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Disclaimer N b )

The material in this presentation has been prepared by TXT e-solutions (“TXT”) and is general background
information about TXT’s activities current as at the date of this presentation. This information is given in
summary form and does not purport to be complete. Information in this presentation, including forecast
financial information, should not be considered as advice or a recommendation to investors or potential
investors in relation to holding, purchasing or selling securities or other financial products or instruments and
does not take into account your particular investment objectives, financial situation or needs. Before acting on
any information you should consider the appropriateness of the information having regard to these matters,
any relevant offer document and in particular, you should seek independent financial advice. All securities and
financial product or instrument transactions involve risks, which include (among others) the risk of adverse or
unanticipated market, financial or political developments and, in international transactions, currency risk.

This presentation may contain forward looking statements including statements regarding our intent, belief or
current expectations with respect to TXT’s businesses and operations, market conditions, results of operation
and financial condition, capital adequacy, specific provisions and risk management practices. Readers are
cautioned not to place undue reliance on these forward looking statements. TXT does not undertake any
obligation to publicly release the result of any revisions to these forward looking statements to reflect events
or circumstances after the date hereof to reflect the occurrence of unanticipated events. While due care has
been used in the preparation of forecast information, actual results may vary in a materially positive or
negative manner. Forecasts and hypothetical examples are subject to uncertainty and contingencies outside
TXT’s control. Past performance is not a reliable indication of future performance.

Unless otherwise specified all information is for the semester ended June 30t 2016.



TXT at Glance: International Software & Services

TN TRETAL w

H1 2016: 18.8m€

T X TNEXT

H1 2016: 15.4m€

FaShiOn, Luxury & SpeClalty Retail Aerospace & Aviation
 Fashion/Luxury & Specialty Retail « Engineering Solutions & Services across
« Omnichannel End-to-end Planning the Product Life-cycle

and Collection Development « Leadership in Italy
« Global Leadership « Growing international presence
» Global presence: Europe, North

America & Asia Pacific




FY 2015 & H1 2016 Results TXT

FY 2015 H1l 2016
* Revenues: 61.5 m€ (+13.1%) 33.2 m€ (+6.6%)
= Net Income 3.9 m€ 2.0 m€
= Free Cash Flow 8.4% of Rev. 8.6% of Rev.
= NFP: 8.3 m€ 0.5 m€
REVENUES EBITDA
5 years CAGR +11% p.a. 5 years CAGR +11% p.a.
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Fashion, Luxury & Specialty Retail




A Major Growth & Profit Opportunity

Strategy - Global leader in:
Europe Retail Planning solutions for Fashion, Luxury & Specialty i Services. \_ Software
mitano,1T-Head ofice | REtAIlErs: end-to-end, from collection to stores . 43%
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Unique Customer Base of 300+ TXT

- 15+ New Major Customers and 50+ Go-Lives of Major Projects, each Year ...
- ... across all Segments, Business Models & Geographies
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Fashion, Luxury & Specialty Reatil: Large, Healthy & Transforming Market

1500 Tier-1 & Tier-2 Omnichannel Retailers across Europe, North America & APAC:
how industry transformation impact Key Business Processes?

The Omnichannel Retailers’ «Merchandise Lifecycle»:
A strategic & complex End-to-End process where many actors need to collaborate in real-time,

to generate growth & profit by cost-effectively selling customer-focussed, compelling
collections across multiple, interacting retail channels

Retail Merchandise Management Complexity Evolution Top Three Operational Challenges

e u Fashion and Seasonal # Durable and Hard Goods = Basics and Perishables

Managing the complexities of cross—-channel W 66%

merchandising

) 0
Inabiliy to dentify new ideas QUICKlY in @ Sea of —————_ { 7y

customer information and execute on these EEETTTTTTT————== 41%

|

Executing at a more granular level against our W 44%
]
]

merchandising plans \ 2%
Holistically predicting the impact of future pricing, W 38%
assortment and promotional decisions }_° 39%
Getting an accurate picture of our cumrent inventory I 28%
position —— 52%
Getting stores to execute merchandising plans %g(;
0

