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Forward-looking statements and other information 
This presentation contains forward-looking statements within the meaning of the Private Securities Litigation Reform Act of 1995 about the Company and its industry that involve substantial risks and 
uncertainties. All statements other than statements of historical facts contained in this presentation, including statements regarding the Company’s future results of operations or financial condition, business 
strategy and plans and objectives of management for future operations, are forward-looking statements. In some cases, you can identify forward-looking statements because they contain words such as 
“anticipate,” “believe,” “contemplate,” “continue,” “could,” “estimate,” “expect,” “intend,” “may,” “plan,” “potential,” “predict,” “project,” “should,” “target,” “will” or “would” or the negative of these words or other 
similar terms or expressions. Such forward-looking statements are subject to various risks and uncertainties. Accordingly, there are, or will be, important factors that could cause actual outcomes or results to 
differ materially from those indicated in these statements. Moreover, new risks and uncertainties emerge from time to time, and it is not possible for the Company to predict all risks and uncertainties that could 
have an impact on the forward- looking statements contained in this presentation. The results, events and circumstances reflected in the forward-looking statements made herein may not be achieved or occur, 
and actual results, events or circumstances could differ materially from those described in the forward-looking statements. Given these risks and uncertainties, you are cautioned not to place undue reliance on 
such forward-looking statements.

All information contained herein speaks only as of the date of this presentation, except where information is stated to be presented as of a specific date. The Company undertakes no duty to update or revise the 
information contained herein, publicly or otherwise, including any forward-looking statements.

Information regarding market data presented herein has been obtained from internal sources, market research, publicly available information, and industry publications. Estimates are inherently uncertain, involve 
risks and uncertainties and are subject to change based on various factors. While the Company believes that these sources and estimates are reliable as of the date hereof, it has not independently verified them 
and cannot guarantee their accuracy or completeness.

Non-GAAP financial measures 
This presentation includes Adjusted EBITDA, Contribution, and Contribution Margin, which are non-GAAP financial measures. Definitions for Adjusted EBITDA, Contribution, and Contribution Margin are included 
in the Appendix to this presentation. We also present Transaction Value, which is an operating metric not presented in accordance with GAAP.

Reconciliations of Adjusted EBITDA to net income, the most directly comparable GAAP financial measure, are included in the Appendix to this presentation. Reconciliations of Contribution and Contribution 
Margin to revenue, are also included in the Appendix to this presentation. We present Transaction Value, Adjusted EBITDA, Contribution, and Contribution Margin because they are used extensively by our 
management and board of directors to manage our operating performance, including evaluating our operational performance against budget and assessing our overall operating efficiency and operating leverage. 
Accordingly, the Company believes that Transaction Value, Adjusted EBITDA, Contribution, and Contribution Margin provide useful information to investors and others in understanding and evaluating its 
operating results in the same manner as its management team and board of directors. Each of Transaction Value, Adjusted EBITDA, Contribution, and Contribution Margin has limitations as a financial measure 
and you should not consider any of them in isolation or as a substitute for analysis of our results as reported under GAAP.

Trademarks 
The trademarks included herein are the property of the owners thereof and are used for reference purposes only. Such use should not be construed as an endorsement of the products or services of the 
Company. 



Our mission

Drive efficient, scalable customer acquisition for insurance carriers and 
distributors, using technology and data science
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Average monthly 
searches

Transaction 
Value over the 
last two years

$1.5B+

32M+

Transaction 
Value

YoY growth

Consumer 
referrals 
monthly

50%

7M+

Insurance 
Transaction 
Value from 

existing partners

95%

Number of 
employees

125

Note: Data as of March 31, 2021. Transaction Value represents total gross dollars transacted by our partners
on our platform. Transaction Value YoY growth for the LTM period ended March 31, 2021.

at a glance

n One of the insurance industry’s largest 
customer acquisition platforms

n Trusted partner to insurance carriers as they 
transition to digital direct-to-consumer 
marketing

n Platform where buyers acquire high-intent 
customers efficiently and at scale; sellers 
maximize monetization of digital consumer 
traffic

n Proprietary technology powering a real-time, 
transparent, and results-driven ecosystem 

n Founder-led team with a culture of 
development, execution and innovation



Key investment highlights
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n Leader in the large and growing direct-to-consumer insurance channel 

n Powerful value proposition to both buyers and sellers translates into sticky, tenured relationships

n Highly scalable, innovative technology platform with rich data

n Strong revenue growth driven by industry dynamics and broad base of buyers and sellers

n Consistent profitability and robust cash flow generation 

n Multiple levers to drive growth 
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$140B
in customer

acquisition spend

We operate in a market with a massive opportunity

Growing at 6% annually, currently 
covered by offline solutions

6Source: NAIC; S&P Global Market Intelligence; William Blair.

