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Investment Highlights 50+

~45%
Blue-chip company with scarcity value o Premium Partners! +
3 p . k) E X : . ' . ; : : Subscription Revenue! Exclusive Rights Access
Strong ® Highest quality, exclusive comtent library, including partnerships with leading media, entertainment ~70%
Competitive and spors properties 1o serve diverse enterprise, SME, and prosumer customer base Eeclive: Contant, Hevania! BEEE Em B
Differentiation m  Marketplace with strong network effects across content creators and consumers 749k+ Fy Bloomberg
Propriatary search and Al / ML technologies drive superior content platform Total Purchasing Customers! 3] FIFA ©@%
Accelerating m  Accelerating demand for visual and digital content with significantand growing white space
TaiMinds‘In an ® Digital advertising investment Tracks content consumption growth, catalyzed by video $ 1 2bn+ $60b“+
Fl‘l?:lm Rapid am:be{eratlon I_n digital rm_adla cnnsumpﬂoﬂ and proliferation of social media and the “creator Dig ital Content TAMZ2 Digi‘ral Video Ad Spen d3
economy” = extensive long-tail opportunity
®m  Attractive intrinsic valuation
4 —  Entry at mid-single digit PF FCF yield with mid ta high single digit plus organic revenue growth and 20% 221
Com';.lellllng Entry high incremental margins, low capital intensity and substantial upside opportunities CY2022EEV/ 158" - -
aluation : 4 -
®  Arrractive entry valuation relative to peers offers substantial upside P 3
gettyimages  shutterstnck  Brooder Peers®
~  5x-Txdiscount 1o peers onan EV / Adj. EBITDA basis
o ® Deep Sponsor experience and expertise in building and scaling data and content driven businesses
and will collaboratively work with management 10 seamlessly execute on a substantialvalue creation
opportunity
m  Accelerate revenue growth by executing and capitalizing on opportunities such as Increasing
subscription revenue, a growing corporate customer segment, and compelling future/ existing upsell
Significant Value oppartunities (2.g. Video) 3 . .
Creation % gettyimages
Increased focus on AlYML and data-driven initiatives to drive significant improvement in customer
Opportunity acquisition & marketing RO, to pursue the cutting edge in image/video tagging, and to optimize
search capabilities
®m Foundation for future growth through exclusive partnerships, strategic M&A, new product offerings
and continued international expansion

® Significant upside opportunity in NFTs given Getty's unique and comprehensive content library

! Reverwe as of THZ1. Tolal Puchasing Customes for LTM Q23] Exclusfre Conlpnl Revenue e of LTM Q22), Premium Parners as of June 30 2021 7 insighiSkes, Nowember 2020 2020 TAM sximpaleied Based an 37180 TAM
p satimate far 2009, with & 12% growth rote sppbed hased on 19-30 CAGR af 12%. J PubMatic 2020 Globsd Digtal Ad Trends (20200 ¥ Campany flings and FectSet ss of 12/87202). © Broader pesrs inoledes madan of Etsy, GoDsddy, Adabs,
gettjfl.magcs Avid Techmology, Wi, Squarespece, Universal Music Grogn Wamer Mol Group and The Wew York Times. ® Besed oamidpoist of guidance for X008 Agj EBITDA. Please see appends: for & reconciisbion of nom-GAAP messurss. E




Significant Value Creation Opportunity

Attractive Subscription

1’ Business Model

¥ Accelerate recurring growth momentum

v Further penetrate and expand enterprise
subscriptions and unlock significant future
upside

Partnerships, M&A
and NFTs

" Pursue several actionable levers to
achieve further revenue growth
upside (e.g. exclusive partnerships,
strategic M&A, new product
offerings, geographic expansion and
NFTs)

5 Al /ML & Data Analytics

Enhance market leadership position through

continuous growth in content and innovation,

powered by scaled & proprietary data

" Leverage sponsor experience in Al / ML to
enhance data-driven organizational focus

gettyima

gettyimages
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Corporate Customer
Opportunity

" Drive go-to-market strategy to fuel

continued momentum in penetration and
spend across corporate customers

Continue expansion across large
addressable customer white space

3 Video Upsell Opportunity

% v Capture compelling video upsell
potential driven by customer demand

and product innovation

v" Grow high-value video customer base
with substantial remaining headroom
for expansion

4 Superior Marketing ROI

.

