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PRINCIPAL HOLDINGS 11 gettyimages Jennifer Leyden Grant Farhall
Chief Financial Officer Chief Praduct Officer

5 Years with Getty Images 11 Years with Getty Images 5

Previous!

Mikael Cho Nate Gandert

Founder & CEQ of Unsplash Chief Techn Officer

Founded Unsplashin 2017 with Broad Ay with Getty Images
Experience in Media and Entreprenesurship 7 7

Chinh Chu Craig Peters
Founder and CEO Chief Executive Officer

30+years nt and private
i 5

Andrew'Dizz' Delaney
Director, Head of Creative
and Produc
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Significant Value Creation Opportunity

Attractive Subscription
Business Model

©
\ / v" Drive go-to-market strateg

y momentum in penetration
¥ Further penetrate and expand enterprise corporate customers
scriptions and unlock significant future upside

v Accelerate recurring growth momentum

Continue expansion across
customer white space
Continue expansion across
customer whitespace?

@ Partnerships, M&A and NFTs

¥ Pursue several actionable levers to achieve ‘ ' &
further revenue growth upside (e.g. exclusive % g tty I |' I g -
partnerships, strategic M&A, new product e I a e S v' Capture compell
offerings, geographic expansion and NFTs) potential driven

10bps of NFT market share in 2025 represents
~$80mm of revenue 3

@ Al /ML & Data Analytics

¥ Enhance market leadership position through continuous
growth in content and innovation, powered by scaled Unlock revenue upside from
& proprietary data marketing investment
v"_Leverage sponsor experience in Al/ ML " Address international white 4
toenhance data-driven organizational focus ~A% increase in marketings
revenue yields ~$60m of inci
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Transaction Overview

. Enterpnse value of $4.8 hillion, 15.2% FY 2022E Adj EBITDA based on gmdance midpoint of $315 million® *

- % isting stake and own (with KED) approximately 63% of the proforma compal
65 I'nl|||0|'| earn-out shares of the pro farma cnmpany to be issued subject to certaln vesting condltlons (wrlth one-third vesting at $12.50, one-third vesting at $15.00 and one-thii

+  KED will equitize $150 million of preferred equity into 15 million common shares

+  20% of the existing founder shares will be subject to certain vesting conditions, with half vesting at $12.50 and half vesting at $15.00

+  $225 million PIPE consisting of $100 million from the CCNB2 sponsor, $50 million from the Getty family, and $75 million from Multiply Group
» Transaction expected toclosein H1'22

Cash Sources and Uses Pro Forma Valuation and Owners

($in millions) l(:.Sharp.a-s and ;;: millic::r;s) ding?
Transaction Sources Amount foik oAina shares Ll
Share Price
CCNB2 Cashin Trust? 3828 PF Equity Value
CCNB2Z FPA 200 (+) PF Debt
PIPE Investors 225 (-) PF Cash
Balance SheetCash 199 PF Enterprise Value
Total Sources $1,452 PF EV /2022E Adj. EBITDA* 5
PF EV /2022E Revenue*
Transaction Uses Amount PF Net Debt / 2022E Adj. EBITDAY®
Existing Debt Paydown $651 Sponsor (8%)°
KED Preferred Paydown ® 589 Institutional PIPE (2%)1° ~_ Existin,
Cash to Balance Sheet 100 SPAC FPA Investors (5%) Stockk
Transaction Expenses ? 112 (6¢
0,
TotalUses $1,452 SPAC Investors (22%)
A & it fect. FELA22 if i H122 Assumes no regemptions. Sharecount i n’es?W e shares {incuding 150 mif ._;fmnrntbp redequitization shar
& ise at a $10.00. ing any Gelty PIPE shares), 82.8 milion CONB2 SPAC shares, 200mitfion FPA shares, 22.5 anili PE shares and 20, il CONB2 i m} 5;»»55/.%5.\" shares, Share 5.0, it ]
earn-oul slares and 430 witfion wa rr.m{s witha strike price of §11.50, Figures donot reflect impact from RSUs, warrants, ofuﬂws’m‘wmn’rwae options, F9mm of g Y2, s (BOD DRC, it anid A,

ettvimages’ CONB2 Trust Account 3 Includes SPAC deferred undervariting fee, and estimated Getty fmages & CONB2 trarsaction costs * Based on midpoint of guidance range for FY 2092 Revenue and Adi EBITDA S Pleasssee appendivfor areconeiliation of non-GAAP meaures. *
8 y g Inclusive of fees related to early repayment: * Includes rollover vested options on apost-exercise basis, assuming net exerciseat a $1000 share price, Does not indude unve sted rollover aptions. * Indudes 5.0 milionPIPE shares related to $50million PIPE investment from
shares and 100 million PIPE shares related to STOGmilion PIPE investment from the CONB2 sponsor, © Reflects 2.5 million PIPE shares related to 575 milion PIPE investment from Multioly Grous
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Preeminent Global Content Creator and Marketplace

Content Creat:

300

Content Partners

Content Consumers

200+

Countries & Territories

v gettyimages 450k+
80k+

Exclusive Contribut

120+

Staff Photographers a
Videographers

~46%

F¥"21 Subscription Revenue

458k+

New Customers / Year!

