It's 2013.
Content marketing

is the #1 digital
priority for brands.




Creating
original
content is

brands’ #1
challenge.




“Contently is bullding the technological
plumbing that could one day underlie all

great brand publishing on the Web (and
a lot of traditional publishing as well)."

-Forbes
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Our near-term opportunity:

Be the platform for brand
content creation.

Our goal:
Own the entire value chain.
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Here's how we're going to power
the brand publishing cloud.




We alrgady lead In maske! penetration becauss

Everyone needs talent, and
we have the talent network.

Chur unfale advantage
The value chain starts with
creation.
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Powering The Brand Publishing Cloud

(logos of clients)

(logos of clients)




It's 2013.
Content marketing

is the #1 digital
priority for brands.




Creating
original
content is

brands’ #1
challenge.




“Contently is building the technological
plumbing that could one day underlie all

great brand publishing on the Web (and
a lot of traditional publishing as well).”

-Forbes




Contently

Our
Platform:

World's largest network of
vetted, magazine-quality
freelance journalists.

-+

Cloud-based content
creation software as a
service.

“Contantly i the
bt platform for

Pusgh-iersd
pubdiaming,” sy

End-to-end content creation suite.
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20,000+ Journalists In a
Github-like Community




Contently [EESSIEEEFEEEET R o =0

The Content Strategist
egia End-To-End Workflow In The

Cloud, Starting at $3-20k/mo
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Gross

Revenue

Ending 2013 ona
5 run rate

SaaS

Added over § MRR
since Jan. Will add
another § in Q4
Currently § in lega
Meview.
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Will end 2014 at $ m

revenue run rate, according to projections.




Annualized
value of
customers
closing in Q4

(secret sales sauce)

(logos of customers
in pipeline)
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Our near-term opportunity:

Be the platform for brand
content creation.

Our goal:
Own the entire value chain.
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(Our pllot last month brought In § In distribution spend betwesn 3 clients.)




Conlently

Here’s how we’re going to power
the brand publishing cloud.

f SCAET PLAND

Multimedia Talent Expansion
1 . SECRET PLANS! .

Serles A, 172012 Series B, 12/2013




We already lead in market penetration because:

Everyone needs talent, and
we have the talent network.

Our unfair advantage:

The value chain starts with
creation.
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‘,I Paul Frederick, VP
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Investors

Founder Collective

Contour Ventures
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Advisors

rﬂ Scott Belsky

Dharmesh Shah
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Financials

3. 35MM i o cale

Technology

Ruby on Rails
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