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SLIDE 2
Welcome, I'm Michael Carew, Freshtel Holdings CEO, thanks for joining us.

2006 has been a big year for Freshtel Holdings. We signed two major international partners —
TESCO and Binatone and also launched our services with those partners in the UK market.

Our business model has been further enhanced with both wholesale and retail strategies. Our
core business model has been the whitelabel service supplemented by the Freshtel retail
offering. We have successfully launched this model in the UK and are aiming to replicate it in
the Australian market.

Much of our effort in 2006 was around the deployment of our UK network and service, both in
conjunction with TESCO and Freshtel retail. This investment strategy is starting to pay off, with
good momentum in subscriber growth over the last few months especially.

As we had always expected 2006 was a year of establishing initial partnerships and investing in
our business and infrastructure. We have invested not only in the establishment of our
partnerships and the deployment of our networks but also in ongoing R&D and our corporate
platform. Rapid growth dictates the need for robust platforms, processes and systems and our
investment in 2006 ensures we are well placed to capitalize on future growth opportunities.

We have taken significant steps in 2006 in the validation of our unique global business model.

SLIDE 3

Turning to slide 3, the first of our major international partners is UK retailer, TESCO. We signed
an agreement with TESCO in December 2005 to provide a white label internet telephony
solution and launched the service in the March quarter 2006 — an amazingly short timeframe in
which to launch a fully operational end to end telephony network on the other side of the world.
It has been an amazing achievement by our teams both here in Australia and the UK.

The service is branded TESCO and sold through TESCO retail outlets. Just to recap the
revenue streams to Freshtel — we are paid a per user licence fee, we earn a royalty on each
handset sold and we also share in call revenue that is to traditional fixed and mobile phones.

The subscriber take up per store has been pleasing to date for both Freshtel and TESCO.

The rollout to the TESCO stores is a phased rollout. It's fair to say that this has been a cautious
rollout with the first product released to over 380 of TESCO'’s flagship stores. TESCO has
decided to fully establish the service in these major stores before rolling out to the wider store
network which will progress during the year.

The TESCO service was launched with one product — a USB phone, which is an entry level
product, pre-configured to the Freshtel network.
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TESCO decided to launch with a simple product which plugs into the computer and needs the
computer turned on to operate and is limited by this fact. The launch of cordless and computer
off products, such as the Internet telephone adaptor is expected to lead to a substantial
increase in subscriber growth. The internet telephone adaptor is a device which allows you to
connect your existing telephone to the internet and use it as an internet telephone. You can
make calls over the internet to standard lines and also mobile phones. The migration of
customers from computer on to computer off products is mapped out over the course of the next
year.

TESCO launched a mass market media campaign on schedule in July 2006 which has been
very successful in terms of customer response and conversion to sales. TESCO’s commitment
to the launch was highlighted by their largest ever Telecoms campaign including their first 40
second TV ad. In summary, the TESCO service has been successfully launched and will be
escalated quite aggressively from here.

It was very pleasing for us to see TESCO's confidence and excitement about our product
reflected in the equity investment they made in Freshtel in December 2006. We issued 9.5
million shares to TESCO, raising AUD3.7 million.

SLIDE 4

Turning to slide 4 — our second major partnership established during the year was with
Binatone, the second largest DECT handset manufacturer in the world, with a particularly strong
market share in the UK and across Europe.

The initial focus of our agreement with Binatone during 2006 was related to manufacturing.
Binatone worked with Freshtel to co-develop and manufacture hardware for Freshtel and our
partners. Freshtel receive a royalty from these sales. This approach is consistent with our
strategy — we apply our core skills of network development and deployment and bring global
leaders as partners in other areas. This allows us to focus our capital and our attention on our
core competencies.

The combination of Freshtel's electronics design and Binatone’s experience in telephony
handset manufacturing and development is proving to be invaluable. The relationship is
progressing very well.

