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BraveBison

Disclaimer

This presentation has been prepared by Brave Bison Group plc (the “Company™) solely for information and does not purport to contain all the information that may be necessary or desirable to fully and accurately evaluate the
Company or its business prospects. For the purposes of this notice, "presentation” includes this document, any oral presentation, any question and answer session and any written or oral material discussed or distributed by
the Company during any such presentation. By attending this presentation and/or accepting, reading or accessing a copy of this document, you agree to be bound by the limitations, terms and conditions set out below and, in
particular, will be taken to have represented, warranted and undertaken that you have read and agree to comply with the contents of this notice. No securities regulatory authority has reviewed or in any way passed upon the
presentation.

As a consequence of legal restrictions, the release, publication or distribution of this presentation in certain jurisdictions or to certain persons may be restricted or unlawful. All persons resident or located outside the United
Kingdom must first satisfy themselves that they are not subject to any local requirements that prohibit or restrict them from attending, reading or otherwise accessing this presentation and should inform themselves of, and
observe, any applicable legal or regulatory requirements applicable in their jurisdiction. Any failure to comply with applicable requirements may constitute a violation of the laws and/or regulations of any such jurisdiction.

This presentation may contain forward-looking statements with respect to the financial condition, performance and position, strategy, results of operations and businesses of the Company. Such statements and forecasts
involve risk and uncertainty because they are based on current expectations and assumptions but relate to events and depend upon circumstances in the future and you should not place reliance on them. Without limitation,
any statements preceded or followed by or that include the words ‘targets’, ‘plans’, ‘sees’, ‘believes’, ‘expects’, ‘aims’, ‘confident’, ‘will have’, ‘will be’, ‘will ensure’, ‘likely’, ‘estimates’ or ‘anticipates’ or the negative of these
terms or other similar terms are intended to identify such forward-looking statements. There are a number of factors that could cause actual results or developments to differ materially from those expressed or implied by
forward-looking statements and forecasts. Forward-looking statements and forecasts are based on the current view of the directors of the Company (the “Directors™) and information known to them at the date of this
statement and no warranty is given as to their accuracy. The Directors do not make any undertaking to update or revise any forward-looking statements, whether as a result of new information, future events or otherwise.
Nothing in this presentation should be construed as a profit forecast, estimate or projection of future financial performance.

This presentation is intended to be for information purposes only and it is not intended as promotional material in any respect. Nothing in this presentation should form the basis of any contractual or other commitment or be
relied upon for any purpose. This presentation is not intended as an offer or solicitation for the purchase or sale of any securities nor is it intended to constitute or form the basis of a decision to purchase or sell securities or to
make any other investment decision. This presentation does not purport to be comprehensive. The recipient of this presentation must make its own investigation and assessment of the ideas and concepts presented herein.

Any person considering making an investment decision in relation to the Company is advised to obtain independent advice as to the legal, tax, accounting, financial, credit and other related advice prior to making an
investment.

Unless otherwise expressly indicated or as indicated in the relevant source document, the information and opinions contained in this presentation are provided as of the date of this presentation and are subject to updating,
correction, completion, verification and amendment without notice and such information may change materially. No representation, warranty or undertaking, express or implied, is or will be made or given and no responsibility
or liability is or will be accepted by the Company or by any of its directors, officers, employees, agents or advisers, in relation to the accuracy, completeness or fairness of this presentation (as at any date) or any other written or
oral information made available in connection with the ideas and concepts presented herein. Any responsibility for any such information is expressly disclaimed and none of the Company nor any of its affiliates, advisors or
representatives, directors, officers, employees, or agents shall have any liability whatsoever (in negligence or otherwise) for any loss or damage howsoever arising from any use of this presentation or its contents, or otherwise
arising in connection with this presentation.