Getting merchandising and supply chain to work —— 8%

s together 53%
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 Time
Getting marketing in line to support merchandising 22% 42%
B Globalization ® Brand Centric Retailing ™ Omnichannel plans  —

Source: RSR Research, December 2015




Growing Demand for a New Generation of Merchandise Lifecycle Management Software

Change Is Coming: Product Part 2
« The Omni-channel transformation drives growing demand for a T SR
new generation of Merchandise Lifecycle Management Software: *:“ - N
— Growing complexity: within each key process and in their interactions —— =ﬁ’—;€%
— Shorter lead-times and higher reactivity in all key processes R
_ (e:)(zgzius:i%r:]cy, across the «extended» organisation & from strategy to R“'""““'"”{i;p;h j :Z
— Rapid deployment, in a faster world Cme,mm __:E}. 6:
— Flexibility, to easily adapt in a context where Business Models and hokel i i s
Process Best Practices are still in «evolution» IMNWM:V:MS:: ="m§s;:" —

48%
Automated replenishment = 54{‘)‘,

9
| 4

Importance To Retail Success

mVery Important W Somewhat Important W Not Important

 The demand for IT solutions supporting the Omni-channel
transformation of Retailers increasingly materialises as R

Retail Forecasting (demand forecasting, IEE——————— 53%

implementation of End-to-End Integrated systems (replacing forecustgforrepenshrn. o) [t 18—

° o . Unified pricing, promotion and assortment _m% 46%
either EXCEL, or 1°-generation best-of-breed solutions), often modeing —_cc

An optimized, end-to-end merchandising lifecycle Fmmmmmmmnn 36%

through step-by-step deployment, but as part of strategic, larger- —

. I 42%
Localized assortments I 39%

scope transformational initiatives —

Lif ' . o — 37% 4%
ifecycle price optimization FEE——mm™m
yeep P I 20%

56%

45%

Source: RSR Research, December 2015

9



TXT Retail: End-to-End Merchandise Lifecycle Management

@

Merchandise
Financial Planning

* Strategic Plan
* Merchandise Plan
* Channel Plan
* OTB Management

* Plan by Attribute

Common Data
Model

T
ot
e

Assortment
Planning & Buying

* Assortment Strategy
* Channel Distribution
* Item Lifecycle Mgmt
* Item Plan

e Order Creation

Integration Services

Bl

=

Collection Lifecycle
Management

* TrendR&D

* Concept & Design
* Collection Mgmt
* Industrialization

* Costing/Sourcing

TXT Retail Services

Workflow
Management

o

Forecasting, Allocation
& Replenishment

* Forecasting

* Allocation

* Store Replenishment
* DC Replenishment

* Promos & Markdowns

Calendar
Management

SIS

Supply Chain
Management

* Initial Pricing

* Fashion S&OP

* Plan & Schedule
* Delivery Mgmt

* Vendor Collaboration

Reporting

Core to Retailers’ competitive
differentiation is the
Merchandise Lifecycle, the
end-to-end process that
encompasses:

Understanding customer
needs and opportunities,

Devising a brand and product
strategy,

Developing and sourcing a
compelling collection,

Optimizing the assortment
across markets and channels,

Buying and delivering the
products
Managing the sell out to

optimise the return on
merchandise investment.




TXT Retail: Unique Integrated Software Solution

The 15t & only
End-to-End Merchandise Lifecycle Management Software

il B i
Collection Ul 5

Merchandise Lifecycle Process Services

& i ~ S

Merchandise Assortment Collection Lifecycle Forecasting, Allocation Supply Chain
Financial Planning Planning & Buying Management & Replenishment Management

Workflow & Collaboration & 501 server Bl, Analytics & Reporting

0’8 IVLIY L L

Planning Common
Data Cubes Data Model

TXT Retail enables Customer-
driven Merchandising Excellence
through an End-to-End
Merchandise Lifecyle

Management Software featuring:

A unified database that informs
the End-to-End Merchandise
processes

In-Memory technology supporting
Real-time integration across all
Merchandise Lifecycle processes

Collaboration across all actors in
the Merchandise Lifecycle
processes, blending art, science &
mobility as appropriate

Productivity enhancing Ul: “2
hours adoption” thanks to the right
Ul for each User & Task.