Scalable Global Platform
Best-In-Class Technology, Unified, and Extensible

477 mm+ Cloud:pased 400+ Proprietary Data 540+
Total Assets Tech Resources Innovation Engine APl Integrations?

gettyimages




The Getty Images Business at a Glance

Leading Content Creator and Marketplace

Trusted lon
relationshi
enterprise-level

Premium library
underpinned by
exclusive content

Comprehensive product
offering across the entire
value spectrum

Search business with
built-in feedback loop

~73% ~34% ~46%
$919mm FY'21A FY'21A FY'21A Subscripti
FY’21A Revenue Costof Revenueasa Adj.EBITDA fmag e'pt'°"
% of Revenue Margin®

~2.3bn+ Reven:eflj)gﬁfmm 477mm+ Ni%“sﬂ!’::s
Searches Per Year Pre-2020Images? Total Assets per Years

16,000+ ~69% 80k+ 120+
2 Exclusive Content Exclusi Staff Phot:
APl Integrations? = '.Iflsxnuei1 Con:nylilﬁrs and wmﬁﬁﬁ?

gettyimages




Section 2:
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Company Highlights

1 Vast Demand for Visual Content with Significant Whitespace

Compelling Value Proposition to Clients

Premium Content Offering Across Creative and Editorial

Reinvigorated Go-To-Market Strategy Bolstered
by Improved Marketing Deployment and Accelerated ROI

4 Growing CustomerSubscription Focus

gettyimages




@ Overview of Market Opportunity

Compelling Opportunit

Supported by Growing
. ' Corporate Segment and
Global Visual Content Production ContentCrastion
$60bn in digital video ad spend projected to grow to $111bn by 20244
$100bn OTT market expected to reach $194bn in 2025 (14% CAGR)? Economy
Global Digital Content Market 61%
*19t0'30 CAGR of 12%2
169 US Digital Advertising Investment CAGR '20-'243 Of Small Businesses Invest In

Social Media Marketing®

74%
Of In-House Creative Teams wer:
Created in the Last 5 Years”

Global Pre-Shot Image
and Video TAM

$10.6 Billion®
‘21to'26 CAGR of ~5-7%!
~47mm
Amateur and ~2mm
Professional Creators®

gettyimages




Compelling Value Proposition to Clients

Corporations Age
Advertising
Political ¢
Publicr
Sponsership an

Movies, television, and online videos
Photo galleries & sets
Articles & books
Learning & other related content

Advertising & social media
Sales materials & product presentation
Company wehsite & content
Internal communications

gettyimages

Creativity and

RN Simple and scaled access to high-quality visuals and talent, plus easy customization / optimization across projects

Cost

Efficlency Significantly reduced investment, environmental impact, and administrative burden relative to in-house / third-party creation

Convenience Best-in-class, scaled infrastructure offering customers a one-stop shop for instant content access and maneuverability

Reduced Risk Avoidance of production / access risks, authenticity / copyright risks, and commercial release risks across jurisdictions




e Comprehensive Product Offering Across the Value

* Premium creative and editorial content, including video, offered mainly to Enterprises

| »  Preeminent Editorial offering with 50+ premium content partners!, a comprehensive
gettyl m ages archive, and a dedicated team of 295+1

o
A
1
o
]
-
[=
L

« Premium Access plans offering frictionless access across all content in one subscriptior

» - + Budget-conscious creative stills and video across basic to premium plans and various credit packs
|St°Ck + Customers are primarily self-serve small and medium-sized businesses (“SMBs")
» Unique amongcompetition with extensive exclusive content

Customers

* Expansive free stock photo collections targeted to high-growth prosumers and semi-professional creators
+ Significant and geographically diverse site traffic
« DeepAPlintegrations across 16k+1 creative services and platforms

Affordable Premium

Offering

gettyl mages' T‘:?;'%ii::“bﬁ;)?hw Unsplash on 4/1/21.
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@ Differentiated, Exclusive and Sustainable Creative Offering

~65% of Revenue (~42% Annual Subscription)
Unique Exclusive Content With 170mm+ Commercially Released Royalty Free Digital Assets

Active vs. Passive Approach

Global Creative Team Members
Providing Briefing and Art Direction
to Exclusive Contributors

60%+

Revenue from Exclusive Content

Investment in Proprietary Researy

Evolution of Core Concepts
and Visual Trends unesTeR

Understanding of Authentic Depiction

Validation and Credibility
Through Exclusive Partnerships LEAN

Exclusive Contributor and Content Part

Discovery

75k+

Exclusive Creative Contributors

I “ FJ-
’ o
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Visual GPS
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» 2.3Bnsearches each year
onour sites

+ 794k licencing customers

» Aglobalinsights team
conducting proprietary
visual research

* Regular surveys of 7,000+
consumers in 17 languages
across 25 countries

3 L]
gettylmages Note: All daa based on Getty Images and iStock 35 64 2021, excluding Unsplash

External
Custom market
research

gettyimages
Visual GPS
Creative Insights Search Dat
from our expert gettyimages.
creative visual team and istock.c¢
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Key Partnerships

verizon’
BlB NDLASk:

Dove
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BBC Kids CoIIectlom
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Project #ShowUs
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@ Unique and Scaled Edii'orial Offering

Global Scope and Scale Across 160H
~33% of Revenue (~54% Annual Subscription) Entertainment Events Annually,