Certain figures contained in this presentation, including financial information, have been subject to rounding adjustments. Accordingly, in certain instances, the sum or percentage change of the numbers contained in this

presentation may not conform exactly to the total figure given. This presentation is private and confidential and is being made available to the recipient on the express understanding that it will be kept confidential and that the
recipient shall not copy, reproduce, distribute or pass to third parties this presentation in whole or in part at any time.
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BraveBison

BraveBison Management Team

The Brave Bison executive team has the skillset and
incentive to succeed alongside shareholders

.
X I/ /i 4
gy

Theo Green Oliver Green Philippa Norridge
Chief Growth Officer Executive Chairman Chief Financial Officer
. Privat.e equity & technology « Digital media, marketing & 20 years+ digital media, marketing

experience technology experience and technology experience
* Imperial College London BSc * University College London (UCL) «  University of Oxford MA
* 18% shareholder in Brave BA . _ « Shareholder and EMI option holder

Bison (alongside Oli)  18% shareholder in Brave Bison in Brave Bison

(alongside Theo)

© 2026 BraveBison



BraveBison Management Team

The Brave Bison executive team has the skillset and

incentive to succeed alongside shareholders

© 2026 BraveBison

Mark Ritson
Founder, MiniMBA

Marketing, branding & strategy
expertise

PhD in Marketing from Lancaster
University and former marketing
professor (LBS, MIT Sloan,
Melbourne)

Consultant to global brands incl.
LVMH, De Beers & Sephora

Tim Plyming
CEO, MiniMBA

Digital media, education & cultural
leadership experience

Former MD, Short Courses &
Microcredentials at The Open University
and Fellow of the Royal Society of Arts
(FRSA)

Senior digital roles at BBC (incl. London
2012 Olympics), British Museum & News
UK

BraveBison
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L einD ogy partner to global brands

We sell services, training and media to the largest
advertisers in the world

Google PRIMARK’ Linkedm °VOUTUbe Specsavers

new balance -
W Raene airbnb

g
® Wicc usoper
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Brave Bison

Trading through three divisions

Consultancy & Marketing Services Sport & Entertainment Marketing Skills & Capability

Brave Bison
SocialChain

mim

© 2026 BraveBison
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FY25 Highlights

Five Acquisitions
Engage

Builtvisible.

£34.1m +607%

Net Revenue YoY Change

£4.3m (42%)

Net Cash YoY Change

54

employees with share options

1 Adj. Profit Before Tax is defined as profit before tax after adding back acquisition costs, restructuring costs, impairments, amortisation of acquired

intangibles and share-based payments.

2 Adj. Basic EPS is equal to Adj. Profit After Tax, (being Adj. Profit Before Tax less current year operating tax charges), divided by the basic weighted

Fifth @ MiniMBA

mim

£5.6m +4-4%

Adjusted Profit Before Tax* YoY Change

6.9p +15%

Adjusted Basic Earnings per Share? YoY Change

£0.7m (65%)

Statutory Profit before tax YoY Change

average number of shares in issue. Adj. Basic EPS is adjusted to exclude exceptional tax charges or deferred tax charges/credits

BraveBison



BraveBison
Six Year Record

Since 2020, net revenue has
increased by over 12x, Adj.
EBITDA margins have
grown from zero to 20% and
Adj. Basic EPS has grown at
a CAGR of 18% over 5 years

© 2026 BraveBison

I Net Revenue

£60.0m

£50.0m

£40.0m

£30.0m

£20.0m

£10.0m

£0.0m

£4.0m

W -

FY20

(5.1p)

Adjusted EBITDA

4.9p
3.7p
£16.9m
£7.8m
. £1.8m £3.0m
FY21 FY22

Adjusted Basic Earnings per share

57p 6.1p

£21.3m
£20.9m

£4.3m £4.5m

FY23 FY24

All per share numbers have been restated to reflect the 20:1 share consolidation that was carried out in 2025.

Consensus expectations as at 30 April 2026: FY26e net revenue £49.0m, adj. EBITDA £10.3m, Adj. Basic EPS 8.1p

BraveBison

8.1p
6.9
P £49.0m
£34.1m
£10.3m
£6.8m
FY25 FY26e

(1.0p)

(3.0p)

(5.0p)

aJeys Jad s3uiuue3 oiseg paisnipy
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FY?25 Financial
Review




BraveBison

FY25 Income Statement

Strong performance driven by acquisitions and organic growth

Audited FY25 FY24 Var. FY23 . .

