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Financial metric | 2Q16 ($m) 2Q15 ($m) 2Q16 Guidance

Total revenue 162.9 146.2 166-174

Ad,. EBITDA* 20.3 29.5 20-24



What we are selling What we are keeping m

-Opera Mediaworks

-Opera TV Closing expected

-Consumer Business _Bemobi $575m i B el
-Surfeasy & Skyfire
I O
Signed SPA July 17
Received first escrow payment ($100m) July 18
Kunlun shareholder approval August 3
Completion of certain reorganisation steps August 8
Amended terms for the transaction August 15
Received second escrow payment ($200m) August 16/18

Payment due at closing or on
September 30, whichever is first

Closing and payment of final $275m
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Financial metric | 2Q16 ($m) 2Q15 ($m) 2Q16 Guidance

Total revenue 162.9 146.2 166-174

Ad,. EBITDA* 20.3 29.5 20-24

OCF 7.3(18.8YTD)  31.0 (14.5YTD)



$m_________________ | 2016 | 2015 | _YonY _

Revenue
Publisher and revenue share cost -
Payroll and related expenses -
Stock-based compensation expenses -
Depreciation and amortization -
Other operating expenses -

Total expenses™™ =

Adjusted EBITDA*

EBIT**

Net Income

EPS (USD)

Non - IFRS Net Income

Non — IFRS EPS (USD)

162.9
75.8
40.7

2.5
16.0
26.1

161.0
20.3

1.8
(5.3)

(0.037)

4.8

0.033

146.2
52.2
38.8
2.1
12.2
25.7
131.1
29.5
15.2
(1.3)
(0.009)
12.6
0.086

11%
45%
5%
18%
31%
2%
23%
-31%






Customer Type 2Q16 ($m) Change vs 2Q15

Mobile Advertising - 3rd Party
Publishers

Consumer (Owned and
Operated Properties)

Tech Licensing

114.4

37.7

10.7

+23%

+20%

-51%

Slightly below
expectations

In line with
expectations

In line with
expectations






Customer Type 2Q16 ($m) | 2Q15($m) |% Growth

Revenue transition,
impacted by prior
period adjustments

Mobile Browser

Apps and Games*

Performance and Privacy
Apps

Operator Co-brand Solutions

Desktop Browser

Total Consumer (O&0O)

8.6

1.7

1.2

2.4

13.8

37.7

9.4

1.1

0.7

8.1

12.0

31.4

-9%

1164%

1%
-70%

15%

20%

Bemobi + strong
organic revenues

SurfEasy + new
organic revenues

Expected decline

Strong ARPU driven
by search

Solid growth






Cost line

2Q16 vs.

2Q15*

Comments

Payroll

Publisher and
revenue share
cost

Other OPEX

Depreciation &
Amortization

Stock-based
compensation
expenses

Total
Expenses*

5%

45%

2%

31%

18%

23%

Headcount up 4%

Driven by growth in Mobile
Advertising - 3rd Party Publishers
and $4.3 million related to Revenue
Share Cost from Consumers (Owned
and Operated Properties).

Marketing and hosting expenses key
drivers

Higher investments in Opera server
infrastructure and depreciation on
intangible assets related to
acquisitions.

Grant of new RSU’s



Metric 2016 Outlook

Revenue* $690 - 740m
Adj. EBITDA** $100 - 125m

Metric 2016 Outlook

Revenue* $570 - 605m
Adj. EBITDA** $75 - 90m
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Executive Summary — Q2 2016

« For 1H 2016, Opera Mediaworks delivered $232M in Revenues (+32% vs.
1H’15) and we continue perform in line with our annual operating plan

« In Q2, we delivered $114.4M in Revenues (+23% growth vs Q2°15)

Sales were $2m lower than last quarter, but Q1 was above plan due to strong, above plan
post-holiday spending in January

« Q2 highlights include:

Record Q2 for both Brand and Performance Revenue businesses

SDK footprint growth

Record number of creative awards and nominations across all regions
Completed development of new products: programmatic, compass, new 3.0 SDK
One Platform initiative — active development; unifies platform in 2017

17




Q2 2016 Growth Drivers

» Largest Q2 to-date, with growth driven by:
» Continued international expansion
» Demand for differentiated in-app Instant-Play™ video
» Growth of key performance advertiser accounts

PERFORMANCE 33%

* Instant-Play™ video a standout, growing 40% YoY

» Continued investment in Brand Performance campaigns

« Campaign creativity & innovation are driving dollars & garnering
global recognition

BRAND 15%

18
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1.44B

1.1B










$76.7MM
$53.9MM (67%)
(58%)
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Mobile Desktop Privacy & Apps &
Browser Browser Performance Games










+2% YoY

users
YoY




48m MAUs 64m MAUSs (up 33%
ytd)

DAU/MAU: 26% DAU/MAU: 29%
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+4% YoY

+2M
users
YoY




+15%
YoY

+$1.8M
YoY




Busy quarter with lots of releases and
innovations coming to the desktop browser
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> Native Adblocker

» Video popout

» Battery Saving




OPERA HAS RETAKEN POSITION AS INNOVATION LEADER

Daily Mlail

.com

Opera, the first major browser with native adblock

Opera saves more battery than Edge and Chrome

“Opera is setting the trend and brings a Killer feature while
other browsers like Firefox & Chrome are still sleeping”
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Opera TV announced renewal of
agreement with leading customer

AT THE FOREFRONT

- This agreement extends on the
established 4 year old strategic
partnership

- Vestel, is the largest TV manufacturer
in Europe, already shipping millions of
TVs each year with Opera TV

- Opera TV will continue to supply its
latest range of products which include

the Opera SDK, TV Store and HbbTV
solutions
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Opera TV Snap 3.0 launched

Empowering content providers and broadcasters to reach new audiences

- Opera TV Snap maintains its position as the
industry’s quickest way to launch an attractive
OTT service

- Expanding to include support for more online
video platforms (JWPlayer, Ooyala and Zype)

- Designed to meet the complex needs of
broadcasters to combine; live broadcast, on-
demand content and full episodic content in one
single app with multi-tier navigation
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