Managed Digital Assets and 135m

Unmatched Scope
and Scale of Coverage

160k+ Events per Year Across News, Sport and Entertainment

Comprehensive,

135mm+ Images Across Ge
Time Periods and Ver

Deep Expertise and (

295+ Dedicated Editori
3+ Decades of Experi
Editorial-Specific Fea

Award-Winning Specialists

120+ Staff Photographers and Videographers

50+ Premium Content Partners °

sy 2] DBEE Bloomberg
The Boston Globe @.\‘mu NBCUniversal  @CBS  sky

Exclusive Rights anc

™ & B
&  imescar

gettyimages







@ Growing Customer Subscription Focus

Annual Subscription Revenuel Complete Range of Subscription Prq

gettyimages

FY15A FY17A FY19A FY21A Long Term ®
Run-Rate Basic Premium

Casentials mages only Alimages Casenials B Signature!

is-tock " ;—.,A- i ;Dow»?aa‘c\a i

Historically Strong Retention
(o)
~105%72
" "'ambrehemiveness of Offering

gEttyin’]agES - Mg i L example, P21 retention represents svenue v, FY'20 booked revenue.




@ Efficient New Customer Acquisition Powering High-ROI Growt

Significant acceleration in acquisition engine efficiency

New customers per ~ 6,000
million dollars of digital
marketing spend
FY2019° FY2021

New customer revenue
for every dollar of
digital marketing
spend?

Customer acquisition
cost (CAC)?2

FY2019 FY2021
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Compelling
Growth
Opportunity

Managemen
Unlocking
Value

Sales Force
Optimization

) Drive corporate penetration and higher ARPU

’ Alignment of sales forceand mi

} Leverage growing insourcing of corporate
creativework

’ Positioned to win new logos an

} Incentive structure to target corporate customers
and cross-sell

Penetration of Top 3,000 Global Corporationst

P customer service focused to dr
conversion and loyalty

Customer w/ Revenue
=450k p.a.

} Continually improving sales force efficiency

= Customer w/ Revenue

<$50k p.a. ’ Custom Content driving high A

= No Direct Relationship




Zoamini S

gettyimages
Custom Content

Brand and product content made simple and'scalable




Elevated, Exclusive
Brand Content

On-brief, product inclusive imagery and video that resonates
with consumers and keeps our customers ahead of the curve.

Solving customers’ production challenges:

*  Speed
* Cost

*  Quality
*+ Depth

« Differentiation

Driving meaningful business outcomes:
« Strong AOV
» Cost of Revenue as a % of Revenue consistent with royalty-free

* Repeat business, recurring revenue

gettyimages'

Getty Ime




Built on the Strength of Getty Images

Ei 103

Operational experience that Data-driven insights that ensure 450k+ global contrib
customers can trust relevance and differentiated creative 80k+ exclusive contri

gettyimages &




Trusted by the world’s biggest brands

Clockwise from left, Getty Images Custom Conitent for: Chipotle, Amway, Toyota, NEC

gettyimages'
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“What's great about Custom Content is you don't need to “We had over 1,000 images from our Custo
have a design background to commission a shoot. You put in did a traditional shoot, there is no way wi
a brief and get really great results.” access to this amount of quality imj

= Multinational Financial Services Company - Global Apparel Company

“The image quality is excellent, as one would expect, but / “Yust saw all the galleries come in for the a
also became acutely aware of how Getty's customized and they re wonderful. Absolutely smashea
contents facilitate the rationalization of time-frame and about brought me to tears. Thanks so m|
cost” - Global Travel Platform
- Global Home Appliance Company.

ge tty| [MAEES  Obtained through customer emails to service representatives.




Capitalizing on Secular

Tailwinds in Video
Significant Roomfor Growth
* |ncreased Video Demand and Cross
Promotion on Website Experiences 100% 100%

* Expanded Sales Emphasis Across

Production Segment | 1

Continued Investment In... 3
FY'21Yo
v Image Partners

v" Owned Editorial

v" User Generated Content

~25%

Attractive Customer Trends...
v Higher Consumption

~9% +4

v Higher Spend Patterns FY'21vs.EY’

v Quality of Underlying

; ettyimages iStock.
Customer Profile L glCustomersLicensing\a’ideo

Musicintegrated into subscriptions providing additional value and upsell opportunity

gettyima@s. Mote: Video penetration dataas of FY 2021




Video Penetration Leading to Positive Customer Outcomes

Significant Video Opportunity Driven by Product Innovation and Strong Customer Demand for Video Content

Results in Increasingly Attractive Penetration, Utilization and Spend Patterns

% Growth in Spend After First Video Purchase!

96%
I -

2014 2020

iStock Video Editor and

Premium Plus Video subscription
introduced in 2021 to meet

growing video demand

First-time video customers spend

more after their first video purchase % Mix of Existing Customer Growers/Decliners After First Video Pui

First purchase video customers
increasingly grow spend in
subsequent year

2014 u Flat / Decliners = Growers L

gettyimages ‘**




Attractive Marketing ROI Unlocks Significant Growth Potenti

Marketing Spend as % of Total Revenue?!

Potential opportunity
_ _A___ Additional 1% of marketing spend as a ps
: 1| of revenue drives estimated ~$60mm? of n
i or ~7%3incremental growth
~3x greater average
revenue per customer®

(vs, ~$368 for S5TK)
I i
+9% higher FY'21

Adj. EBITDA margin®
(V5. ~25% for SSTK)

HIGH VALUE CUSTOMERS..

..COMBINED WITH HIGHLY PROF
REVENUE FLOW-THROUGH.