Flexible configuration: it helps
you adopting business process best
practices, and flexes as the market
& your organization change

11




TXT Retail’s AgileFit Deployment: from SW to Business Best Practices «Ready to Go»

Mitigate

_ Project
Solution Design Workbook Design Interface Specification Risk

TXTreTAL -

Workbook Design - 4 Assortment Plan

P . Agilefit 4.2 oore .
AgileFit - Planning — — E— AgileFit - Integration
B [ e Y @I A Specification REduce
— = o J e T o =L
AgileFit - Assortment . S o P ro Q ect
Release 4.2 j

Costs

TXTRETAL

TXTRETAL

TXTRETAL

g com

Faster

Project Deliverables Time to

Reference Application

= 1 1,92 Benefits
Monouser 1+ 2 1,68
OPEN WORKBOOK . 1,54 3 1,44
REFRESH a 1,44
AllBoys Half 5 1,51
AllBoys Month 6 141
Boys02 Month 7 1,45
8 1,65
9 1,53
10 1,40
“Average ' 1,54
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TXT Retail Competitive Position: Recognised Leader in the Target Markets

Magic Quadrant for Merchandise Assortment Key Differentiators
Management Applications

Published: 1 September 2016 / "y End to End Planning
\ Comprehensive & Complete
.\ L
Flexibility
L.mesnlmions o™ Omni-channel Ready — Change Proof

SAS
@
@ "forRetal AdOpthh
o Pacth o 2 Hours!, thanks to Excel Ul & Mobility
siand Factic Galleria
L
® Logility - — 7 o o
PcrismpebyMcl(insey. - gh. ® ] PrOdUCtIVIty
U L !
Tihonine o o Collaborative, Integrated & In-Memory

Analyse? Nielsen
o ® " Planners & Buyers together
Art & Science

Implementation Challenge

o Manage Risk & Deploy Fast with AgileFit
=
o
o
2 I
COMPLETENESS OF VISION As of September 2016 Retail Professionals Customers
Source: Gartner (September 2016)
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TXT Retail’s Committment to Innovate: ~5 m€ R&D Investment Each Year

* Mobility: PLM & Planning on any device, » Scalability & Performance with In-memory
anywhere Technology
= TESCO
aid l SEPHORA
[ ]
e
Ty . = E LOUIS VUITTON . .POSS:4.000
g” ::g i POSs: 1.100 SKUs: 20.000
HH‘; :“ :” POSs: 450 SKUs: 65.000 Users: 200
SERTTR _ L GEOX! ° SKUs: 19.000 Users:40
v POSs: 1.250 Users: 195
i » SKUs: 20.000
“/F @ Users:10
POSs: 11.000

TROUSERS

SKUs: 28.000
Users: 50

« Total Cost of Ownership: TXT On-Cloud and

« Assort ts based on C Insight
Cloud-based Managed Services ssortments based on Lonsumer Insig

Fashion Trends

T 1l M= ] ‘ ol ] : g
£ -
E o v ol
= -3 " 7ﬁ7 7ﬁ7 7ﬁ7 S e ustomer ien
p - - sin,
DATABASE SERVER o — 9 Presentation or Internet Explorer

SQL Server SQL Analysis Services Services SERVER SERVER ‘ S )

entiment

MicrosoftAzure ‘ C||eﬂt Ig ?{ni%
-

(on premises) &
\.7/ <
X

Deployment
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TXT Retail: The End-to-End Merchandise Lifecycle Opportunity T™TXT

End-to-end Merchandise Lifecycle Management

o
J» * D
‘ i
T Me el e d
anning Ul m Vn:uau:anI
e Pro|

ooooooooooooooo

oooooo

Competitive Differentiation: We engage in Customer Success !!!

IT SPEND FOR MERCHANDISE LIFECYCLE IT SPEND BY TYPE OF SOLUTIONS Keep & G rOW

Customers !!

Conquer t Packaged
. Solutions
«Green Prai 300M$

ERP Extensions, Custom,
Maintenance of Obsolete Wl n

Marketshare!!

