ecpPyYy

epay-asia

South East Asia’s Leading e-payments Platform

ASX/AIM: EPY

Strategic Growth

Annual General Meeting
May 28 2008

epy

epay-asia



e-pay-asia

Disclaimer

The presentation (in this projected form and as verbally presented) (Presentation) is provided on the basis that none
of the Company nor its respective officers, shareholders, related bodies corporate, partners, affiliates, employees,
representatives and advisers make any representation or warranty (express or implied) as to the accuracy, reliability,
relevance or completeness of the material contained in the Presentation and nothing contained in the Presentation Is,
or may be relied upon as, a promise, representation or warranty, whether as to the past or the future. The Company
hereby excludes all warranties that can be excluded by law.

The Presentation contains prospective financial material which is predictive in nature and may be affected by
inaccurate assumptions or by known or unknown risks and uncertainties, and may differ materially from results
ultimately achieved.

The Presentation contains "forward-looking statements". All statements other than those of historical facts included in
the Presentation are forward-looking statements including, without limitation, (i) estimates of future earnings; (ii)
estimates of future cash costs; (iii) estimates of future cash flows; and (iv) estimates of future capital expenditures.
Where the Company expresses or implies an exgectation or belief as to future events or results, such expectation or
belief is expressed in good faith and believed to have a reasonable basis. However, forward-looking statements are
subject to risks, uncertainties and other factors, which could cause actual results to differ materially from future results
expressed, projected or implied by such forward-looking statements. The Company does not undertake

any obligation to release publicly any revisions to any "forward-looking statement" to reflect events or circumstances
after the date of the Presentation, or to reflect the occurrence of unanticipated events, except as may be required
under applicable securities laws.

All persons should consider seeking appropriate professional advice in reviewing the Presentation and all other
information with resgect to the ComﬁanF)’/ and evaluating the business, financial performance and operations of the
Company. Neither the provision of the Presentation nor any information contained in the Presentation or subsequently
communicated to any person in connection with the Presentation is, or should be taken as, constituting the giving of
investment advice to any person.

The Presentation does not relate to any securities which will be registered under the United States Securities Act of

1933 nor any securities which may be offered or sold in the United States or to a U.S. person unless registered under
the United States Securities Act of 1933 or in a transaction exempt from registration.
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EPY 2007

2007 was a challenging year:
» Changes in telco trading policies made Indonesian market operation unsustainable

»  Switch from software sales to licensing model impacted revenue

Closure of Indonesia, cost reduction programme and management restructuring
resulted in improved business metrics

» Refocus on core Malaysian operation; China entry via JV partner to secure longer term
success

Results delivered in line with revised expectations:
> Revenue A$14.3m (2006: A$19.3m)
A$14.5m positive net operating cash during year (2006:A$2.3m)
EBITDA A$4.6m (2006:A$10.3m), NPAT post minorities A$0.2m (2006:A$6.0m)
Post tax EPS 0.08c (2006: 3.05 cents)
EBITDA Margin 32% (2006:52%)
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Core Business Metrics

»  Growth in Malaysian revenue
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» Improvement in trade debtors turnover (2007 — 2 days ; 2006 — 7 days)

» Improvement in inventories turnover (2007 — 5 days ; 2006 — 7 days)
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Four Key Growth Drivers

1. Increasing mobile penetration
K Mobile penetration rate low in Asia

K Mobile penetration rates increasing

2. New networks in Malaysia — MVNO, Wimax, 3G, Mobile Number Portability

K Increased competition leads to changes in rules of engagement, favouring
electronic top-up due to its low cost structure

3. Conversion from scratch cards to e-payments

K Delivers higher margins for telcos and significant benefits for retailers

4. New market (China)

K World largest and fastest growing e-payment market
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e-pay Asia Today

South East Asia’s leading electronic payments gateway
Malaysia’s largest prepaid distributor of airtime for mobile phones

Agreements with 11 network operators

> 100 million transactions in 2007; approximately 15,000 point of sale terminals in three
countries as at end Q1’08

Solid growth drivers

Strategic appeal of large scale and cost effective distribution networks plus effective
cash collection system

Entry plans for China at advanced stage
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Strategy for China Market Entry

» Strategy to deliver longer term benefits and returns to shareholders

» Significant minority shareholding in China JV in a province

» Operating license already obtained by the proposed China JV partner

» Agreement with first Telco being finalised by proposed China JV partner

» EPY will have management control

» Financial results to be consolidated

» Use of Mobiepay software acquired in 2006 means no royalty payments necessary

» Supports Chinese characters
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Long term plan — restoring shareholder value

» Solid platform now in place post business restructuring in 2007
» Board now focused on accelerating profitable growth

» Actively assessing a range of strategies ;

» options include strategic partnerships, joint ventures and possible M&A options

epy

epay-asia



Summary

South East Asia’s leading e-payments gateway

Revenue and profit growth set to continue — four growth drivers:

» Increasing mobile penetration

» Conversion from scratch cards to e-payment
» New networks

» New market (China)

Strategy to enter large, high growth new territories (eg, China)

Large scale and cost effective business-to-consumer direct marketing distribution
networks and cash collection systems can be used for a broader range of other
products — strategic appeal

Cash generative, low capex, growing business model

2008 - year of steady profitable growth
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