— - 60% growth in net revenue driven by 5
Turnover / Billings £54.39m  £32.8m t65%  £35.7m acquisitions as well as organic growth
Net Revenue £34.Im £21.3m +60% £20.9m
Adj. EBITDA® £6.8m £4.5m +41% £4.3m .
Adj. EBITDA Margin 19.9% 21.0%  (110bps) 90.5% Sport & Entertainment had a stand out year
Adj. Profit Before Tax (® £5.6m £3.9m +44% £3.6m
Acquisition Costs £2.3m £0.3m £0.8m Performance marketing also saw double digit
Restructuring & Integration Costs £0.9m £0.9m £0.8m organic growth
Share Based Payments £0.2m £0.4m £0.4m
Impairments & Amortisation £1.6m £0.4m £0.4m Social media marketing saw some reductions due
Profit Before Tax £0.7m £2.0m (65%) £1.1m to a large client moving to a roster of agencies
Adj. Basic EPS ¥ 6.9p 6.1p +14% 5.7p
Net Cash £4.3m £7.5m (43%) £6.8m

Margins reduced slightly due to some lower
margin acquisitions which take a while to optimise

(1)  Turnover/ Billings includes pass-through costs such as media spend and revenue share from platforms and partner channels.
(2) Adj. EBITDA is defined as earnings before interest, taxation, depreciation and amortisation, and after adding back acquisition costs, restructuring
costs and share-based payments. Under IFRS16 most of the costs associated with property leases are classified as depreciation St o ng E PS grOWt h at 14‘0/ 0
and interest, therefore Adj. EBITDA is stated before deducting these costs.
(3) Adj. Profit Before Tax is defined as profit before tax after adding back acquisition costs, restructuring costs,
impairments, amortisation of acquired intangibles and share-based payments.
(4) Ad|. Basic EPS is equal to Adj. Profit After Tax, (being Adj. Profit before tax less current year operating tax charges), divided by the basic
weighted average number of shares in issue. It does not deduct exceptional tax charges or deferred tax charges or credits



£'000

Adjusting Items

Adjusting items driven by acquisition-related expenses

8,000

7,000

6,793 341
6,000 830

5,622 925
5,000

2,282
4,000

3,000

2,000 1,579

1,000

o)

Net Finance Amortisation

Costs

Adj. EBITDA Depreciation Adj. Profit

Before Tax

Restructuring
Costs

Acquisition
Costs

© 2026 BraveBison
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BraveBison

682

Share-based Profit Before Tax

Payments



FY25 Cashflow

Cash used to drive growth through acquisitions 016.4m cash inflow from share issuance

following oversubscribed fundraising

FY25 FY24
Adjusted EBITDA £6.8m £4.5m
Restructuring (£0.9m) (£0.9m) Main cash outflows were on acquisition
Acquisition costs (£2.3m) (£0.3m) payments and associated costs such as legal
Change in working capital (£0.4m) (£1.8m) fees and due diligence
Tax (payments) / receipts £0.0m (£0.0m)
caShfl,o‘,"fmm Operations £3.2m £1.6m We also paid our maiden dividend during the
Acquisition payments (£21.6m) (£0.7m) year
Capex & Other (£0.3m) (£0.2m)
Share issuance £16.4m £0.1m
Net interest (paid) / received (£0.3m) (£0.2m) Working capital was impacted by the
Repayment of lease liabilities (£0.3m) (£0.2m) differing profiles of the acquisitions
Dividend paid (£0.3m) -
Net Cashflow (£3.2m) £0.7m
Net Cash at Year End £4.3m £7.5m Strong operating cashflow in Q4 resulted in a

© 2026 BraveBison

year end net cash position well above
expectations
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FY25 Balance Sheet

Net assets increased to £39.1 million

FY25 FY24
Non-current assets £53.7m £16.7m
Trade and other receivables £12.5m £8.4m
Cash and cash equivalents £10.4m £7.6m
Current assets £23.0m £16.0m
Trade and other payables (£22.9m) (£8.7m)
Acquisition liabilities < 1 year (£1.3m) -
Bank loans < 1year (£1.1m) (£0.0m)
Lease liabilities (£0.6m) (£0.2m)
Current liabilities (£26.0m) (£9.0m)
Acquisition liabilities > 1 year (£2.8m) -
Bank loans > 1 year (£5.1m) (£0.1m)
Lease liabilities (£1.3m) (£1.5m)
Other non-current liabilities (£2.5m) (£0.8m)
Non-current liabilities (£11.6m) (£2.4m)
Net assets £39.1m £21.3m