The third component of the agreement was the potential to partner with Binatone and its
existing network of retailers. We have started to realize this potential with the launch of an
additional Freshtel retail service in the UK. We have launched initially with Argos, the largest
retailer of telecommunications equipment in the UK. The Binatone branded handsets (a brand
well known to UK consumers) sold in Argos, are all pre-configured to the Freshtel retail network.
By capitalising on the strength of the Binatone brand, Freshtel has established a retail presence
in major UK retailers without the need for marketing spend

SLIDE 5

As you will see on slide 5, this approach has been a major development in our strategy and
business model during 2006 — the recognition of having both retail and wholesale distribution
channels into a market.

The core channel is a white label partner as discussed, and in the UK market our white label
partner is TESCO. While TESCO captures approximately 1 in every 3-4 pounds spent on retail
in the UK market, there are opportunities outside of TESCO to more fully saturate the market.
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To maximise market saturation, we supply a retail Freshtel Internet Telephony service to other
major retailers around TESCO. This creates value not only for Freshtel but also for TESCO and
its customers. It is almost counter-intuitive that the launch of another service is valuable to our
partners. However, for partners, the wider the network the better the value proposition for their
customers. Remember that calls between all Freshtel customers whether TESCO, Argos or
Freshtel UK and Australia are direct and free of call charges. Increasing the number of
customers who can make free calls across the Voicedot network makes the Voicedot network
more appealing. Freshtel generates license revenue from our partners regardless of whether
they make free calls or calls to fixed line or mobile phones.

In the Australian market we aim to replicate this dual distribution model that is operating in the
UK. In July 2006 we signed an agreement with NARTA in Australia to facilitate the Freshtel
retail service and already we have product in over 200 retail outlets. We continue to work, to
develop a white label service in Australia and believe we have made significant progress in this
area.

SLIDE 6
Turning now to slide 6, the increased reach of our network has been an important focus for us
during the year. All customers both wholesale and retail utilize our Voicedot network. We
rebranded the network during the year and you will hear us talk more about Voicedot going
forward.

We will be working with our partners to build a global community, facilitating cross promotion,
new opportunities and creating economies of scale as we increase the number of our white
label partners globally.

Partners and potential partners understand the benefits of a single, global Voicedot network.
The best way | can explain it is to say “The bigger it gets — the bigger it gets”. What | mean by
this - as each partner grows their own business, that creates incremental value for all partners
across the network.

Technically we have built a very robust network, with substantial capacity for growth.

SLIDE 7
As the graph on Slide 7 illustrates, we are seeing momentum build in subscriber growth. In the
last 3 months (to the end of August), we have added 47,000 subscribers to our network, but it
has been particularly pleasing to see more than 15% growth in subscriber numbers in the last 3
months.

The large existing base of Freshtel users was, as with most internet telephony networks, free
call users to a large degree. This subscriber base has contributed enormously to our proof of
concept — the technology is world class and consumer demand is high.

However we are now adding higher quality paying customers to the network as we migrate our
service to a mass market offering. Of all new customers to the Voicedot network in the last 3
months, over 88% are revenue generating customers.

So not only are we seeing substantial growth in the number of subscribers, we are also seeing a
significant increase in the financial value of the average customer.

SLIDE 8
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It is interesting to put Freshtel in context and compare our subscriber growth rates to some
other major VOIP providers.

As you can see, the 15% growth in the number of subscribers on the Voicedot Network in the
last 3 months is on par or greater than many industry leaders.

Furthermore, Freshtel's current growth rates are generated from existing wholesale contracts
and Freshtel retail in Australia and the UK. Any additional white label agreements should
substantially increase that growth rate.

These growth rates are validating our business model of utilizing our clients’ strengths — their
brands, large existing customer bases and good distribution to acquire customers for the
Voicedot network. This keeps our customer acquisition costs well below industry norms. For
example we have spent a total of $10.7 million since inception in 2003. This is in stark contrast
to the $120 million marketing spend by Vonage in the last quarter alone.

SLIDE 9
As you can see we have made enormous progress in 2006. Slide 9 highlights the huge amount
of development work and investment that has supported the step change in our business.

