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Item 7.01 Regulation FD Disclosure.

 
A copy of the Company’s updated investor presentation is attached to this Current Report on Form 8-K as Exhibit 99.1. These slides

will be posted on the “Investor Relations” area of the Company’s website at www.mandalaydigital.com.  From time to time, the Company may
also use this presentation in conversations with investors and analysts.

 
The information in this report (including Exhibit 99.1 hereto) is being “furnished” and shall not be deemed “filed” for the purposes of

Section 18 of the Securities Exchange Act of 1934, as amended, is not subject to the liabilities of that section and is not deemed incorporated
by reference in any filing under the Securities Act of 1933, as amended, or the Securities Exchange Act of 1934, as amended, except as shall
be expressly set forth by specific reference in such a filing.

 
Item 9.01 Financial Statements and Exhibits.
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99.1  Investor Presentation Slides
 

  
SIGNATURES

 
Pursuant to the requirements of the Securities Exchange Act of 1934, the Registrant has duly caused this report to be signed on its behalf by
the undersigned thereunto duly authorized.

 
  Mandalay Digital Group, Inc.
   
   
Dated: September 18, 2014 By: /s/ Andrew Schleimer
  Andrew Schleimer
  Executive Vice President and
  Chief Financial Officer
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EXHIBIT 99.1
 

Mandalay D igital G roup, Inc. C raig - H allum  A lpha S elect C onference S eptem ber 18, 2014

 



 

S afe H arbor S tatem ents. S tatem ents in this presentation concerning future results from  operations, financial position, econom ic conditions, product releases and any other statem ent that m ay be construed as a prediction of future perform ance or events, including w ithout lim itation statem ents regarding future profitability and expected 2015 and 2016 revenues , 2015 m argins, carrier (including T ier 1 carrier) relationships and order volum e, future operating expenses and product deploym ent and ram p up are “forw ard - looking statem ents” (w ithin the m eaning of S ection 27A  of the S ecurities A ct of 1933, as am ended, and S ection 21E  of the S ecurities E xchange A ct of 1934, as am ended), w hich involve know n and unknow n risks, uncertainties and other factors w hich m ay cause actual results to differ m aterially from  those expressed or im plied by such statem ents. We claim  the protection of the safe harbor contained in the P rivate S ecurities L itigation R eform  A ct of 1995 related to these forw ard looking statem ents. T hese factors include the inherent challenges in converting discussions w ith carriers into contractual relationships and deploying our key products w ithin large enterprises such as m ajor carriers in a tim ely m anner, product acceptance of new  products in a com petitive m arketplace, the potential for unforeseen or underestim ated cash requirem ents or liabilities, the im pact of currency exchange rate fluctuations on our reported G A A P  financial statem ents, the C om pany’s ability as a sm aller com pany to m anage international operations, its ability given the C om pany’s lim ited resources to identify and consum m ate acquisitions, varying and often unpredictable levels of orders, the challenges inherent in technology developm ent necessary to m aintain the C om pany’s com petitive advantage such as adherence to release schedules and the costs and tim e required for finalization and gaining m arket acceptance of new  products, changes in econom ic conditions and m arket dem and, rapid and com plex changes occurring in the m obile m arketplace, pricing and other activities by com petitors, and other risks including those described from  tim e to tim e in Mandalay D igital G roup's filings on F orm s 10 - K  and 10 - Q  w ith the S ecurities and E xchange C om m ission (S E C ), press releases and other com m unications. We disclaim  any intention or obligation to update or revise any forw ard - looking statem ents, w hether as a result of new  inform ation, future events or otherw ise, except as m ay be required by law . U se of N on - G A A P  F inancial Measures. A djusted E B IT D A  is calculated as incom e (loss) from  continuing operations before interest expense, foreign exchange gains (losses), financing and related expenses, debt discount and debt settlem ent expense, gain or loss on extinguishm ent of debt, acquisition and integration costs, incom e taxes, asset im pairm ent charges, depreciation and am ortization, stock - based com pensation expense, change in fair value of derivatives, and accruals for discretionary bonuses. S ince A djusted E B IT D A  is a non - G A A P  m easure that does not have a standardized m eaning, it m ay not be com parable to sim ilar m easures presented by other com panies. R eaders are cautioned that A djusted E B IT D A  should not be construed as an alternative to net incom e (loss) determ ined in accordance w ith U .S . G A A P  as an indicator of perform ance, w hich is the m ost com parable m easure under G A A P . A djusted E B IT D A  is used by m anagem ent as an internal m easure of profitability. We have included A djusted E B IT D A  because w e believe that this m easure is used by certain investors to assess our financial perform ance before non - cash charges and certain costs that w e do not believe are reflective of our underlying business. A  reconciliation of A djusted E B IT D A  to U .S . G A A P  net incom e is expected to be included in the press release announcing the results of our fiscal quarters (including the current quarter) and full financial year, how ever such reconciliation to future net incom e is not currently available w ithout unreasonable effort. T he inform ation that is unavailable is prim arily related to tax credits or tax expense and expenses related to stock - based com pensation; it is probable that w hen such am ounts are available they w ill result in a G A A P  net loss for our third fiscal quarter notw ithstanding our expected A djusted E B IT D A  results. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 2