© 2026 BraveBison

BraveBison

Significant increase in non-current assets
driven by intangible assets associated
with the acquisitions

We arranged a £10m revolving credit
facility with Barclays during the year -
£6m drawn down at year end

Lease liabilities increased as we took on
additional office space to house MTM

There are deferred consideration
liabilities in relation to some of the
acquisitions totalling £4.1m over the next
5 years



FY26 Outlook BraveBison

. The Board expects net revenue and Adj. EBITDA to exceed current consensus
expectations for FY26. Net revenue in Q1 FY26 is expected to increase 58% year-on-
year, an encouraging performance despite the conflict in the Middle East causing
some clients to review spending

. Continued strong momentum in the Group’s Sport & Entertainment division after
success with livestreamed events in Q4 FY25

. MiniMBA, the Group’s training and eLearning platform, has traded ahead of Board
expectations in FY26 year-to-date and is forecast to grow organically by over 18%
compared to the previous year

. In March 2026, Brave Bison announced the acquisition of a 28% shareholding in
System1 Group plc (“System1”), an AIM-quoted and industry-leading marketing
effectiveness platform. Brave Bison continues to work constructively with the Board
of System1 to maximise shareholder value and is pleased to report an unrealised
gain as at 28 April 2026 of c.£1.7m on the strategic investment

. The Board expects to be in a net cash position at 30 June 2026 following continued
cash generation, despite the cash cost of the System1 investment

. Appointment of Yvonne Monaghan as Non-Executive Director and Chair of Audit
) Committee (announced separately today), further strengthening corporate

i N governance in line with the Group’s continued growth

Consensus expectations as at 29 April 2026: FY26e net revenue £44.8m, adj. EBITDA £9.4m, Adj.
Basic EPS 7.1p.

As at 30 April 2026: FY26e net revenue £49.0m, adj. EBITDA £10.3m, Ad|. Basic EPS 8.1p
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BraveBison

Introduction to Mark Ritson

London

) MELBOURNE
Business

V5N
er UNIVERSITY

School ]ssglilcl)\]oEES MANAGEMENT
OOOOOOOOOOO OF MINNESOTA
Brands I’ve consulted for
DeBeers  SEPHORA [ VMH

H
FENDI  TAGHeuer  benefit
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BraveBison

MiniMBA

Introduction to

Clients Our Learners

Heineken wmvmcHELIN

Google =lutter

Entertainment plc

Formulal

o
Marcomms

Pharma

m FMCG
12% Telcos

m Agency

m Professional Services
4%
9% m Retail Consumer Goods
4%
Financial Services
4%
6% m Manufacturing

5%
5% 6%

Consultancy

Other
© 2026 BraveBison




Introduction to MiniMBA

410,000+ 78NPS+

marketers have done it. Ask One of the highest scores
any of them if it was worth it. in professional education.
Because it works.

© 2026 BraveBison

BraveBison

95%

of alumni feel more confident
after The MiniMBA.

The other 5% were already
insufferable



BraveBison

The context

6
4

The marketing course against which all
. marketing courses should be judged and will
surely fall short. Do it. Do it now. ”
Two-thirds of marketers fail a basic marketing capability —
test, yet those with formal training are over 4x more likely to ch
perform effectively — highlighting a significant capability gap
across the industry. - Global Marketing Director, PwC

(Source: Ipsos Marketing Anchors Study, 2026)

© 2026 BraveBison




BraveBison

Introduction to Tim Plyming

LERE nesta

The Open
University

The British Mewc UK

Museum

© 2026 BraveBison 21



Growing MiniMBA

Growth opportunities across product, markets and operations

Resources Required

Platform Upgrades
Skills & Capability Tool

Elective Programme

Territory expansion

Strategic partnerships

Publisher Partnerships

Marketing Optimisation Brave Bison Cross Selling

Enterprise Sales GTM

Expand Sales Team

BraveBison

Revenue Impact



Growing MiniMBA

Growth opportunities across product, markets and operations

Territory expansion

Platform Upgrades

Resources Required

Strategic partnerships
Al Language Translation Marketing Optimisation

Publisher Partnerships

Brave Bison Cross Selling

Enterprise Sales GTM

Expand Sales Team

BraveBison

Revenue Impact



H1 success

18%

growth YoY for the first cohort of 2026

€1.3m

agreement with a large global FMCG group to deliver
a bespoke version of the MiniMBA in Brand
Management programme to thousands of their
employees across the Asia-Pacific region in 2026