Applications 900M$

TXT Management Estimates Confidential & Proprietary 15



TXT Retail: Well Positioned to Capture the End-to-End Merchandise Lifecycle Opportunity

Please indicate if you actively utilize one or more of the following
tools / solutions for Assortment Planning. Select all that apply.
Please rate the following challenges relative to your Assoriment Planning processes.
Spreadsheets s
A l I t d k t software / tools i it
argely untapped market:
LY
Commercial
software package s 33% 15%
» Spreadsheets
Insufficient
In-house developed . 22%
- resources / skillsets
* Inadequate Software appiction
Lack of data /
e 36%
data int
i ata integrity is poor
Management
UL support SR
Parker Avery  Notools curenty
cROUE i place Other % 80%
THE
L ]
Parker Aver
G R OUP Hsignificant Challenge Somewhat of a Challenge 16% * Not a Challenge 80%

If your company had an "ideal" Assortment Planning solution,
what level of importance would you give the following features / capabilities?

Linkage with MFP 33% 2%

Ability to begin with a
conceptual item

Linkage with PLM
(for item creation)

TXT Retail: the long-awaited answer to Linkags with allocaion

replenishment

Retailers’ needs and priorities Linkage with PO

(ability to create a PO

29% 8%

42% 6%

35% 13%

17%

Use of images / pictures 19%

Use of statistical

. 23%
forecasting

Linkage with space

. 42% 29%
THE planning

n
Parker Avery HVery Important Important Not Important
GROUFP
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TXT Retail: Summary of Strategic Goals & Growth Targets

Organic growth, targeted acquisitions, innovation in product & business process, self-financed
through Profit & Cash generated by the business

REVENUE BY INDUSTRY SEGMENT REVENUE BY CUSTOMER TIER REVENUE BY REGION

Department
Store/Travel Luxury
Retail

Tier3 UK&Nordics

APAC
Brand

Tier 1

. North America
Specialty Others

Continental
Europe

Specialty
Fashion

17
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TXT Next Target Market: Aerospace & Aviation TXT

TXT Next: since 30 years Partner for our Clients to boost their Engineering Capabilities

Products & core Processes are highly complex ... ... calling for cooperation across an extensive
network of Specialised Partners

R&D and Product
Development

Support to ;

Customers’
Operatio

Engineering

OEMs

Mprtiactt = ~ | TXT Next:
' Specialised 1° Tier Suppliers

ﬁ , Providers of — y 4 (Subsystems)
P Engineering Services
o

19

Sales &
Customer

Engineering




Aerospace & Aviation: Large, Healthy, Innovative & Growing Long-term

Long-term positive trends, despite short-term fluctuations

Traffic and market outlook Source: Market value: $5.2 trilion

ICAO skd.

World air travel has grown 5% per year since 1980 traffic

Revenue Passenger Kilometers RPKs (trillions)
6.0

50 4 recessions Y

2 financial crises //
10 2 Qulf wars 7
1 oil shock
) Trend /
3.0 1 near pandemic (SARi/ P

9/11

2013

Air traffic will double in the next 15 years

World annual RPK* (trillion
( ) ICAD total fraffic 4ssssp Airbus GMF 2015
16
1
]

2014-2034

4.6%

T T T T T T T T T T T 1
1974 1979 1984 1989 1994 1999 2004 2009 2014 2019 2024 2029 2034

Source: ICAD, Arbus GMF2015

Product Innovation is a must: Large & steadily
growing R&D (Product Development & Engineering)

investment Budgets

NEED FOR
DIFFERENTIATION:
MORE PRODUCTS &

TIME-TO-MARKET

PRESSURE

DISRUPTIONS &
OPPORTUNITIES BY
EMERGING
TECHNOLOGIES
(ICT, MATERIALS;
PROPULSION; )

NEW & STRONGER
REGULATIONS
(ENVIRONMENT,
SAFETY, ..)