There have been 4 main areas of investment during 2006. It is essential to keep in mind that
we have progressed from a company that was establishing its business models in 2005 to one
which has launched a telephony network in 2006. We are partnering with one of the world’'s
largest retailers and offering our services to the UK mass market (a market of over 60 million
people). We have also launched a secondary Retail service to fully saturate the UK market.

The first area of investment was in establishing our partnerships both in Australia and overseas
— establishing the protocols, the working relationships and the infrastructure to deal with large
multinational groups.

The second major area of spend was in R&D. Contributing to our partners decision to choose
Freshtel over some of the other well known global technology leaders was their belief that our
offering was superior. To remain the best we must continue to invest in the ongoing
development of our service. To that end we decided to bring all of our R&D in house during the
year with the acquisition of the R&D capabilities of Teragen International.

The R&D investment ranges from ensuring we have the network deployment capabilities for
ongoing product innovation, in the creation of this fast moving technology. This type of
development work is at the heart of our core skill base and has helped to deliver the first mover
advantage that we have.

To exploit that first mover advantage we must have the internal processes and systems in place
to manage our growth. In 2006 we continued to build the framework internally as we work
towards ISO 9001 compliance. We strengthened the management team with a number of key
hires which enabled a more rigorous planning and analysis function to be established — all
reflecting the transition to the next stage of our development.

The final major component of our investment was the development of our partner service
capability. Our ability to deliver a superior service to our partners and their customers will be a
key driver of our future growth.

SLIDE 10
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Turning to slide 10 there are a number of levers which will see strong growth in subscriber
numbers and revenue into 2007 and beyond.

The first which we have touched on is the momentum building in the UK. The TESCO service is
being progressively rolled out and we expect that ongoing rollout coupled with the Freshtel retail
development will continue to position us well in the UK market.

We have already launched with Argos in the UK and expect agreements to be finalized with a
number of additional retailers before year end.

In Australia our recent agreement with NARTA has seen our product ordered by a number of
retailers already including Clive Peeters, David Jones and JB HiFi. We are also now stocked in
Officeworks stores around the country.

A key driver of not only subscriber growth but also average spend per subscriber, will be the
launch of our cordless and computer off products. These should increase the use of our
product quite significantly, with the migration from “computer products” to “telephone products”.
This is of particular importance in the UK where customers have a geographic number and can
receive calls from all services, not just other internet phone users.

Having established the white label and retail combination in the UK we are focused on
extending the dual wholesale / retail model into the Australian market. We are continuing to
work towards that goal.

We are also seeking to roll out our model to other markets, with Europe our region of most
interest currently. We are in early stages of exploratory discussions in a couple of European
markets.

We are confident that our product, our model and our partners will deliver strong growth. We
have worked very hard in 2006 to put the building blocks in place and are pleased to see the
momentum building in our subscriber base.

SLIDE 11

Turning to slide 11. Looking at our finance results for the year, the increase in our operating cost
base reflects the development work | have outlined. The bulk of our expenditure is expensed,
so the value we have created in not reflected in our balance sheet.

To date we have spend $10.7 million to deliver a fully operational internet telephony network
both here and in the UK. We have relationships with two world class partners and launched
both wholesale and retail distribution platforms. We believe we are very well positioned to
capitalise on that investment in the year to come.

Thank you for your time today.
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About Freshtel Holdings

Freshtel Holdings Limited (ASX:FRE) is an Australian internet telephone technology company
that develops and markets VolP telephony products and services. Freshtel Holdings Limited
offers end-to-end white label VoIP solutions to wholesale customers globally through its wholly
owned subsidiaries, Voicedot Networks and Virbiage and has a direct-to-market retail channel
through www.freshtel.net

Investor Relations & Media enquiries:

Peter Warner Adam Theobald
Director / Corporate Affairs BDM / Corporate Affairs
Freshtel Holdings Freshtel Holdings

Ph: (02) 8669 9600 Ph: (02) 8669 9600

E: peter.warner@freshtelholdings.com E: adam.theobald @freshtelholdings.com




