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$25m*
REVENUE

162m 
USERS ON THE 

PLATFORM

61
COUNTRIES

9.2b
API CALLS

/MTH

190m
MESSAGES

/MTH

Driving positive customer experiences and revenue for 
some of the biggest brands in the world.

Plexure in a nutshell

*FY20 guidance
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A global company

Founded in 2010, listed on the NZ 
stock exchange (NZX:PLX).
Offices in Chicago, Atlanta, Tokyo, 
Copenhagen, London, Auckland. 
120 staff, 50+ engineers.
Recent growth across Europe, Asia 
and USA.

CUSTOMERS - COMING SOONPLEXURE OFFICECUSTOMERS

162 million users across 61 countries
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PERSONALISATION
LOYALTY 

PROGRAMMES
ANALYTICS & 

INSIGHTS

ECOMMERCE
AI & MACHINE 

LEARNING
APP DESIGN & 
DEVELOPMENT

MARKETING 
STRATEGY & CRM 

CONSULTING
CUSTOMER DATA 

MANAGEMENT

SYSTEM 
INTEGRATION 
CONSULTING

Plexure’s mobile engagement 
platform enables brands to 
provide personalised offers, 
content and loyalty to their 
customers



Industry
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Retailers are concerned 
about the Amazon Go 
autonomous shopping 

model 

The changing face of the consumer

Plexure’s intelligent platform helps retailers, QSR, grocery, convenience and fuel brands win in the face of these trends  

Many options for 
consumers leads to 
high brand switching

Consumers expect 
personalised, relevant 

experiences

Consumers are engaging 
increasingly through voice 

and chatbots

Consumers want highly 
connected experiences 

across channels

78% of consumers say 
personally relevant content 
from brands increases their 
purchase intent

84% say the experience a 
brand provides is as important
as its products and services

73% of consumers say one 
extraordinary experience 
raises their expectations of 
other brands

62% of consumers are open 
to the use of AI to improve 
their experience

64% of consumers expect 
tailored engagement based on 
past interactions

72% expect all brand 
representatives to have the 
same information about them

92% of consumers use a digital 
device prior to or during 
shopping for product-based 
research

58% would rather talk to their 
device than type into it

68% of consumers would 
rather use self-service 
channels

77% say using connected 
devices makes their lives 
easier

Source: 2019 Salesforce state of the connected customer report
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The market 
opportunity is 

growing
The global mobile engagement market size was 

valued at USD $53.14b in 2018. It’s estimated to 
grow at a CAGR of ~ 23% from 2019 to 2025

https://www.grandviewresearch.com

$53.14

$226.34

2018 2019 2020 2021 2022 2023 2024 2025

Bi
llio

ns

https://www.grandview/
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Customers expect personalised content from brands…

Purpose built mobile marketing platforms 

Multi-channel marketing automation platforms

The customer need

Mobile marketing platforms
Mobile engagement software enables marketers to deliver 
personalised marketing content, offers and campaigns to 
customers on their mobile devices.

The category

Consumers expect engagement that is relevant, responsive and 
delivers added value. The need for personalisation is growing 
rapidly, fuelled by increases in data and product choice combined 
with reduced attention spans and shopping time of millennials. 

Consumers expect highly connected, seamless experiences across 
all mobile channels.

Customers expect to be valued and rewarded for their loyalty and 
will engage with brands that make loyalty an experience.
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Nearly half (48%) of 
consumers are willing to 
unsubscribe from brand 
messages and 14% are 
willing to stop doing 
business altogether with 
brands that send 
irrelevant or annoying 
messages

…but brands struggle to execute their personalisation strategies

Personalisation that 
delivers tailored help can 
increase business 
outcomes by 20%, while 
30% of brands think they 
are achieving this goal, 
only 12% of consumers 
agree

Most marketers surveyed are pursuing personalisation by increasing spend and adopting the 
necessary tools, but they struggle to achieve results due to lack of strategy or roadmap

Personalisation requires 
marketing leaders to 
reorient operations and 
advance their teams’
skills in generating 
insight, testing and 
scaling content creation 
– areas where marketers 
struggle

Marketers focus on 
gathering, integrating and 
analysing data, but miss the 
mark when it comes to using 
data for personalisation, 
achieving suboptimal results 
and risking consumer 
backlash

Gartner research findings, January 2020
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What makes Plexure different?

Global deployment

Loyalty and deep personalisation at scale

Speed and agility

Personalised offers, content and loyalty based on a customer’s
shopping history, location, behaviours, preferences and more.  