Unlock revenue upside from additional high-
ROl marketing investment

¥ Address international white space




Transaction Overview

Emerprl se value of $4.8 billion, 15.2x FVZOZEE Ad] EBITDA based on guidance mldpmm of 331 5 miltlnn‘ 5

sting ) Bire ake and own (with KED) approximately 63% of the pro forma company,
withan addltianal 65m||||nn eanm- c-ut shares ofthe pro forma companyte he issued suhjecﬂo certain vestlng conditions (with one-third vesting at $12.50, one-third vesting at
$15.00 and one-third vesting at $17.50)

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 st $15.00

$225 million PIPE consisting of $100 million fram the CCNB2 sponsar, 550 million from the Getty family, and $75 million from Multiply Group

Transaction expected to close inH1'22

Cash Sources and Uses Pro Forma Valuation and Ownership

(§ in millions)

(Shares and % in millions)

e

Transaction Sources Amount g::;rl;o;)n:n:eshares L S?Ssﬂl.l)
CCMNB2 Cash in Trust® $828 PF Equity Value $3,781
CCNB2 FPA 200 {+) PF Debt $1,119
PIPE Investors 225 (-) PF Cash (100)
Balance Sheet Cash 199 PF Enterprise Value 44,800
Total Sources $1,452 PF EV / 2022E Adj. EB rrm."I g 15.2¢

PF EV / 2022E Revenue® g 5.0x
Transaction Uses Amount PF Met Debt/2022E Adj. EBITDA 3.2
Existing Debt Paydown ; $651 Sponsor (8%)°
KED Preferred Paydown 589 Institutional PIPE (2%) " Existing Getty
Cash 1 Balance Sheet 100 SPAC FPA Investors (5%) Stockholders?
Transaction Expenses 2 112 (63%)
Total Uses $1.452 SPAC Investors (22%)

gettyimages ﬂsclnfl’udeunuusnea’ roflover optians. # nchides 50 millon PIPE sheres refated o 350 million FIPE investment from the Gemy family

Mate: All balance sheetitems reflectes imates for3/31/2022 Andicipaied close inH 122 Assumes no redempions. Sharecount includes 232 3 milion rellgwer shanes {incfuding 158 milion common shares from KED prefarsed
equitization shaes.and rallover vested options on & posterercise bass essuming netexarciseata 510,00 share price and excluding any Getty PIPE shares) 82,8 mallion CONE2 SPAC shares 200 million FPA shares, 225 milion PIPE
shares and 20.6 million CONB2 {excluding any spensar PIPE shares ) founder shares. Sherecount exchedes 63.0millicn salleream-car shares, 5 14 million founder eam-cur shares and 43.0 milion warranms with 8 srrike price of 51750,
Figures donoi reflectimpect from R30S, warmnis, orunvesied ang ru‘u'rmr.:gcrr.cnrcpnm., Includes ~&%mm of public company costs (B0D, DEC, sgdtonal headcountand awditand prafessionalfees). * Assumes no redempiions:
fwnl*ﬁﬂﬂ? TrustAccount * includes SPAC defemed undenwnting fee, andestmated Gotty Images & l‘m‘?“'rm'!so-ctm»o\ﬂ B zed on midpont of guicance range for FY 2022F Reverue and Adj. EBITOA. # Please see appendi for
reconciliafanof nan-GALPmeasu timared vake azof 3/31,/2002 inchraive of fees related o early repayment. 7 includes rallover vesisdoptions on & postexeseize basis, assuming nerexersiss ara 51000 shareprice Does
cludes sponsorshares and 10.0 million PIFE shares refated to 3100 millicn PIFE imve stment from

the CONB2 sponsor, '® Refacts 7.5 million PIPE shares related to 575 million PIPE inve stment from Multply Group







Our Mission:

Our Culture and Values:
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CONTENT
CONSUMERS

200+

Countries & Territories

2.3bn+
Searches / Year
~45%
FY'21E Subseription
Revenue

420k+

New Customers / Year

CONTENT
CREATORS
250+
Content Partners

450k+
Contributors

79k+
Exclusive Contributors

100+
Staff Photographers and
Videographers

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

469mm+ Cloud-Based 400+ Proprietary Data 400+ 18 Languages?
Total Assets Tech Staff Innovation Engine API Intau,]ratu'.lrtsz 24 Currencies

gettyim weg A




erienced@and Proven Management Team
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The Getty Images Business a;,afléﬁgg s

Leading-CDntenl Creator and Marketplace

Trusted long-term
relationships with
enterprise-level customers

Comprehensive product Premium library
offering across the entire underpinned by exclusive
value spectrum content