 



 

D igital T urbine

 



 

T opics. • T he B ig P icture. • C onnecting D igital T urbine to the B ig P icture. • D igital T urbine U pdates: – P roducts. – C ustom ers and C ase S tudies. – Metrics. • Q  and A . MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 4

 



 

T he B ig P icture. • S m artphones. • O perating S ystem s. • Mobile C ontent. • Mobile A dvertising and A pplications. • O perators versus O ver - the - top (O T T  ). MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 5

 



 

S m artphone U sers =  S till lots of upside… @ 30%  of 5.2B  Mobile phone user base. G lobal sm artphone quarterly unit shipm ents and sm artphone users as %  of m obile phone users, 2009 – 2013. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 6 S ource: S m artphone shipm ents per Morgan S tanley R esearch. U ser base per K P C B  estim ates based on Morgan S tanley R esearch and I T U  data. S m artphone users and m obile phone users represent unique individuals ow ning m obile devices as noted on slide 8; Mobile S ubscribers, based on num ber of connections an d m  ay therefore overstate num ber of m obile users.

 



 

G lobal sm artphone operating system s “Made in the U S A ”: 97%  share from  5%  eight years ago. G lobal sm artphone operating system  m arket share (by units shipped), 2005 versus 2010 versus 2013. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 7 S ource: 2005 and 2010 data per G artner, 2013 data per ID C .

 



 

Mobile app revenue =  S till trum ps Mobile ad revenue… @ 68%  of Mobile m onetization. G lobal m obile app +  advertising revenue, 2008 – 2013. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 8 S ource: G lobal Mobile A pp revenue per S trategy A nalytics; com prises virtual goods, in - app advertising, subscription and dow nload revenue. G lobal Mobile A  dvertising revenue per P WC ; com prises brow ser, search and classified advertising revenue.

 



 

A pps versus Mobile w eb. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 9 86%  of tim e spent on m obile on A pplications. Monetization of other apps lagging G oogle and F acebook.

 



 

R em ain optim istic about Mobile A d spend grow th… print rem ains w ay over - extended. %  of tim e spent in m edia versus %  of A dvertising S pending, U S A  2013. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 10 S ource: A dvertising S pend based on IA B  data for full year 2013. P rint includes new spaper and m agazine. $30B +  opportunity calc ula ted on assum ing internet and m obile ad spend share equal their respective tim e spent share. T im e spent share data based on eMarketer 7/13 (adjusted to exclude outdoors / classified m  edi a spend). A rrow s denote Y /Y  shift in percent share.