AI powered offer recommendation presents the right offer at the 
right time.

A proven solution deployed across  markets, with 162 users 
on the platform.  7 offices across Australasia, Europe and the 
US.

24/7 global support model

Partnership approach with seamless and fast execution. 

Strategic consultants who deeply 
understand customer behaviour to 

help brands enable world class 
personalised marketing programmes 

and realise value. 

Focus on people, process and 
customer rather than just the 

technology.

Experts in 
personalisation



Our Business
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FY20 highlights

Strong revenue and customer growth
• +17 new customers and markets 
Built US sales and marketing teams
New product innovation
• Expansion into grocery
• Ecommerce capability
Enhanced AI capability
• Offer optimisation
• Fraud detection
Improved platform performance
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McDonald’s app demo
PLEXURE IN ACTION



PAGE 15

Plexure is using AI to transform 
customer engagement 

Analytics Studio
Plexure provides best in class 
analytics and data 
visualisation, using AI to detect 
data patterns in real time to 
address business problems 
and predict behaviour.

2019 2020

Fraud detection
Using ML (AI) to detect 
abnormal customer 
behaviour for fraud 
detection.

Offer optimisation
Optimise the delivery of 
personalised offers. Japan is 
the first McDonald’s market 
in the world to use AI to 
improve customer 
experience.
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Building a world class platform

CONSUMERS 
ON PLATFORM 

SUPPORT COSTS

Improved autoscaling    |     Increased stability      |      Reduced outages

45% 50% 28%
HOSTING COSTS

39%
COST TO SERVE

2019 comparison to 2018
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Build foundation for growth

We have a 3 year plan to grow through international sales

Invest for growthOur 
strategy

1
Invest for growth

Revenue growth
Clearer brand and proposition
Develop roadmap
Platform stability

Strengthen USA sales and marketing
Platform scale for 500m end users
Enhanced product set

New channels
UX / orchestration
AI driven engagement

Scale and ROI
3

Today

Regional expansion in Europe 
Further growth in US
Annual revenue target of $US100m
AI driven innovation roadmap

2



Team
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Phil Norman Craig Herbison Sharon Hunter Brian Russell Robert Bell Jack Matthews
Chairman
Phil is a specialist in business 
services for high growth 
companies. He was the founding 
Chairman of Xero, one of NZ’s 
most successful technology 
companies of recent times.

CEO & Director
Craig is an internationally 
experienced leader with over 20 
years of digital and brand 
marketing, business 
transformation, sales and 
corporate leadership experience.

Non-Executive Director
Sharon is an experienced 
company director and 
entrepreneur, chair of Cranleigh 
New Zealand, and independent 
director of The Skin Institute 
Group.

Non-Executive Director
Brian has 27 years of experience 
in artificial intelligence and 
machine learning, global 
technology commercialisation, 
venture financing and innovation.

Non-Executive Director
Robert has broad experience in 
finance, operations and sales 
across numerous sectors. Most 
recently he was a Director of 
HRV, before facilitating the sale 
of the business in 2017. 

Non-Executive Director
Jack has broad governance and 
senior management experience 
across the technology and media 
sectors. Jack is currently 
Chairman of MediaWorks, and 
Non-Executive Director at 
Chorus.

Executive

Board

Craig Herbison
CEO & Director
Craig is an internationally 
experienced leader with over 20 
years of digital and brand 
marketing, business 
transformation, sales and 
corporate leadership experience. 
Craig has held global and local 
marketing and leadership 
positions in the UK, Australia and 
NZ and is a qualified lawyer.

Andrew Dalziel
Chief Financial Officer
Andrew has worked in a range of 
CFO and senior financial roles 
with strong experience in publicly 
traded businesses. More recently 
Andrew has specialised in 
working with technology start 
ups.

Caroline Knowles
Chief Operating Officer
Caroline is an internationally 
experienced business leader, 
having worked across a broad 
range of marketing, strategy, 
sales, operational and business 
development roles. She has 
worked with a number of big 
brands in France, UK and NZ 
including LÓreal, British Airways, 
American Express and Vodafone. 

Richard Fraser
Chief Product Officer
Richard brings over 20 years’ 
international commercial 
experience from the telco, 
content, digital media and 
consumer technology sectors 
across UK, Europe, US, South 
America, Middle East, Africa and 
Asia.