Search business with built-
in feedback loop

$970mm ~73% R ~32% ~45%

n FY'21E .
FY'21E Revenue FY'21E _ Adi. EBITDA FY'21E Subscription
Revenue

Gross Margin Margin®

~2.3bn+ AN R d6omm+ [N 420k
Searches Per Year [ Revenue Derlv o Total Assets ¢ New Ousmn;ers
Pre-2019 Images® § 8 per Year

16,000+ K8 ~70% 79k+ [ 100E
API Exclusive Content Exclusive Staff Photographers
Integrations? Contributors and Videographers







Company Highlights

1 Vast Demand for Visual Content with Significant Whitespace

Compelling Value Proposition to Clients

Growing Customer Subscription Focus

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

3 Premium Content Offering Across Creative and Editorial

gettyimages




®Overview of Market Opportunity

Global Creative Economy

Global Visual Content Production
$60bn in digital video ad spend projected to grow to $111bn by 2024+
$100bn OTT market expected to reach $194bn in 2025 (14% CAGR)®

Global Digital Content Market
19 to 30 CAGR of 12%?2
16% US Digital Advertising Investment CAGR '20-'243

Global Pre-Shot Image
and Video TAM
$10.6 Billion!

21 10 ‘26 CAGR of ~6-7%"

Compelling Opportunity
Supported by Growing
Corporate Segment and

" Content Creation Economy

) 61%

! Of Small Businesses Investin

Social Media Marketing®

i 74%
Of In-House Creative Teams
were Created in the Last 5
Years’

~47mm
Amateur and ~2mm
Professional Creators®




Media ' Agencies
Movies, television, and online videos Advertising campaigns
Sales m Is & product p Photo gallerles & sets Plitical campaigns
: Company website & confent Articles & bocks Public relations
getty| ma ge S’ | Internal communications Learning & other related content Sponsorship and endorsements
e 3 - '
= SE

#

Creativity and
Innovation

Cost

Efficiency 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

! Denndes percenis




e Comprehensive Product Offering Across the Value

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

f 1 = Preeminent Editorial offering with 50+ premium content partners!, a comprehensive ai
gEtty I rT]ages and a dedicated team of 300+2 X

= Premium Access plans offering frictionless access across all content in one subscripti

Enterprise

= Budget-conscious creative stills and video across basic to premium plans and various credit packs 0
s Customers are primarily self-serve small and medium-sized businesses ("SMBs”) \
» Unigue among competition with extensive exclusive content

Customers

= Expansive free stock photo collections targeted to high-growth prosumers and semi-professional creators

]
[ Unsp[qsh = Significant and geographically diverse site traffic

= Deep APl integrations across ~15,0007 creative services and platforms

Long-tail

Affordable
Offering

Home: Geny Images acquired Unsplash on 4121
' Az of June 30, 2027
. . CAsof Q32021
gettyimages -asofoz 20z




| FE7] .u--."_' : B — = f ) = i :
i_@ﬁgféiusi.ue and Differentiated Content Well-Positioned Adfbssafl Segments
= b y 5 7 RS AL D W >t

A

Creative e Editorial
~66% of Revenue (~43% Annual Subscription) : ~33% of Revenue (~54% Annual Subscription)

i lusive Content With 15 o 1ally Rel Roval 1 Global Scope and Scale Across 160k+2 Mews, Sport and Entertainment Events
e xluslys Contegy Frle,3 Di;mmssg?;me ey . tnnually, 150mm+ Rights Managed Digital Assets and 135mm+2 Archive Images

Active vs, Passive Investmentin Proprietary P Award-Winning
Approach Research through Exclusive Specialists Capabilities
Partnerships .
60+ 10043 300+3

SAARP LEAN IN
Global Creative Team Members =r Staff Photographers and Dedicated Editorial Staff

Work Closely with Exclusive AT oy Videographers
Caontributors i |

50+Premium Content =~ Exclusive Rightsand

Differentiated Content with =~ 75K+ Exclusive Contributors Partners? Access
Disproportionate Returns d Conte: ners . i [
& oo | BN A M s B SO FIFA
~70%1 (3 i uNIvERSAL
- ; R Dacovary e ; ;
Revenue from Exclusive Content @ ”M : OOE @&CBS ﬂ

GIOBO f-2hd e
M’ MBG © UM IVERSAL
4

g e )
'b_esad'mﬁmunkﬁnfre.rw.Eem!iM.L:-h‘rNﬁl 2.3 00 ot add up i




o Growing Customer Subscription Focus
Annual Subscription Revenue’ Complete Range of Subscription Products

£ gettyimages -

~46% Premium Access

s ol - iy g andl et O
- plan.