From 1.6 to 18 tons Helicopters,

across 20 Product Families

% LEONARDO
—

CAN REDUCE COZ EMISSIONS BY UP 10

nnnnnnnnnn
AINTS
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« A growing portion of R&D/Engineering Budgets,
and a growing range of value-adding activities,
are externalised to highly specialised
Solutions providers like TXT Next

« On-board Software accounts for a large portion
of externalized engineering services

Source: 2014 ER&D demand side survey & interviews,
Strategy& (PwC/Booz), Nasscom

Il Current (2014) [l Future (2020)

High
4 L G : : :
- | s s s
: : : : :
® a s s a s
2 s ¥ s s
5 e | | | |
| © BN ™ |
2 | i i i i
2 s s i i |
2 : : : : :
S : : : i |
AN  HIH HBIHI|E

Concept Detailed 5
P ST ) S, ) e
Low

A Trend To Externalise a Growing Portion of Value-adding Engineering Services la p. 91

The Market of externalised R&D/Engineering Services
is expected to grow at CAGR 9+% in the next 5 years
thanks to:

— Growth of underlying R&D spending (CAGR +6%)
— Growth of the rate of externalisation

Global market size
(in € bn)

~€220bn GROWTH LEVERS

TRANSFORMATIONAL OUTSOURCING ACCELERATION

+20 ‘

EXTERNALIZATION RATE INCREASE (+0.5PT P.A.)

GROWTH OF THE UNDERLYING (R&D SPENDING +6% P.A.)

\| |)|

5-year CAGR by region:
EU- 5% - 7% (FR ~2-3%)
US- 9% - 11%

Asia: 13-15%

Source: Zinnov, McKinsey, Altran

N
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TXT Next: A Global Customer Base across the Industry Value Chain

Aircraft OEMs
Fixed & Rotary Wings

@) AIRBUS & AIRBUS _TZ7/X

HELICOPTERS

1st Tier Suppliers & MROs

AIRFRANCE # KLM lj -
INDUSTRIES Engineering & I ‘I'anunprns

Maintenance

S SAFRAN

condo
a

= LEONARDO Sﬁ/@ﬂ

ZLEONARDOD () BOEING =
C@A@J\’ ’ \’/ REUT ‘%‘ @) %% UTC Aerospace Systems
" @’ PAUSTIAN AIRTEX TURKISH
—/ et bt cn? a“%@c ‘;;m TECHNIC GE Aviation
€O > oo
LOCKHEED MARTIN Z ? .( EMBRAEH SR TeChnics @ A}’iglé¢r0 ﬁmEm |Io§\§n¢@
=PILATUS= _
superiet A4 Innovl}] .. o%...
<) SUKHOI BOMBARDIER ' ' /iona AVIAGE SYSTEMS  RRCRAFTINTERIOR [
Academia & Research
A’ EMBRY-RIDDLE  UNIVERSITY of | E Notingham  C Id
SDL Aeronautical University DAYTON @ umwmwwom-:ngmuwsm ranﬁgvmswv
i | Brunel L Uni - T ivaing
ﬁ = B3 Unversiy o % Ynited Technologies | VirginiaTech

UNIVERSITY OF

Southampton LA

9
=i ECOLE

POLYTECHNIQUE
MONTREAL

=

Operators, Lessors & Consultants
g},

&
ADELTA Emifgltes
L=l _ Alr
eriHAD  QATAR £ %?tra nsat
AIRWAYS T B
Austrian 7~ airberlin &7 SWISS

iz brussels airlines N CATHAY PACIFIC

& sivolomiti Eurowings 2 MDA
NETJETS

) @ GE Capital
"/EXPREEEJET Aviation Services

AVITAS

AR
HARCHE, |E' D

ARMEE DE LAIR
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TXT Next: A Value Proposition, Spanning the Entire Product Life-cycle

Deep technology AND industry knowledge in multiple niches across the Product Lifecycle

Preliminary Airborne Flight Customer Digital Sales & Training Flight MRO &
Design Software Simulators Engineering  Manufacturing Marketing Systems Operations Retrofit

OPERATIONS &
PRODUCT DEVELOPMENT & ENGINEERING PRODUCTION SALES & AFTER-SALES MAINTENANCE

24



TXT Next: Coverage of the Value Chain in the Aerospace & Aviation Industry s p. 93

o
90 A’ AIR TRANSPORT AIR TRANSPORT
of Business OEMs & 15t Tier Suppliers Airlines

o

« TXTNEXT Inside!»]
We develop

@ R&D & Product Software that is
Development “inside” our

-

Customer’s
Products
Design & ® On-Board Sw
Engineering
We provide ® Flight Simulators