Tessa O’Rorke
Chief Customer Officer
Tessa has over 15 years’ 
experience building and leading 
teams across multiple industries 
in New Zealand, Australia and 
Thailand. A customer experience 
champion, Tessa was previously 
Head of CX and Design at 
Westpac NZ.

Andrew Flavell
Chief Technology Officer
Andrew is a strong technical 
leader with extensive overseas 
experience. He joins Plexure 
from Nike where he was VP of 
Architecture and VP of Nike+ 
Brand. Andrew also spent 14 
years at Microsoft and holds a 
Masters Degree and a Doctorate 
from the University of Tokushima.



Financials & growth strategy
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Plexure financial performance
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Plexure financial performance

 

 
 

2020 
Guidance 

 
2019 2018 Change  Change 

 $’000s $’000s $’000s $’000s % 
Total revenue 23,000 16,891 11,755 5,136 44 
Net loss after tax* - (703) (1,666) 963 (58) 
Cash at bank and short-term deposits - 7,250 4,097 3,153 77 
      
Staff (contractors and FTE’s) - 72 43 29 67 
 

* Includes derivative loss of $1,651k and $1,255 for 2019 and 2018 respectively 
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Plexure’s share price increased 170% in 2019

$0.00

$0.20

$0.40

$0.60

$0.80

$1.00

$1.20

PLX.NZ Share price 
2019 “Plexure Group 

has been a quiet 
but explosive 
performer over 
the last 12 
months…”

NZ Herald, Share Trader picks 
25th Jan 2020
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Plexure capital structure
30 January 2020

Total shares on offer (excluding Treasury stock) 139,938,658

Treasury stock 71,421

Total shares 140,010,079

Top 20 shareholders 89,269,872

Remaining shareholders 50,740,207

Total options issued
8,040,687

Total number of shareholders
2,067
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Plexure top 20 shareholding
30 January 2020

Number Name Type Shares % of shares
1 FORSYTH BARR CUSTODIANS LIMITED <ACCOUNT 1 NRL> Individual - Hong Kong based 17,024,671 12.16
2 ATLAS BEAR LLC McDonalds 13,795,311 9.85
3 ALLECTUS CAPITAL LIMITED Fund 10,583,095 7.56
4 SHARBO ULC Founder 7,681,095 5.49
5 JML CAPITAL LIMITED Individual - NZ based 6,666,341 4.76
6 CITIBANK NOMINEES (NEW ZEALAND) LIMITED - NZCSD <CNOM90> Trading account 4,027,234 2.88
7 JARDEN CUSTODIANS LIMITED Fund 4,011,197 2.86
8 FORSYTH BARR CUSTODIANS LIMITED <ACCOUNT 1 E> Trading account 3,893,145 2.78
9 COLLINS ASSET MANAGEMENT LIMITED Individual - NZ based 3,838,692 2.74

10 ACCIDENT COMPENSATION CORPORATION - NZCSD <ACCI40> Fund   3,747,538 2.68
11 PHILIP JOHN NORMAN Chairman 3,194,405 2.28
12 HSBC NOMINEES (NEW ZEALAND) LIMITED - NZCSD <HKBN90> Trading account 1,609,211 1.15
13 PUBLIC TRUST CLASS 10 NOMINEES LIMITED - NZCSD Fund 1,505,000 1.07
14 JAOBQ PTY LIMITED Individual - Australian based 1,257,143 0.90
15 ASB NOMINEES LIMITED <937739 - ML A/C> Trading account 1,236,000 0.88
16 MAARTEN ARNOLD JANSSEN Individual - NZ based 1,153,491 0.82
17 LAMB EQUITIES LIMITED <LAMB FAMILY A/C> Individual - NZ based 1,119,358 0.80
18 MINGGANG CHEN Individual - NZ based 1,000,000 0.71
19 ALAN MICHAEL TURNER + TRACEY MAREE TURNER <TURNER A/C> Individual - NZ based 1,000,000 0.71
20 BEENA HARSHAVARDHAN JOG Individual - NZ based 926,945 0.66

Top 20 89,269,872 63.76
Remainder 50,740,207 36.24
Total shares 140,010,079 100



Conclusion



PAGE 27

Plexure in summary

Leading mobile engagement platform working with some of the world’s biggest brands

Mobile engagement market is growing at 23% CAGR, brands investing in personalisation

Refreshed leadership and strategy 

Clear GTM and sales focus

Enhanced proposition and roadmap

Financial turnaround and now investing for growth
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