$9B
2020 

online digital
distribution spend

Insurance companies write over $2 trillion in premiums annually

x2

$22B
2025E
online 
digital

distribution 
spend

$13B+
Health & 

Life

$9B 
Property 

& 
Casualty
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Today, the insurance industry lags behind the broader advertising 
industry in aligning digital advertising spend with consumers’ time spent 
online

2020–2025E digital spend CAGR

25%

17%

Property & casualty 
insurance

Health & life
insurance

Source: S&P Global Market Intelligence; CMS; William Blair.
1 Based on 2019 data.

21%
budget

Allocated to digital 
advertising by 

insurers

Allocated to digital 
advertising channel by 

broader advertising 
industry

65%
budget

Allocated to digital 
advertising by 

category leader

30%
budget

¹



n Consumers have expanded beyond research and price 
discovery and are now increasingly purchasing 
insurance online—through both brand name websites 
and aggregators

n The shift is not only prevalent amongst younger 
insurance shoppers

n Consumers 56+ were the fastest growing online auto 
insurance shoppers in Q4 2020

n 63% of people age 65+ have obtained health 
information from an online site

8

90%
35%

2020

2010

of consumers are open to purchasing
their auto insurance online90%

Source: LexisNexis Insurance Demand Meter; Comscore 2010 Online Auto Insurance 
Shopping Report, BMC Health Services.

Insurance shopping activity is increasingly moving online



Direct-to-consumer is the fastest growing insurance distribution channel

9Source: S&P Global Market Intelligence.

Customer acquisition spend Auto insurance premium growth

$1.3B

$1.7B

$2.0B

2018 2019 2020

$1.7B
$1.9B

$2.2B

2018 2019 2020

+27%+50%

$246.8B

$253.5B

2018 2019

Capturing ~84% of 
auto insurance premium 
growth in 2019

Other



Our technology platform brings leading insurance carriers and distributors and high-intent 
consumers together through a real-time, transparent, and results-driven ecosystem

Insurance carriers and 
distributors focused on 

targeting high-intent consumers

Insurance carriers and 
insurance-focused research 

destinations looking to 
maximize the value of non-

converting or low-LTV 
consumers

High-intent, online insurance 
shoppers looking to compare 
quotes from various carriers

Efficiency at scale

Granular and transparent control

Unparalleled partnership

Search relevancy

Shopping efficiency

Yield maximization

Predictive analysis

Real-time insights

10

Our demand partners Our supply partners Our end consumers



We have created a platform that allows us to provide our demand and 
supply partners with tools for value maximization
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Real-time bidding & 
optimization platform

Inventory & demand 
management platform

Campaign 
management

Source
management

Optimization
suite

First-party
data support

Reporting
& analysis

Demand partners Supply partners

Transparent, real-time platform

Data and 
workflow 
integrations

Single, unified 
management 

interface



The versatility of our model allows a carrier to be both a demand and
supply partner, deepening their relationship with us

SellerMaximizes value of 
non-converting 

consumer

Supply partner

Carrier uses our platform to assist 
consumers unlikely to convert

Our algorithms optimize 
choice and display of options

High-intent consumers 
shopping online

We generate revenue when 
consumers select alternative carriers

Seller

Demand partner

Opportunity to acquire 
high-intent, target customers

POWERED BY

Our platform conducts 
real-time auction

12



We are a B2B technology platform that powers multiple players in the 
insurance value chain
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Demand partner

UnderwritersDTC lead generation

Next generation tech platforms

’s differentiated business model

We are cash flow positive We are levered to P&C 
and HLM growth

We have grown with no 
external capital

Customer acquisition
HLM P&C

We work with third party 
supply partners & have 
proprietary websites

Demand & supply partner



We deliver meaningful business impact to our partners
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“Implementing the 
MediaAlpha platform 
has resulted in 
boosting 
monetization and 
improving 
efficiency…”

“During our busiest 
month, MediaAlpha 
[increased] its cost 
of acquisition 
advantage…against 
other search 
platforms.”

Matthew Jin
Customer Acquisition 
Specialist

Tolithia Kornweibel
VP, Customer 
Experience 

Our 
partners



Transaction Value 

Over 95% of LTM March 2021 Transaction Value in our insurance verticals 
was driven by repeat demand and supply partners

15Note: Transaction Value represents total gross dollars transacted by our partners on our platform. A number of partners operate as both demand and supply partners and, therefore, are 
counted more than once within our “demand partners” and “supply partners.”