...PROVIDE FOR SIGNIFICANT VALUATI

gettyimages shutterstuck:
Highly attractive upside for Getty Images at the “turn of a dial” driven by compelling unit economi

f~5104 and $684 averagen per customer in year 3, based on cohortsfor FY 2015 = FY 2019, Customer Acguisitio

imases et mark
gEttym]dglﬁb mental marketing spend vs. F\'zﬂzlrewluebare




Vast Opportunity to Increase Penetration Across High Growth Ma

Strong brand reputation, existing content and technology capabilities and marketing
focus underpin future growth potential in Rest of World markets

gettyimages

Indirect:
Rest of World:
13%
$115mm

i North
EMEA: revenue: America:

33% $919mm! 52%
5303 mm $ 476mm

shutterstock:

Rest of World:
30%
$229mm

Total
revenue:
$773mm?

Europe:
33%
$253mm

Significant opportunity to focus sales and marketing spend to capture share of rapidly expanding RowW wallet

gettyimages

AAP measures.




Unsplash is the image asset
platform for the creative long-tail

gettyimages

Enterprise

iStock’

Customers

A Unsplash

<
an
5
=i

Affordable Premium
Offering

= Drata for Unsplash as of Q4 2021, unless otherwise noted,

s Note
gettyimages indudessite andAP! dovloads, e refects from 2021,

3. As determined by S5TK's 2021 Finandal Statements.




Strong Brand Equity
and Global Footprint

Example: Unsplash.com Organic Google Search Ti
*  Approximately half of traffic from direct or branded SEO.

= Significant footprint of API platform integrations: »® ® @ freephoto-Google Search X +

Cc le.
— +16k partners @& google.com

— Nearly 50% of total Unsplash downloads in 2021

Google free photo

plash: Beautiful Free Images & Pictures

Beautiful, free images and photos that you can download and use for any prc

Google Search February 23, 2022

gettyimages’ Note: All data based on Getty Images (44 2021,




Monetization: Advertising

Unsplash

== Microsoft 365

Your productivity cloud across work and life

Direct Ads: Reach over 288 million content creators per year.

gettyimages’




Monetization: Advertising

Unsplash

How small businesses affect a
nation's economy

e & - Y
iy (RS
= .-‘ - B "V

- -

Planning for ;
. & 1or a cashless
future less

10 small business ideay 7 signs We Are Heading To
fheir o fos ™ t0be " A Post-Cash World

Native Ads: Reach targeted audiences in places you can’t buy traditional impressions.

gettyimages'




Monetization: Advertising

* Advertisers: leading creative platforms including
Microsoft, Mailchimp, Squarespace; other Fortune
500 brands in the largest brand advertising
verticals (CPG, Consumer Tech, Food&Bev)

« Average campaign size growth: +110% year over
year (2020-2021)

gettyimages'




Monetization:
APl Freemium

* Unsplash offers a complete self-serve API - entry point for
developers to start incorporating stock images. $ curl https://api.unsplash.com/photos ]

* Q42021: Rolled out APl monetization model for highest
consuming platforms.

— +40 partners sighed immediately

*  Will drive additional APl revenue by satisfying demand
with expanded content and rights premium subscriptions.

gettyimages'




Monetization: Affiliate
with planned transition to
Consumer Subscription

Currently offering expanded content and
protections via iStock Affiliate model.

Working

Planned transition from Affiliate to
Consumer Subscription model.

On-site subscription will provide Unsplash

users more cohesive experience,
Browse premium working images on iStock

gettyimages'




Unique Position and Assets Provide Additional Growth Opportun

Partnerships and M&A Web 3.0 Data Offerings

Assets Assets Assets

Brands

Content

Customer base
Website traffic
Salesforce
Technology platform
Data

.

Op

Owned archive

Exclusive contributor
community

Exclusive partners and rights
Editorial capabilities
Licensing scale

portunities

Scaled interaction data
Proprietary research
Deep metadata
Technology platform
Unique content library
+ Quality

* Depth and breadth

+ Updated

Opportunities Expanded licensing + Released
New content libraries opportunities
Expanded content types Company-branded NFT offerings Opportunities
Geographic penetration and marketplace +  Training sets
Category acceleration Virtual coverage +  Customer-facing data off
Related services +  Computer vision services

These growth opportunities are not reflected in forward guidance

gettyimages




Data Signals

Customer Signals

+ Search Phrases

+ Image and Video Impressions and Interactions
» Asset Detail Page Views

+ Comps and Downloads

+ Customer data including industry, geography, trends

Large Volumes through Getty Images, iStock and API
« 2.3 billion searches annually through Getty Images and iStock
» Site searches may have up to 60 impressions?

+ Over 5 billion searches annually via API

Data Refinement
+ Datascience team refines this data into usable information
+ Datapowers key systems including search

+ Leveraged by internal insights tools to inform Content team
and Contributors

+ Note: All databased on Getty Images and iStock through Q42021, ing Unsplash.. 1.Ani
gettyimages' ™ e imues websteyickisupto sDimages per poge




How we use our data

Controls positioning within search engine
Sea rCh +  Customer interaction has direct effect on content position
.
Algorithms

As content becomes less relevant, it drops in search ranking
. MNew content will fill the gaps to keep search fresh

Inform Contributor community about market demand
. Changes in subject matter desired by customers
. Style trends within the industry

content . Combined with proprietary research to create
industry-leading insights

Engage Customer with new Visual Insight Tools

. Currently building a new data insights tools for customers
to use directly

CUStome rs . Enables customers to explore active trends, changes over time, by industry and
region

gettyimages'
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Customer Tools

Interest Over Time

Interest is an index based on the total number of relevant searches. 100 interest is the most-searched for term compared to all others meeting the same parameters.
® abstract
100
80