@% ales&Customer Software Tools
Engineering & Software

® Preliminary Design

Services to
% Manufacturing csutpport ; Product Config.
ustomers
core Processes m Digital Manufacturing
il Support to
I Customers’ .. . .
: =
Operations Training & Flight Operations
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TXT Next: 30+ Years in the Industry, 350+ Specialised Engineers
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TXT Next: Not only People’s Know-how & Experience ... but also Differentiating Software IPs

«Engineering Solutions» that leverage on the «People + IP» paradigm

/ People
Expertise
Technology
Building Blocks
Proprietry
Software IPs

Proprietary

Methods & Tools

Time To Market
BENEFITTO Cross-industry Fertilization

THE CLIENTS Increased Efficiency

Cost Competitiveness

Reusability / Productivity
BENEFITTO Pricing Power / Margins

PROVIDERS Barriers to Entrv

Competitive Differentiators

24




TXT Next: A Track Record of Worldwide Delivery & Support

70+ 30+ - °®

CUSTOMERS COUNTRIES

27



TXT Next Strategic Plans

To become ...

a specialized, multi-niche
mid-sized (100 m€)
International provider

of Engineering “Solutions”
(Software + Services)

in Aerospace & Aviation
via Organic Growth

AND International Acquisitions

Leveraging on ....

30+ years of history in the Industry
350+ specialised engineers
Both «People» AND a growing portfolio of «IPs»

Multi-niche: breadth AND depth across the entire
Product Lifecycle, with focus on software

Mastering technology AND industry expertise:
hard-to-find mix in the market

Flexible relationships: track record in risk-sharing,
co-innovation & results-based engagements,

70+ global Customers, industry leaders
Global delivery & support capability

Solid Management Team: track record in Self-
sustainable Organic Growth AND Acquisitions

28




Summary & Financial Details

Confidential & Proprietary



Management

Alvise Braga llla — Chairman

After graduating at the Polytechnic Institute in Milan, Mr Braga llla was for 10 years in research and teaching at the
Lincoln Laboratory and Massachusetts Institute of Technology, innovating in satellite technology, optical
communication and network systems. He directed the R&D Labs at Italtel, founded Zeltron S.p.A. and managed the
restructuring of Ducati Energia as General Manager. Mr. Braga llla founded TXT Automation Systems, later sold to ABB
(1997), and TXT e-solutions (1989).

Marco Guida — CEO

Graduated in Electronic Engineering, Marco Guida managed innovative IT projects in various areas of the
manufacturing operations of Pirelli Group until 1994, when he joined TXT e-solutions. Initially responsible for Advanced
Information Systems, in January 2000 promoted to Vice President. As Director of International Operations he
successfully led the transformation of TXT e-solutions from an Italian to an International Group. Since 2009 he is Chief
Executive Officer of TXT Group.

Paolo Matarazzo — CFO

After graduating from Milan’s Bocconi University and majoring in business administration at the University of San Diego
(California), has had significant experience in the financial world. He was initially an analyst in London for three years
and then worked for the Recordati Group for seven years, with responsibility for treasury management. In the following
seven years he was Head of Finance, Administration & Control in Europe for Eurand, a company listed on NASDAQ. He
joined TXT in November 2007 as Group CFO.




The Basis for Success ™T

« TXT Retail
— Global Retail Industry is large, growing & dynamic: e-commerce, new business models, new players
— Planning is a «big niche» & a growing investment area for Retailers
— TXT has a unique offering and a solid competitive position, sustained by constant innovation
— Large, world-wide base of happy global customers.
— Global presence with the opportunity to further expand in North America and APAC markets.

