to increase as industries recognise
benefits of outsourcing




Strategies

Voice

v' Develop regional call centre model
e Wagga and Bundaberg — improve efficiencies
o 1st full year of Telstra Retail contract

v Inbound mix
e Higher level of recurrent business

v' Leverage opportunities to grow the market
e Benefits of outsourcing to improve customer services

& reduce cost

v Integration with other Salmat offerings / Cross sell
v Asia — Develop scale

EBITDA positive during
second half 2003/4

OUTLOOK D




Snhapshot

Market Leader

Data Management

Data segmentation &
analysis

Digital printing and essential
mail (e.g. bills)

FY 03 Rev

AUSTRALIA
- 5 state centres 110.1

ASIA
- Taiwan, Hong Kong, Philippines




Value Proposition

Data Formatting for
Statements

Archival & Retrieval
Services

Electronic Bill
Presentment &
Payment

Name & Address
Manipulation

DPID Technology

Consulting Services

Database Development
& Management

OUTPUT
PROCESSING

DATA

w PAPER-BASED

"4 WEB-BASED




BPO Strategies

v Deepen existing product offerings
e Strong & extensive customer base

v' Focus on higher margin data offerings
v' Drive down operational costs

e Improved efficiencies

e Invest to reduce cost of operation

v Development of Asian customer base

v' Potential Acquisitions

Volume increasing
Pricing Pressures

OUTLOOK D




Salmat’s growth platform LIS

Consistent long term growth

\ 4 \ 4 v
Strong business Sl el e
in growth ‘ownership’ sheet to take

industries culture advantage of
acquisitions

v v \

* Direct marketing to - Management,

grow faster than employees and
traditional media shareholders « Capital discipline

« Growth in interests are

 Minimum risk

_ * Integration experience
outsourcing aligned




e Delivered on commitments v

e Strong results — benefits of portfolio 4

e 2003/4 - We have started the year strongly 4

e Commitment to increase shareholder returns Vv