I
I
I
I
I
I
I
~36% : : -,
~29% ] R
I Wiy -
. | * |
I an
I
] e b e
. - [er et
: iStock.
FY15A FY20A

FY17A Long Term & @&+ @ @ - @+ [E
Run-Rate Basic Premium 5 Premium + Video
EBLEMILAS ETAGEL DNty Al mage Easensan & Soraturel A e s 300 woeoA O SLEROaR & SGnatore
Historically Strong Retention __ ovsncn oo J—
(=) (e ) (w)

o2 g

~102% $29.= $70= $115=

By Revenue TR T Sy

)

o | ! Represenrs annual ubs eription pr A e of sl fuding diseontinued 18
getl:]nmages 2 Based an annualSubscnberretention forl TMIQ321. MWode retention is calculated basedon L TM vs NTM booked revenue. For exampie, L TM 0321 redention represents [ TM Q321 booked revenue va. L TM 0320 booked revenue. 19




o Efficient New Customer Acquisition Powering High-ROI Growth

Significant acceleration in acquisition engine efficiency

~10,000

New customers per

million dollars of 6,000
digital marketing
spend
FY2019° H1i'21
~1.4x

New customer
revenue for every
dollar of digital
marketing spend’

Fr2019* H1'21

Customer acquisition
cost (CAC)?2

~35%

decline

FY2019 H1'21

| Represents new customer revenue divided by digisa/marketing spend far the respective penods
- . T Ousmomer Acquisition Cost (CAC) definedas Torsl Digital Marketing Spend divided by Toml Customers Acquiredin the perisa.
gett]umages # 3079 figures inchide disconbnued products.

Strong brands and
SEO positioning

Data-driven
intelligence powering
optimization

Increased presence
and monetization of
free offerings

Expanded geographic
deployment
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Compelling
Growth
Opportunity

Drive corporate penetration and
higher ARPU

Leverage growing insourcing of
corporate creative work

Penetration of Top 3,000 Global
Corporations 1

5% Customes W/

Revenue >550k p.a.

= Customer w/

Revenue <550k p.a.

= Ma Direct
Relationship

Management

Unlocking
Value

Alignment of sales force and
marketing

Positioned to win new logos and
cross-sell

Customer service focused to drive
customer conversion and loyalty

Custom Content driving high
ARPU

Sales Force
Optimization

Incentive structure to target
corporate customers and cross-sell

Continually improving sales force
efficiency




Capitalizing on Secular Tailwinds in Video

Increased \lideo Demand and Cross
Promotion on Website Experiences i put gy YR

Expanded Sales Emphasis Across e T -
Production Segment

Continued Investment In...

¥ Image Partners
¥ Owned Editorial
¥ User Generated Content

Attractive Customer Trends...
~20%

¥ Higher Consumption

¥ Higher Spend Patterns ~7%

v Quality of Underlying Customer
Profile

gettyimages

iStock.

gettyimages wow: video penetmtiondate as of 02 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’

iStock Video Editor and Premium
| PlusVideo subscriptionintroducedin

£ 2021 to meet growing video demand e

‘re

E, - el = -
" By s

it 'r"':tﬁl.'--* BT ke ’
Rl Y TS F T, e
=, L 2014

K L ’
'....{': mﬁ:?;‘;::: t\I::ii?‘i:suts:? dﬁ?usrpc::::e % Mix of Existing Customer Growers/Decliners After First Video Purchase
,':‘."'1 ;'- @'
AT TR T ’\’f' L
2 ;_‘ St ‘I.__': ,“ ’ .,". o '<:;.. o t %
i PG| B ol
N
First purchase video customers Y
increasingly grow spendin
subsequent year
k) = Flat f Decliners = Growers 1

2L i PR 7 ORI YR

gettyimages 'n the % implied growt b LTt and NTM spend for yearly first purchase vides cohorts: » 24




Attractive Marketing ROl Unlocks Significant Growth Potential

Marketing Spend as % of Total Revenue’

Potential epportunity

g . Additional 1% of marketing spend as a percentage of

revenue drives estimated ~$60mm? of new revenue, or
~7%? incremental growth

~3x greater average
revenue per customer
(e, ~5356 for S5TK)

+4% higher TH'21
Adj. EBITDA margin*
(5. ~20% for S5TK)

HIGH VALUE CUSTOMERS...