60

40

20

0
Feb04 m Feb06 Feb07 Feb0B

Mate: Interest Over Tima is & featura within 3 dats tool that Getty Images is working




Customer Tools

Interest By Industry People Also Searched For

This chart shows interest in your term across the selected industries. We index the

results, 0 show the industry that had the highest proportion of interest across
all relevant searches.
Industry Type Interest
Business & Consumer Services 100
Financial Services e 45
Agencies — 40
Technology —_— 32
Healthcare & Pharmaceuticals — 20
Showing 1 - 5 of 7 Industries >

Popular Visuals Related to this Term

gettyima%‘ Note: Interest By Industry is a feature within a data tool that Getty Images is working to developin 2022




Customer Tools

Interest By Country

This chart shows interest in your term in the selected regions. We index the results, with 100 showing the
regions where your term had the highest share of interest across all relevant searches. Hover over a country in
the map to see its interest score.

Country Interest
Hungary 100
Czech Republic S 60
Russian Federation E— 43
India -_—— 25
United Kingdom — 21
United States -_ 18
Canada - 16
Brazil - 14

Showing 1 - 8 of 8 Countries

gettyimams’ Mote: Interest By Couniry is a feature within a data tool that Getty Imagesis working to develop in 2022




We alwaysra

We collectively bring

We care, are kind, courteous, an r

We reject biased behavior and d'is:irr'ifrii nation

We are inclusive of different voices, perspectives, and experiences i ]

We are one Getty Images with no silos
We deliver on our commitments and commercial goals
We put the customer at the heart of everything we do

gettyimages o




Our Goal: To Be One Of The Best Places To Work Globally

Passion for
Mission and
Colleagues

Flexibility

Leadership

Principles

Professional

: Development
Social P

Responsibility

Rewards and
Recognition

gettyimages’




Example: A Deep and Substantive Commitment to Diversity and Inc

D&l Vision - A Getty Images whose employees, contributors, and imagery reflects the diversity of our customers and markets around the globe.
Our culture enables individuals to come to work as themselves, be treated with respect and be given equal opportunities, and will ensure their perspectives and experiences are inclL

Embedded with core company culture principles (i.e., Leadership Principles)
* Global employee advisory committee on Diversity and Inclusion

Employee onboarding, training and engagement sessions

= Mentoring programs across underrepresented employee communities

= Support of employee resource groups around shared identities, perspectives and experiences
= Broad-based translation of communications and all-company meetings

Representation Culture

Customer
Experience

gettyimages’

Gty s ooy

Why ks Diversity and Inclusion Important at Getty Images?
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Example: HBCU Partnerships
and Grant Program

* Initial program funding via Getty Family trusts
and Stand Together

»  Grants to secure HBCU's visual history
—Preservation
—Digitization
—Metadata

» Content representation by Getty Images
—Expanded story-telling

—Revenue and royalty generation

* Reinvestment
—Expanded preservation and participation
—Scholarship funding in partnership with UNCF

gettyimages'




Example: Employee Flexibility

* Implemented Flexible Working Principles prior to COVID-19
*  Significant technology investments in support of employee flexibility
— Laptops
— Home monitors
— VOIPsystems
— Communication applications (e.g., Zoom, Slack, etc.)

*  Training and information access in support of out-of-office staff
management and experience

* Investments in employee well-being programs
*  Post-COVID expansion of work-from-home

— Over 75 percent of staff choosing to work remotely more than
50 percent of the time

— Revised offices and benefit offerings in support of various
employee work preferences

— Altering traditional office-led employee morale and
connection programs

gettyimages’

Flexible Work Principles

Collaboraticn and Culture

We believe in a work environment and culture that is supporied by interperscnal relationshin
planned and unplanned interactions, knowledge transfer and a shared experience and passi
believe the best way 10 build that trust, collaboration and freedom of ideation is when collea
communicate regularty, write it down, reach cut, and work together to create and reinforce t
culture.

Life-First

Wio believe an employoe cannot b their best if they are unable to address critical persanal
family considerations that can and will rise requiring time away from the office and work
commitrnents.

Individual Flexibility

W believe in offering the flexibiity 1o achieve the best balance given individual circumstanc
& We beli k can best evaluate the rade-offs be
work and life, office and home and individual and team.

Accountable and Respectful

Wi beliove flexibility is bost achirved through consistont performance against commitmants
enabling the commitments of athers. We believe the employee is accountable to reach, com
and record chear expectations with their manager, co-warkers and stakeholders (e.g., custor
partners, team, etc.) regarding work location and avallabdity. We believe that managers are |
accountable to respectfully listen, consider and respond to requests thoughtfully while cons
cross cultural nuances.

Faimess

‘W believe fair application of these principles is fundamental to an inclusive workplace, We i
balieve that faimess does not moan that everyone is treated the same in every circumstance
Elieve in consistent adherence to these and our Leadership Principles and consistent sharg
accountability towards achieving our company goals and outcomes. We beliove that faimest
mean that will b uni y gheen the that they need for flexibility,
10 their situation, , behavior and within their role and that the paral
consideration will be transparent and fairly applied. We believe that all stakeholders must be
considered and that we must respect the fact that there will ahways be individual considerati
influencing decisions.