Omnicom

Three-year enterprise partnership with Omnicom
Oceania, training 1,200 of their people across our
MiniMBA in Marketing, Brand Management and
Management programmes.

© 2026 BraveBison

Publishing Partnerships

Resumé

ADWEEK

- o Mumbrella

A4/ The Drum.
HORIZONT

Distribution Partnerships

/ The
Marketing
Academy

D

THE
MARKETING
SOGIETY

BraveBison

10x weekly reach



Future Plans

————

MARKETING
MANAGEMENT

SIS, PLA NNING, IMPL EMENTATION,
AND CONTR oL

SIXTH EDITION

Elective Portfolio

ANALY

Al Learning
Functionality

Prentice Hall lnternmional Editions

PHILIP KOTLER

Al planning tool

© 2026 BraveBison




BraveBison

Al at BraveBison

© 2026 BraveBison




BraveBison

The marketing landscape is changing rapidly

Selling time . Selling outcomes

Outputs . Orchestration

© 2026 BraveBison



BraveBison

Our focus is three-fold:

Efficiency

Do the same work faster

Effectiveness

Do the work better

Evolution

Do work that wasn’t possible before

Automate repetitive tasks.
Reduce friction in existing workflows.

Free up specialist time for higher-value
work

Improve quality of outputs.
Bring Al into our creative, strategic, and
analytical processes to raise the bar.

Build new capabilities, products and
service lines.

Use Al for competitive differentiation.

© 2026 BraveBison



Our vision

© 2026 BraveBison

X

e _ _ Democratised and
Building with partners Human expertise + .
, constantly evolwng =
and tech Al execution .
a collective

An open-source, anthro-agentic network

where we compound innovation from across our specialists and
partners to build bespoke Al-enabled solutions for clients.

BraveBison

A different Beast



BraveBison

One connected ecosystem, compounding
innovation for our clients

BB*

Third Party Tech
Proprietary Tech CO-CREATED SOLUTIONS
WITH TECH & MEDIA
@ PARTNERS @ OpusClip o, Nano ,»—;,\;
AudienceGPT ATrueState  JA| Adobe 2208

‘BUILD AS A SERVICE’ SOMIN WALDO <™ SMARTLY 10
CLIENT SOLUTIONS

PlannerGPT 2 Higgsfield {3 HeyGen  lIElevenLabs

G openAl  ¥Claude @ Copilot

© 2026 BraveBison 30



BraveBison

®
AudienceGPT

By BraveBison

BB.!' Q Search Client: Demo

Premium Patron

H ® AudienceGPT

. Our proprietary Al-enabled insight
tool, designed to embed audience
+ New Thread intelligence at the core of our key
New Thread workflows:

Created Apr 21, 2026, 2:30 PM

Created Apr 20, 2026, 10:15 AM RESEARCH: Audience segmentation

Created Apr 18, 2026, 4:42 PM

PLANNING: Media and creative
planning

DELIVERY: Pre-flighting creative, and
personalising ad copy

OPTIMISATION: Ingesting performance
Imagine these ads pop up on your feed, look at them for a second: . . o
Would either catch your attention? data tO | nfO 'm |te I’atl on

If either caught your attention, why did it?
What did you take away from viewing it?
Is there anything we could do to make the ad(s) more attentionvgrabbi

+ campaign

TeCH

A W A R D S

o im0l 2025 WINNER

Best Operational Use of Al
© 2026 BraveBison 31



https://vimeo.com/1187821094/6859a06650?fl=tl&amp;fe=ec

BB*

Helping Linkedin
track the impact of
influencer activity in
real time

The outcome:

Our influencer content
across TikTok and Instagram
drives a new audience of
GenZ career starters to
Linkedin’s platform