..COMBINED WITH HIGHLY PROFITABLE
REVENUE FLOW-THROUGH...

..PROVIDE FOR SIGNIFICANT VALUATION UPSIDE

gettyimages shutterstuck

Highly attractive upside for Getty Images at the “turn of a dial” driven by compelling unit economics

Source: Company fillngs and company infomation.
! Bosed o 2020 finoncials.
2 [ffus tragive revenu cppariunily based on uniteconomics of TH2T CAC of ~$105 and 685 average revenus parcusiomen in paar 3 baced on cohors for FY 2015 - FY 2018
N . Frifusmative revenve growth figune shown baged on an addvtional 1% of incrementsl marketing spend va. LTM THZ1 revenue haze.
gett]rlmage-s 4 Please seeappend for a reconcibation of non-GAAP measures. 25




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

_____________ North America:
36%

$237mm

-
North ¥
America:
54%
$437mm




Unsplash M&A Case Study

Unsplash is an established platform with scaled global traffic and API platform integrations

Entarprise

Extensive content catalogue targeting the

gett)'! mages long tail consumer

Monetize traffic through advertising

iStOCk_ - Expedite monetization through affiliate

by Gelly Images integration with iStock and free site API
integrations

Launch Unsplash-branded nano-priced
subscription

Long-tail consumers '
=
[ =] Unsplush Leverage attractive geographic mix

~ . Mo Dars for Unsplash az of 02 2021, unless otherisenoeed.
gettyimages ' mMarkess include S, Canada, LK, WesternEurope Austalis, Jepan, Ching,




M&A Partnership

gettyimag

Expand Content and Rights

PRESIDENT TRUMP BPEACHED -

T I T T s

Ability to leverage platform to
efficiently execute content
partnerships and acquisitions within
core market segments

Market and Geographic
Expansion

Ahility to leverage brand, content

and customer base to execute
acquisitions in adjacent markets

Data & Analytics New Products and Capabilities
(@.g., NFTs, otc.)

Getty Images is Technology and X i ;
Data-Driven 3 e
. T 1 Skor

Scaled content sources

Proprietary data driving search
capabilities

Rich metadata, Al and computer
vision capabilities

—. Leverage Sponsor’s experience in

data, analytics and insights

<% E20PEN

Owner of scaled usage data with ability to ' e
provide customer insights and drive new value !}wner of broad copyr '_gh“ 2
Owner of structured metadata and owned / Ll:::'[é:;c:;al ]‘.'Togper;{lw a'::lchwn alnd

i = » g Verage a axi II'Ig PE!' ners
exclusive image ILbrarytocren.te unique Al / EFRARE friantial NFT opportanity

ML/ computer vision opportunity

s




Financial Overview




Financial Highlights

1 Highly Durable, Recurring Subscription Base with Strong Retentiogﬂibg

y

3
4
5

Strong Margins and FCF Conversion

Favorable Operating Metrics as Compared to Key Industry Peersa':r_g
Competitors - :

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 . Gross Profit

(% in millions) {8 in millions)
% Subscription:

$706
$688

$661

72.6% 72.0%

FY18A
% margin

Editorial  Other

% Growth: (L] 9% L 1% L (1%) ) 112%‘

u Creative

ﬂ.ﬁmnmﬁmdm&lesesuappeﬂdwfmnrmn'ﬁamqoimﬂ.upmsums
am'Fl’znl 7= FY 2022 Revenue and Gross Profit CAGRs basedon the midpoint of FY 2022€ guidance range. -ﬂ;q

=




Summary Financial Overview (Cont'd)

Adj. EBITDA'

FY17A FY18A FY19A FY20A FYZ21E
argin

Free Cash Flow*
(% in millions)

% Conversion™

65.6% 76.9% 81.2% 83.3% 82.2% 82.5%
2

5264

FY17A FY1BA FY19A FY20A FY21E FY22E

Capex®

DD ODDOODDD

Capex % of revenue”




Growth is Accelerating

Accelerated New
Customer Growth

Optimized Sales
Organization

Creative has accelerated from
% to 15% growth, driven by simplicity of
RF Stills and growth in Video