Global Perspective

W believe that a5 a global company in a digital world we must respect that communicationd
happen 24/7. We believe that our empioyees will use their best judgmentand consistent witl
requirements of their unique roles) to respand if and when critical situations arise sutside of
business hours. We believe that teams and managers must consider stakeholder perspectiv
transparent about expectations.

Health and Safety

W believe in employes health and satety. We balieve these should not be compromised reg
of work location or hours [0.9., leaving the office late at night, commuting in dangercus weal
extended pariods of work or travel, etc.). Wae believe in ensuring the protection of company 1
systems access and assets.




Translating to Business Impact: Employee Engagement

Getty Images Employee Engagement Favorability

Cor
Gle

81.3%
68.9% 70.5% 72.7% 73.3%

— 61.6%

2016 CENSUS 2017 CENSUS 2018 CENSUS 2019 CENSUS 2020 CENSUS 2021 CENSUS

Improvements translate to improved employee productivity aligned to revenue growth and cost efficiency with high levels of retention (2021 Attrition Rat
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Section 4:

Financial Overview
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Financial Highlights
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Highly Durable, Recurring Subscription Base with Strong Retentien Ra;gb“'

4

;
£ P
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Strong Margins and FCF Conversion

Favorable Operating Metrics as Compared to Key Industry Peers an.-d Co"r.hpeﬂa.tors

Resilient, Diversified Business Mix and Flexible Cost Structure Enables Ability to
Navigate Varying Economic Conditions

Sustainable Long-Term Financial Algorithm and Ability to Further De-lever




Summary Financial Overview

Revenue
{$in millions)
% Subscription:
(asx ) (3] (4] (46%)
017 - FY 2022E)
$812
$749
- 267
276
533
FY17A FY18A FY19A FY20A FY21A FY22E
N r""'-\ f""'-\ f'_"'-\ {""'-\ f’“_""-\ {/““-\
B > K 5% A 1% A zx) 5 aon j 5% )

m Creative = Editorial Other

Strong average annual growth despite COVID effect on Editorial

donof non-GAAP measures.
a% of revenue C/

Note: All fig et etn i
mma% lmm-nzzﬁmmymmwni‘;—mze

Revenue less Cost of Revenue
{$ in millions)

$532

FY17E FY18A

FY19A FY20A
% margin

FY21A




Summary Financial Overview (Cont’d)

Adj. EBITDA! Free Cash Flow?
(% in millions) oo {$in millians)
(65.6%) [769%; [(814%), [834%) [84.1%
- -~ - - -
""" 1
$310
33%
FY17A FY18A FY19A FY20A FY21A
Capex®
e f—""'\ r‘_"-\ ’—“"D\ -———
(3643) ($524) (3455 (3449, (3493
FY17A  FY18A  FY19A FY20A FY21A  FY22E CopexMofrevenler = 0L
( N N NI Y '
i 770y Coony Cssny (ss) (%
Note: P iixfor a reconciliation of non -G AAP measures.
 Adj. EBITDA s defined i for non-recurring and certain retil Adj, EBITDHA in based on revenue exduding oermnleurednlodu:m?FYl? F‘f‘ZEE CAGRs based on the midpoint of FY22E

i St range S EA32E A B TOR mavcer S5 mion ! Wbl (BOD.DEO, adriti and aucitand “Free Cash Fl o EBITDA - Recuring Capex, % Convrsion
getty ma, isdefinecias Free Cash Flow/ Adi EBITDA. ncludes e time items of -87 million re Jesf It in 2017, and ~$4 million rel




Growth is Accelerating

Fully Transitioned
to Royalty Free
Creative Model

Full Complement of Introduction of
Subscription Offerings Custom Content

Accelerated New Customer Optimized Sales
Growth Organization

Creative has accelerated from
6% to 15% growth, driven by simplicity of
RF Stillsand growthin Video

Adjusting for COVID impacted products,
Editorial growth has strengthened

Creative Revenue Growth Editorial Revenue Growth Total Company Rev
(C15.3%7)
("11.3% )
P RESSSSS
( 6.0%") | | (,--;\
S ——— I = =S 2 4.8%
(32% ) l I ! Bl
gt i
E— o [
; | | nooc |
3 i
CAGR 2017 - 2019 FY19vs. FY21 CAGR 2017-2019 FY19vs.FY21 i CAGR 2017 - 2019
= Reported Impact of Certain Retired Products = Reported Impact of Excluding COVID Affected Products } Impact of Excluding COVID
} Impact of Excluding Certair
1

e T, ___--___I = Reported
: Impact driven primarily by reduction insportingand | |
1 entertainment events 1

L - Py —— 4

S e e A




Differentiated on Business and Performance

gettyimages shuttersto.ck:

Organic Revenue Growth? 12.3% >

% Subscription Revenue 46% >

Average Revenue
Per Customer? ~$ 1,158 >

Adj. EBITDA Margin® 33.7% >

Premium Editorial
Content Partners 50+ >
Exclusive Contributors 80k+ >

Source: Company Management, Public filings.