 



 

F acebook and A pp - Installs. • F B  stock hits low  of $17.73 on S eptem ber 4, 2012. • L aunches app install ads on O ctober 17, 2012. • 350 m illion app installs through Q 1 2014. • 945 m illion m obile m onthly active users. • D riving m ore than $5 billion in annual m obile ad revenue from  app install ads. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 11

 



 

Mobile O perators versus O ver - the - top (O T T  ). • O perators over $2T  in revenue. • G oogle, A pple, F acebook are approxim ately 25 %  of operator revenue (including non - m obile ). • O T T  com peting against operator services. • O perator history of com peting and m onetizing m obile content distribution is poor. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 12

 



 

T akeaw ays from  the B ig P icture. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 13 T rend Im plication S m artphones G lobal and g row ing O perating S ystem s A ndroid dom inates … for now  Mobile C ontent B usiness Models A bout A pps A N D  A dvertising not A pps O R  A dvertising Mobile A dvertising U nder - indexed form  of m edia A pplications versus Mobile Web Majority of tim e on on A pps versus Mobile Web E cosystem s N ot necessarily defined by O perating S ystem  O perators versus O T T  O perators m ost to gain and lose

 



 

H ow  does D igital T urbine capitalize? MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 14 T rend Im plication for D igital T urbine S m artphones G lobal opportunity, not just a U S  one O perating S ystem s F ocus on A ndroid today; how ever, platform  architected for flexibility Mobile C ontent B usiness Models Monetize through app - installs, content sales, and paym ents A pplications versus Mobile Web F ocus on A pp Installs over search, brow sers, etc. E cosystem s L arge stakeholders w ant in on the grow th and can’t do it on their ow n O perators versus O T T  O perators best distribution channel (but not only)

 



 

D igital T urbine product m ix. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 15

 



 

• P re - loads a problem  for operators. • C ustom ization. • P latform  and device agnostic. • F lexible. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 16

 



 

• D iscovery. • R ecom m endation. • O rganization. • A pp draw er and search. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 17

 



 

• S phere in the C loud. • F ull - service , all categories. • B usiness m odels changing. • Integrated billing. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 18

 



 

• S trategic. • C ontent providers concerned. • O perators lim it connectivity. • E xpansion. MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 19

 



 

C losing the loop: B ringing the products together. • B undled versus a - la - carte. • T oday versus tom orrow . • G oogle P lay problem . • R evenue “double - dipping.” MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 20

 



 

C ustom ers MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 21

 



 

C ustom ers MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 22

 



 

Media. • >  $6.5M of m edia sold to date for sum m er / fall device launches globally. • S trong dem and from  advertisers. • C P I ranges from  $ .25 (E m erging m arkets) to $ 3.50 (U S A  ). • A cross m ultiple categories (eg: gam es, travel, etc. ). • O pen rates ? MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 23

 



 

Metrics: O perators and A dvertisers • Ignite: – 12M by end of F Y  2015. – V Z  ram p Q 3 and Q 4. – $ 1 C P I, three - slots and 50/50 rev share is “ average of averages. ” • IQ : – 1M by end of F Y  2015. – T  - Mo and V odafone launches. • C ontent Managem ent and P ay: – 30M m onth. – 2M pay. – $3 A verage A R P U . – F ocus on traffic over A R P U . MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 24

 



 

Metrics: R evenue variability (Ignite and IQ ) MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 25 • B aseline: 4 slots @ $2.50, 50%  open rate on 1m m  devices =  $5 m illion in gross revenue • D evice sell - through: – D evices increase to 1.5m m  =  $7.5m m  in gross revenue – D evices decrease to 500k =  $2.5m m  in gross revenue • N um ber of slots: – S lots increase to 6 total =  $7.5m m  in gross revenue – S lots decrease to 2 total =  $2.5m m  in gross revenue • O pen rates: – O pen rates increase to 90%  =  $9.0m m  in gross revenue – O pen rates decrease to 20%  =  $ 2.0m m  in gross revenue

 



 

Wall S treet G uidance. • F iscal 2015 (3/31/15) – R evenues of $44 m illion to $48 m illion – G ross m argin m id 40%  range – A djusted E B IT D A  positive for full Q 3 • F iscal 2016 (3/31/16) – R evenues of $110 m illion to $130 m illion • E xpected C ash O P E X  increase of 10%  to 15%  MA N D A L A Y  D IG IT A L  G R O U P , IN C . ©  2014 Mandalay D igital G roup, Inc. P age 26

 



 

IR  C ontact: L aurie B erm an P ondelWilkinson Inc. D irect: 310 - 279 - 5962 Mobile: 310 - 867 - 4365 lberm an@pondel.com

 