CAGR 2017 - 2019
u Reported

YTD Q3'19vs. YTD Q321

= impact of Excluding Discontinued Products

! % growth excludingdizeontinued products.
2 % growth excluding COVID impacted producrs.

gett]fimages' * % growth excludingdiscontinued products and COVIDimpact

Fully Transitioned to
Royalty Free Creative
Model

Adjusting for COVID impacted products,
Editorial growth has strengthened

Editorial Revenue Growth

CAGR 2017 - 2019 ¥TD Q319vs. YTD Q321

= Reported = Impact of Excluding COVID Affected Products
|mmmmmmmmmm e
|Impact driven primarily by reduction in
| sporting and entertainment events
I

Full Complement of
Subscription Offerings

Eliminated Go-forward
Drag from
Discontinued / Legacy
Products

Introduction of
Custom Content

Overall company growth has
tripled

Total Company Revenue Grawth

CAGR 2017 - 2019

¥TD O3719vs ¥YTD 0321

Impact of Excluding COVID Affected Products
®Impact of Excluding Discontinued Products
m Reported




Differentiated on Business and Performance

gettyimages shutterste.ck

Orga;::}:t?;enue 1 4.2% S

e 45% >
Average Revenue

Per Customer? ~$1 '1 17 >

Adj. EBITDA Margin? 33% >
Premium Content

Partners S0+ >

Exclusive
Contributors 79k+ =

o

adfuszted for nan-merring and discontinued irsme. Ad]. EBITDA mear .Jun'.ldsedo 1 revenue et hrding discontinued products. Ple:i se e appendiv for 8

gettyimages recancllaten of non-GAAP measures,




Getty Images Excels Across Key Performance Indicators

Total Purchasing Customers’

FY18A FY19A FY204A

Annual Paid Download Volume

FY18A FY19A

Total Active Annual Subscribers?

{ i thousonds)

LTM Q321A FY17A FY18A FY19A FY20A

LTM Annual Subscriber Revenue Retention Rate?

COoviD
Impacted

87

FY19A

LTM Q32"



Getty Images Excels Across Key Performance Indicators (Cont'd)

Video Collection

Image Collection

{in milliong) {in milliong)

] I I

FY20A LTM Q3214 FY19A LTM Q3'21A

19

322 362

Video Attachment Rate!




T
. '} ‘

~45%1 of subscription revenue with a global customer success sales team dedicated to maintaining
and upselling renewals

tly strong revenue retention rates across both subscription and non-subscription products
.--_ =~

e

-~

igh gross T\Hrglri"q“vtlﬂ'l M‘gm&g;ﬁble cost base
N A 7

S,

\‘ 0 h

gettyimages rasoftizn
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Getty Images has a Long-Term Financial Algorithm to Drive Value

Long-Term Organic Growth Model

ey -

-

Adj. Gross Profit Margin

Adj. EBITDA Growth
Adj. EBITDA Margin

Capex as a % of Revenue

“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)

Mate: Change in NWE Is mot marerial




Capital Structure and Cash Flow Priorities

Levered Pre-Tax Free Cash Flow' Target Net Debt / Adj. EBITDA* Priorities for Cash Flow Spend

(% in millions)
$200+ Investment in Marketing to Drive
~3x"? . Growth
$151 ~2.5% = 3.0x
Investmentin Data Capabilities and
5117 Technology to Drive Product
Innovation
$47
Opportunistically Evaluate M&A
$I1
FY17A FY18A FY19A FY20A FY21E Pro Pro Forma Target
Forma
Balance Capital Structure and
5
pm;:i'::dg ﬂfﬁ:::?n?:;tiﬂg;;?:ﬁ:wn Expect to be within target leverage range Shareholder Return
Levered Pre-Tax FCF, representing a ~§55mm uplift R

-

'|e\‘e'-aP'\e Taxn" rew Cash Flow is defined as Adf E'Pl".llf. lass capitel expendliures, interesfand other adiustments.

e ¢ cr:u' for FY 201 e.-'q-
r N ..-.-Pr'.¢.-' IS, f—‘»— formanetleverage ratio may vary deperdngon redemyaion levels and cash ovailabdny.