Mate: Dhata as of FY'21, unless otherwise noted,
tain reti immpacts and the acquisition of Unsplash; Getty mages’ reported revenue growth was 13.2%; Shutter stock's reported growth was 16.0%, which

LGetty Images’ growth is adj for certain retir
ett images’ induded 5.2% for its Turbosquid and Pich yacquisitions; ¢ Getty Images" i {LTM 12/31) divided by number of purchasing custamers; * Adj. EBITDA is a non-
getty GAAPfinandi dis tefined as public company adjusted for ing and cex tain reti ts. Adj, EBITDA margi exchuding certainretired products. Mlease see appendix

for areconciliation of non-GAAP measure:




Getty Images Excels Across Key Performance Indicators

Total Purchasing Customers?! Total Active Annual Subscribers?
(inthousands} 794
715
59
656 £eo 672 53
45
. - .
FY17A FY18A FY19A FY20A FY21A FY17A FY18A FY19A FY20A
Annual Paid Download Volume LTM Annual Subscriber Revenue Retentio
{in millions} r = 1 ]
lrﬁm | [ covip
l_ i | Impacter
84 83 89 98.7% 101.3% 97.5% =
68
57 . l
FY17A FY18A FY19A FY20A FY21A FY17A FY18A FY19A FY20A
* Based Excludes Latam, Turkey and Israzl,

i “ExdudesBrazil, Latam, Turkey, el and Inciret. Thinkstodk s induded for periods prior to 2019.
getty ma, * Annual subscriber includes custormers on i$todk Annuals, Premivm Access, Editorial Subscription, MMS and Custom Content. Excludes Bra, Latin America, Turkey, indirest and U, Exdudes Thinkstock and RMALC.




Getty Images Excels Across Key Performance Indicators (Cont’

Image Collection Video Collection
{in millions) {in millions)
17
322
12
9 .
FY17A FY19A FY20A FY17A FY18A FY19A FY20¢
Video Attachment Ratel
12.1%
10.3%

) . . l

FY17A FY19A FY20A FY21A

FRITYIMAESS | iamert slabomdac o sl : il




~46%1 of subscription revenue with a global customer success sales team dedicated to maintaining and upsell

1 Consistently strong revenue retention rates across both subscription and non-subscription produci

2

v
5 _ain

’ o ~H

. " >

Accelerating new customer growth driven by efficient and nimble marketing deployment

P.v 7 ,n{ - , b

s

\\\' " F &

3 Stable, high margins with steady and scalable cost base

.. N\maaasy

4 Proven history of navigating periods of economic downturn and mitigating negative revenue impaci
disciplined cost management

gettyimages ‘'eeoffvar - . \ R




- Revenue Growth | \ 5% - 7%+

Revenue Less Cost of Revenue (as % of Revenue) Low 70%’s

|
Adj.EBITDA Growth 8%-11%

“Odd-Even” Year Growth Cycle: $10m - $12m of incremental revenue during even years as growth
is impacted by benefit from US election cycle and sporting events (Olympics, World Cup, etc.)

Additional Potential Upside from Acquisitions and New Products
/ Capabilities Across the Creative Economy (e.g., NFTs, Data)

gett y| ma SES. Maote: Change in NWC isnot material.




Capital Structure and Cash Flow Priorities

Levered Pre-Tax Free Cash Flow?! Target Net Debt / Adj. EBITDA? Priorities for Ci
{$in millions)
$225+
Investment i
\ to Drive
$172 ~2.5x — 3.0x
$117 Investme
Capabilities ar
toDrive Prodi
$76
$47
Opportu
$11 Evaluaf
—
FY17A FY18A FY19A FY20A FY21A ProForma Pro Forma Target
Pro forma? for this transaction, including debt paydown & repricing / T Balance Capi
refinancing, we expect $225mm+ in Levered Pre-Tax FCF, representing Expecttobe \fv't.hm targeticverdgerange and SharetI::'
a~$55mmuplift within 24 months®

* Levered Pre-TaxFree Cash Flowis defined as Adj. EBITDW less capital i interestand other

#Based on proposed on structure, reflecti 331/2022,

* Based on midpointof guidance range for FY 2022E Adj, EBITDA

ima * 4 Pleasesee appendixfor areconciliation of non-CAAP measures. Pr I i ¥ ing on
ges * Assumes afull year of i i er ingto32x.
+ Expect: lang term organic gr i ash flow to pay




©)

Strong
Competitive
Differentiation

Accelerating
Tailwinds inan
Attractive
Industry

©)

Compelling
Entry
Valuation

O)

Significant
Value
Creation
portunity

Investment Highlights

Blue-chip company with scarcity value

Highest quality, exclusive content library, including partnerships with leading media, entertainment ~46% Subscription Revenue!

and sports properties to serve diverse enterprise, SMB, and prosumer customer base AE

Marketplace with strong network effects across content creators and consumers ~69% Exclusive Content Revenue? r

Proprietary search and Al / ML technologies drive superior content platferm < ]
794k+ Total Purchasing Customers® E

Accelerating demand for visual and digital content with significant and growing white space
Digital advertising investment tracks content consumption growth, catalyzed by video $ 12b n+

Rapid acceleration in digital media consumption and proliferation of social media and the Digital Content TAM? Dig
“creator economy” = extensive long-tail opportunity

Attractiveintrinsic valuation

*  Entryat mid-single digit PF FCF yield with mid to high single digit plus organic revenue growth 151(6
and high incremental margins, low capital intensity and substantial upside opportunities CY2022EEV/