 TXT Next + PACE
— Aerosopace & Aviation is a large, innovative & healthy industry, with long-term positive trends
— Highly fidelised customer base of Industry Leaders
— Solid team with 30+ years of domain expertise
— Specialised know-how consolidated in Sw assets: differentiation, competitive advantage and margins

— Leader with the opportunity to continue growing in Europe, both organically and through targeted
acquisition, and to accelerate international development
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Why Invest in TXT? TXT

« International profile: >55% of Revenues from Int’l markets, and growing
 Growth in Revenue, Profit & Cash

« Large fidelised customer base of 350+ blue-chip customers: a key asset in good & bad
times, hard to replicate for new competitors

« Solid presence in large, healthy markets with very high growth potential

« Upside growth potential: opportunity to capitalize existing product & know how in other
industries

* Innovation is in our DNA: historically a «1° mover» in many markets
« Solid & stable management team, who are shareholders of TXT
* Cash & Stock Dividend policy

« Expanding Shareholder base: co-workers & management; private & retail; institutional
investors

* Financially solid and self-sustainable
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H1 2016 - Consolidation of acquisition of Pace GmbH from Q2

€ thousand | SEM. 2016 % |SEM. 2015 % Var %

REVENUES 33.183 100,0 31.126 100,0 6,6
Direct costs 15.847 47,8 14878 47,8 6,5
GROSS MARGIN 17.336 52,2 16.248 52,2 6,7
Research and Development costs 3.144 9,5 2.716 8,7 15,8
Commercial costs 6.532 19,7 6.392 20,5 2,2
General and Administrative costs 4.346 13,1 3.764 121 15,5
EBITDA 3.314 10,0 3.376 10,8 (1,8)
Amortization, depreciation 532 1,6 519 1,7 2,5
OPERATING PROFIT (EBIT) 2.782 8,4 2857 92 (2,6)
Financial income (charges) (a58) (0,5) (112) (0,4) 41,1
EARNINGS BEFORE TAXES (EBT) 2.624 7,9 2.745 8,8 4,4)
Taxes (609) (1,8) (405) (1,3) 50,4

NET PROFIT 2.015 6,1 2.340 7,5 (13,9)
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Strong Balance Structure

Total of which  of which
€ thousand 30.6.2016 31.12.2015 variance  Pace GmbH TXT
Intangible assets 22.373 14.692 7.681 8.481 (800)
Tangible assets 1.574 1.361 213 168 45
Other fixed assets 2.132 2.079 53 - 53
Fixed Assets 26.079 18.132 7.947 8.649 (702)
Inventories 3.256 2.075 1.181 - 1.181
Trade receivables 23.758 25.032 (1.274) 698 (1.972)
Other short term assets 3.272 2.759 513 229 284
Trade payables (1.410) (1.422) 12 (54) 66
Tax payables (2.647) (1.291) (1.356) (974) (382)
Other payables and short term liabilities (17.343) (16.090) (1.253) (1.726) 473
Net working capital 8.886 11.063 (2.177) (1.827) (350)
Severance and other non current liabilities (4.024) (3.830) (194) - (194)
Capital employed 30.941 25.365 5.576 6.822 (1.246)
Shareholders' equity 31.402 33.624 (2.222) (2.222)
Net financial debt (461) (8.259) 7.798 6.822 976

Financing of capital employed 30.941 25.365 5.576 6.822 (1.246)
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Dividends & Shareholder‘s Return 2011-2016

eShare Price

14

12

10

©31.12.2010: 1.51€/share (rebased for free
share distribution)
©26.9.2016: 7.13€ /share

Dividends + Treasury Shares Repurchase (m€)

1,4

10,3

1,1 0,6 1 0,4
2,7 2,9
0,9 21 26
2011 2012 2013 2014 2015 2016

k4 Repurchase Treasury Shares id Payment dividends

Dividends

¢2011:
©2012:
¢2013:
¢2014:
¢2014:
¢2015:
¢2015:
¢2016:

1 € /share (extraordinary, rebased)
Free Share Distribution 1:1

0.20 € /share (rebased)

Free Share Distribution 1:1

0.25 € / share

Free Share Distribution 1:10

0.25 € / share

0.25 € / share
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TXT Market Capitalization (m€)

120,0

100,0

80,0

60,0

40,0

20,0

2010

Free share

distribution 1:1

distribution 1:10

Free share

Free share

distribution 1:1

/

Dividend 2.6m€

Dividend 10.3m€

Dividend 2.1m€

2011

2012

2013

2014

/

Dividend 2.9m€

Dividend 2.6m€

2015

2016
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Shareholding Structure - May 2016

Management
7,9%

Market
E-Business Consulting 42,5%

25,6% 4

LCERUALEIES
10,0%
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