N = A e .we
gettyimages Em'.a..cf tasef:ﬂlc*om'm' panic growth mode] using excesscash fow o pey down debt
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Getty Images is positioned at the intersection of the creative and information economies
Editorial (~33%")

W'L“"‘
T Creative (~66%")
e ALl ei | AR : ; Information

Creative Economy Economy

=
=
=
]
[
]
a
=
=}
(&

Valuation §
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Q3 at a Glance

(% in millions)
R_ 7.6% =" » 32021 was the largest reported revenue quarter in Getty
e Images' history
i ol 206 = Revenues grew across all geographies and products
» % subscription increased to 46.6%
[sERL] Q520 Q3'n
% YoV growth 1.5% 12.7% % Growthvs 03'19
% subiscription 457% 26.0% 46.6% oy SOV
Adj. EBITDA = Delta between revenue and EBITDA growth driven by:
— -
{2 1 milicre) cacR 13-3“’_"_5 =5 - Challenging year-on-year comparison givenreduced cost
L structure as the company navigated COVID in 2020 (Q3 2020
o included salary reductions and bonus elimination actions
which were reversed in Q4 2020)
- Higher projected bonus / commissions payoutin 2021 due
to strong financial performance
Q30 321
% YoV growth 251% 43% % Growthvs 0319
% margin 30.5% 36.9% 33.8% tmz-gg:m:

~ Spuree: Campany filings Revenwe figures exclude discontinued produets Ady. EBITDA is a non-GAAP finandal measwe andis defined as public comparny adfusted fornon-reauring and dissontinesd items Adj FBITDA margin
gett}umagc S bazed on revenue exciuding discominued products. Please see appendicfior s reconciiation of nen-GAAP measumes.




Strong Growth in Creative & Editorial

Creative 63% of Revenue

(% in millions)
CAGR. a.u% | i
a3 'zL
% YoV growth T6% 8%

RN e —
. % Growthve 0319
% subscription 42.6% 42.2% 42.9% N {ore-CoviD):
16.5%

Editorial 35% of Revenue

(% in millionz)
g.o.GR: 68% ___——
575 — )
T p—
a3'1e Q320
% Yo growth (7.5%)
% subscrption 49.9% S3.8%

Seurce: Company filings Note Al figures are adiusted and exelude aiseontinued produess. Videa revenue embedded
getty mages .Jrcu"bo[h Greanve ang Edoarial, EJtJud('sEhfe' revenue (84 2mm]




Getty Images' YoY Revenue Growth Outpaced SSTK's for Sep’21 YTD

Getty Images

0.6% 14.9%

Discontinued
Impact

(0.7)% I

Total Rights Managed
Reparted Growth

Mormalized Reported
Growth

Acquisition

Total Organic Growth

16.9%
12.6%
2%
Total Acguisitions Total Organic Growth

Reported Growth

~ . Mo Nosmalired Yo Growth Geny Images’gronth is adiusted for COVIDand diseontnued produe rimpaces; Aequis iions inelude PieMeckey and Turbosquid for Shimerstoek and Unspfash for Gemy Images. Shumerstock repaned
gett}rlmages the combined impactin shedr G321 100, Figures may nod sdd up te teials doe to rounding.
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lllustrative Benchmarking Analysis

SMB Marketphices

gettyimages 5&';!“? Etsy @oooeddy fiverr., Upwork

Information
Economy

AV WIX S

CYZ2021E - CY2022E Revenue growth
Median: 22.1%  256% 24.9%

19.4% 0 205%  193% _—
1535 e : = - _—
6.3% 8.3% 10.7% I I 8.9% 9.5% 14% =
mm BN 3 - - *%

Median: 17.3%

CY2021E - CY2022E Adj. EBITDA Growth

Median: 18.3%

16.7% TRk

g%t 10.7% .
e = F—

Median: 16.6% Median: 13.8%

”‘6%_ B .G 135%  141% oo




lllustrative Benchmarking Analysis (Cont'd)

-

Creative Economy Information

SMB Marketplaces 3 - Economy

gettyimages MU0 Etsy @oeoosn  fivem.  Uowork  Fladore AVID WX s

{$inbillions) sa.g' §4.1 $35.1 §15.4 85.4 §5.1 $313.5 1.7 $9.0 §5.2 E
EV/CY2022E Revenue
i 17.0x "
Median: 10.5x 14.5% Median: 5.7x Median: 4.6x