- e ot i aidt adi.eerrpac [N

ttractive entry valuation relative to peers offers substantial upsi gettyimages
«  Sxdiscountto peers on an EV / Adj. EBITDA basis
Deep Sponsor experience and expertise in building and scaling data and content driven businesses and will collaboratively ° (
work with management to seamlessly execute on a substantial value creation opportunity
Accelerate revenue growth by executing and capitalizing on opportunities such asincreasing subscription revenue, a /'— e
growing corporate customer segment, and compelling future / existing upsell opportunities (e.g. Video) /
Increased focus on Al/MLanddata-driveninitiatives to drive significantimprovement in customer acquisition & marketing | gettyimage:
ROI, to pursue the cutting edge in image/video tagging, and to optimize search capabilities \
Foundation for future growth through exclusive partnerships, strategic M&A, new product offerings and continued \_ o
international expansion
Significant upside opportunityin NFTs given Getty’s unigue and comprehensive content library (




48 Click to view video
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GAAP vs. Non-GAAP Reconciliation

Fiscal Year,

($inM) 2017A 2018A 2019A 2020A 2021A
Hee Reported Revenue $838 $868 $849 $815 $9
evenue : B
(-) Retired Products ¢ (89) (53) (24) 3) g
Revenue (Excl. Retired Products) $749 $815 $825 $812 $9
Net Income / (Loss), Reported ($109) ($57) ($53) ($37) $1
(+) D&A 212 119 106 99 1
(+) Interest Expense. net 142 142 135 125 1
(+/-) Income Tax Expense / (Benefit) (36) 19 30 10
EBITDA, Reported $208 $223 $218 $197 $3
(+) Equity-Based Compensation 13 10 8 8
Adj. (+) Restructuring Costs 10 17 2 9 .
IBNVEN  (+) Gain on Debt Ext. & Modification Expenses - - 7 " 1 -
(+) Non-Recurring Operating Expenses @ 6 5 1 -
(+/-) FX Gains/Losses and Other Expenses ® (6) (6) 19 59 (
(-) Retired Products (65) (38) (16) ) é
Adj. EBITDA $167 $211 $245 $271 $3
Adj. EBITDA Margin (Excl. Retired Products) 22.3% 25.8% 29.7% 33.3% 33.7
Net Income / (Loss) as % of Revenue, Reported (13.0%) (6.6%) (6.2%) (4.6%) 12.8
* Represents ti istorical and cost of % of revenue for certain retired products (e.g., Rights Managed, Thinkstock, Unatherized Use).
 Nan-recurring expense related to the impai aflang-liver acsets, accretion on leases, legal daimsettlements and income / loss fram equityinvestments.
gettyima%s’ :gt:jlﬂgﬁg}r_l%msmwCﬂtalq.Gir@oﬁf:‘o‘nﬁw:eﬁgeD vt i Interest Income from




Risk Factors

ks speak only as
ntl\af am and will by

ade by you. You
s and warranti

g and repeat customers
customer needs, including d an inabi o license ent owned by third partie

and results of operati

aspects and may inc
ies, including content categories, is inherently ris legal, financial and competitive risk
1hanr_r:e

¢ not continue to grow.
v cantent and allow

t meet our growth uhjr_-t.( v nd s s, which n ac mpe 0 Its of operations.
erruptions that impair ac &5 or the effici 0 e tems could dam
Qur failure to protect the proprietary in |m.1:snnm our custamers and our netwol
We may not be successful in acquir rinte g ne tent and product lin

Risks Relatlng to Personnel

or difficultie

Risks Relat:d to Our Intellectual Property and Conf dential Information
and prospec f F -uruablet r rope and confidenti ation,
v nddistract aur r

gettyimages




d markets in which v i i C r a -COMMErce, co an pact onour bu
reater than anticipated income and transaction tax liabilities that could harm our financial condition and results of operations
1se personally identifiable information and other data, which subjects us to governmental regulation and other legal abligations in many jurisdic relatedto privacy, information ¢
ual or perceived u 0 'y 5 € r by ou V¥ Service tnel uld harm our bus
bject to paym ed ricks i r r I 3 ina "y r i hich could harm our financial condition and results of operations.

odwill or other intangible assets become v
y to obtain additional capitalon y
omtime to time, subject to various litigation, the unfavora f whi i ve a ec ial condition, results o er. nd cash flow.

ons of inve
. A ordin

cipal Hold r may failto meet the continued lis e h ock Exchange { S re: ot be approved for listi
mpany has no current plans to pay dividends for the foreseeable au 1 eceive any return on investment unle ell y a ar reater than that which you paidfor them.
iness combination, securities or industry anal do not publish or cease publishing research or reports about the Campany, its business, or its market, or if they change their recommendations regardin|
adversely, the price and trading volume of the Company's securities could decline.

Risks Related to CC Neuberger Principal Holdings |1 and the Business Combination
The combined campany will incur significs = & r v rele public ich could have an adverse effect on its busin financial condition and results of operatio
=uberger Principal Holdings |1 5 sar ons Bac - Meube cipal Ho cers and directars agreed to vate infavor of the Business Combination, regardless of how CC Neuberger Pri
shareholders vote.
Since the Sponsar r Principal Holdings I1" d ecto
conflict of interest may ex nir propriate as CC Neuber
s directors and ive offi S n nen ation o eted, and that the 5,

wharm may join the Past
ombination bu
Neuberger Principal Holdin Nn npany i igni { i i i e i ination. r or not the Busin bination is completed, th
amount of .
The ability of CC Meuberger P pal Holding ri 5 edempti i : = nding euberge a ings Aordinary sh: uld in
ion waould be un

if at all.
|d ative of future performance of an in nent in CC Meuberger Principal Holdings Il or the Po
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