© 2026 BraveBison

LinkedIn x SocialChain Influencer Performance Tracker

Impressions 8 months left

] e
. 4.28%

18.68M 27% of your goal

o

Total Engagements 8 months left i

1942k 7% of your goal

Linked Y} : sy e S
SocialChain Influencer Performance Dashboards | KPI Tracker

PLAY DEMO


https://vimeo.com/1187821112/cf10a337cf?fl=tl&fe=ec

BraveBison

Effectiveness

L [T{{shell sosase - BraveRison

DEMO | Al Search Overview

° 9 ° ‘I ° 1 ° °
j Report Description:
® ® This dashboard report provides a high-level view of demo’s performance in Al Search. You can adjust the data using three main filters: Product Line, Product, and whether the customer prompt included the DEMO brand name
S e arc s N 7 lt 1 S 7 e (Branded vs Non-Branded). You can also use the Date filter to change the reporting timeframe

dashboarding e

Product Line v Product v Brand / Non Brand v

The outcome:

LLM m likel i
S are more likety tocite Mentions % by Platform - Daily
0 h 0
ou r CIlent w e“ users I“ put This chart shows the percentage of times “demo” appears in each Al platform’s responses to our tracked prompts on each day. The percentage is based on the total number of prompts we monitor. If Demo is mentioned in
(] 66 ® every response on a given day, the score will show as 100 percent
questions such as “whatis
H 2
the best insurance for EVs

N4 140

PLAY DEMO

© 2026 BraveBison 33



https://vimeo.com/1188033104?share=copy&fl=sv&fe=ci

BB X BraveBison

Repositioning a global
travel product with a
360 degree Al-
generated social
campaign turned

BraveBison

@ AudienceGPT

around in record time

The outcome:

Compounded efficiency and

effectiveness of this

campaign contributed to a

$5.28 incremental return on

the client’s ad spend within

just two months PLAY DEMO

© 2026 BraveBison 34



https://vimeo.com/1187821178/cd0819940d?share=copy&amp;fl=sv&amp;fe=ci

BraveBison

Acquisition &
Integration
Strategy




BraveBison

is targeting growth
from 3 distinct in
strategies

® Organic growth underpinned by
Al: winning new clients and
expanding into new markets

Bolt on acquisitions: rapid
payback through cost savings and
cross-selling

Platform acquisitions: entering
new markets with new products
and services

© 2026 BraveBison

Medium-term targets’

BraveBison

Net Revenue
£100m

@ MiniMBA

Net Revenue Eiftl
£49m
Builtvisible.
BB*
EBITDA
Brove Bison mim £95m
EBITDA
£10m
Today + Organic Growth + Bolt On + Platform
acquisitions acquisitions



Value Creation in
Acquisition

Tiered approach to

integration

© 2026 BraveBison

BraveBison

Function Area Full Integration Integration-lite Platform
Finance team, financial reporting,
Finance Operations transactional finance and
financial controls
. Administration, systems,
HR & People Operations recruitment, social & wellbeing
New business, pitching, content
Growth & Marketing marketing, events, brand identity, Selective
cross-selling
Resource planning, hiring,
Resource Management professional services automation
platform
Operating systems, Al tooling, .
IT & Systems e Selective
Case Study Engage mtms @ MiniMBA

Builtvisible.
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Systemf

AIM-listed marketing & creative
effectiveness platform

® 28% strategic investment acquired in
March 2026. Brave Bison is now the largest

shareholder in System1 SYStemI

Create with Confidence

fo——

® Consensus forecasts for FY27 show a year
of substantial growth in profitability:
revenue £38.5m (FY26: £37.0m), Adj.
EBITDA £5.5m (FY26 £3.6m)

® Board observer status secured in April
2026

© 2026 BraveBison
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Brave Bison
Investment
Case

© 2026 BraveBison

O1.

BraveBison

FY25 ahead of expectations, a year of
transformational growth

02.

FY26 outlook upgraded, despite macro
disruption

03.

MiniMBA showing 18%+ growth
year-on-year

04.

Brave Bison is Al-enabled with a clear
strategy for rolling out across customers

05.

System1 investment has strong potential
- an exciting business at an exciting time



BraveBison
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