12.8x

R et 5.8% |
5.0x 4.9x o . - By — 5 24 — Ax 3.1x
[ HE =

Median: 30.2x Median: 36.7x  040% Median: 21.3x




GAAP vs. Non-GAAP Reconciliation
[ Historical |

Fiscal Year, Fiscal Year,

(5 in millions) 2017A 2018A 2019A 2020A 2021E 2022E

[ — Revenus, Reported 5838 5868 5846 5814 5910 $955-5980
{-) Discontinued Products’ (89) (53) (24) 3 (0) -
Revenue (Excl Discontinued Products) 5749 5815 $823 $810 $910 $955-5980
Gross Profit, Reported 8597 $621 $601 §588 8661 $688-3706
(-) Discontinued Products’ (65) (38) (18) @) ] -
Gross Profit (Excl. Discontinued Products) §532 5583 4585 5586 $661 S688-S706
% Revenue (Excl Discontinued Products) 71.0% 71.6% 71.1% 72.3% 726% 72.0%
Net Income /(Loss), Reported (8109) (857) (851) (539)
(+)D&A 212 119 106 a9
(+) Interest Expense, net 142 142 135 125
(+/) Income Tax Expense / (Benefit) (36) 19 26 10
EBITDA, Reported $208 5223 217 $195
(+) Equity-Based C ompensation 13 10 8 8
(+) Restructuring Costs 10 17 7 9
(#) Gain on Debt Ext & Modification Expenses - - 7 1
{+) Non-Recurring Operating Expenses” 6 5 1 0
(+/) FX Gains/Losses and Other Expenses’ (8) (6) 19 59
{-) Discontinued Products’ (65) (38) (16) )
Adj. EBITDA’ $167 $21 $243 $269 $292  $310-$320
% Revenue (Excl Discontinued Products) 22.3% 25.8% 29.5% 33.2% 327% 32-34%

! Represents the removel of the histonical revenue and grass margin fordiscontinued products (& g, Rights Managed Thinkstock, Unasuthorized Use]
Nm recuring expense relaed 1o the impainmentof fong-Fred asess acererion on leases legal claim semdemenes and income /loss from eguily inves mmants.
meludes Gain/dlos seeon FX Curency GainLesses on FY of Hedge Derivanves and interestincame from inves mments.
gett}umagns L FrzazzEAd. EBITOA includes ~ 33mmof public company cosizinciuging 800, D&, additonal eadeouwnt and avditand professionsl fees.




GAAP vs. Non-GAAP Reconciliation (Cont’d)

Gross
Profit

gettyimages

($ in mm) Q3 2019 Q32020 Q3 2021
Revenue, Reported 5209 8207 5235
{-) Discontinued Products ' (7) (1) (0)
Revenue (Excl. Discontinued Products) $203 $206 $235
Gross Profit, Reported 5148 3151 8172
() Discontinued Products ' (4) (1) 0
Gross Profit (Excl. Discontinued Products) $144 $150 $172
% Revenue (Excl Discontinued Products) 71.0% 72.8% 73.3%
Met Income / (Loss), Reported (518) (517) 31
(+) D&RA 26 25 25
(+) Interest Expense, net 35 31 31
(+/) Income Tax Expense /(Benefif) 34 15 8
EBITD A, Reported 877 §54 596
(+) Equity-Based Compensation 2 2 2
(+) Restructuring Costs 2 1 (0)
(+) Gain on Debt Ext. & Modification Expenses -
{+) Non-Recurring Operating Expenses 1 (0) 0
(+#) FX Gains/Losses and Other Expenses ° n 20 (18)
() Discontinued Products ' (4) (m 0
Adj. EBITDA $62 $76 $79
% Revenue (Excl Discontinued Products) 30.5% 36.9% 33.8%

! Represents the removalof the historicel revenre and gross margin fordiscontnued products 2.9, Rights managed, Thinkstock and Lineuthorized Use)
2 Nos-recurming expense refaed o the impainment of fong-Fred asess acerstion on leases legal claim semlemenes and incame /loss from eguily inves mmants.
# Ingluges Gain/Losses on FX Cumency, Gain/Losses on FY of Hedge Derivatives, and Inierest Income from Invesimenis.
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Environmental

« Carbon efficient customer
E solution through reduced travel
i and in-market resources

+ Investmentin sustained
J environmental coverage across
¥ climate, wildfires,
r | deforestation, species impacts
‘ and corresponding political and

social impacts

Social

- Produce and provide authentic
‘ visuals that represent diversity
of thought, background and
perspective

content of under-represented
communities, such as through
the HBCU preservation project

< Investments to combat
algorithmic bias

|

Governance

Leadership team with a
combined nearly 300 years
experience and >150+ years of
tenure at Getty Images

Frequent, strict reporting
requirements due to existing
debt securities




Risks Related to the COVID-19 Pandemic
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