73%
56%

22%
42%

5% 2%

Demand partners Supply partners

98% of LTM 
March 2021 
Transaction 

Value 
driven by 

repeat supply 
partners

95% of LTM 
March 2021 
Transaction 

Value 
driven by 

repeat demand 
partners

Value from new partners 
in 2020

Increased value from 
repeat partners

LTM March 2021 
Transaction Value



21%

5%
5%

69%

Our business mix is diversified across various insurance verticals
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Property & casualty 
insurance

Health insurance

Other

$912M LTM March 2021 total Transaction Value

$628M
Transaction Value

Note: Transaction Value data as of LTM March 31, 2021. Transaction Value represents total gross dollars transacted by our partners on our platform.

$193M
Transaction Value

$45M
Transaction Value

LTM March 2021 Transaction Value mix

Life insurance
$46M

Transaction Value
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Disrupting the black-box model of 
customer acquisition to enable 
demand and supply partners to 
transact with full transparency, 
control, and confidence

Massive
scale

Providing services to over 869 demand 
partners and 324 supply partners 
across our core insurance verticals, 
with access to over 393M high-intent 
consumers annually

Real-time
acquisition

Getting insurance carriers access 
to their desired consumers at the 
point of purchase

Multiple 
touchpoints

Trust and 
transparency

Enabling insurance carriers to acquire 
and convert consumers through 
clicks, calls, and leads

Key pillars of our 
technology platform

Note: Data as of YTD March 31, 2021. A number of partners operate as both demand and supply.
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Incorporate 
consumer provided 

data to enhance 
target granularity and 

track conversion

Automated, real-
time bidding 

optimizations for 
every consumer 

or micro 
segment

Leverage 
additional first 
party data for 
more accurate 
customer LTV 
predictions

Test multiple 
machine learning 
approaches; select 
best performing 
model

Data science is at the 
core of everything we do



Partners experience initial benefits, then adopt deeper integrations, which 
drives more data into the platform, creating a powerful flywheel effect 
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Expand existing 
and new verticals

Bring on new 
partners

Increase Transaction 
Value from our partners

We have numerous levers driving the runway for long-term growth

20

Receive greater 
budgets

Improve ecosystem 
efficiency

Encompass every 
aspect of the future 
of digital customer 

acquisition

Note: Transaction Value represents total gross dollars transacted by our partners on our platform.

Deepen 
relationships with 
agents

We are well-positioned to benefit from the ongoing secular shift in consumer behavior and insurance 
distribution



Our financial 
overview

21
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Our financial highlights

Strong, sustainable growth

Diversified revenue streams

Fee-based revenue

Sticky partner relationships

Superior margin profile
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Value is created for our business through qualifying consumer actions

Clicks Calls Leads Demand partner 
customer 

acquisition spend

Qualifying consumer referral x Revenue per consumer referral

Qualifying consumer actions

Illustrative building blocks of Transaction Value

69%
Open 

platform 
transactions

31%
Private 

platform 
transactions

LTM March 2021

Note: Transaction Value represents total gross dollars transacted by our partners on our platform.



We have a sustainable and highly scalable growth model
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$408M

$585M
$639M

2019 2020 LTM March 2021

+57%

$560M

$816M

$912M

2019 2020 LTM March 2021

+63%

Transaction Value Revenue

Note: Transaction Value represents total gross dollars transacted by our partners on our platform.



25Note: Contribution, Contribution Margin, and Adjusted EBITDA are non-GAAP measures; see appendix for reconciliations to the comparable GAAP measures. Adjusted EBITDA margin is 
defined as Adjusted EBITDA as a percent of revenue.

We have consistent and superior margin profiles

$43M

$58M $62M

2019 2020 LTM
March 2021

$69M

$93M
$101M

2019 2020 LTM
March 2021

Contribution Margin

17% 16%

+45%

16%

+44%

Adjusted EBITDA margin

11% 10%10%

Contribution Adjusted EBITDA



Our strong cash flow generation is driven by the nature of our revenue 
and minimal capital expenditures 

26
Note: Adjusted EBITDA is a non-GAAP measure; see appendix for reconciliation to the comparable GAAP measure.

n High cash flow conversion 

n Growth funded with internally 
generated cash flow

n Attractive revenue model

n Fee based revenue 

n At the time consumer 
referral is sold

n Proprietary technology  

n Highly scalable 

n Minimal capital expenditures 

Adjusted EBITDA

$43M

$58M
$62M

2019 2020 LTM
March
2021

$0.1M $0.3M $0.3M

2019 2020 LTM
March
2021

+44%

Capital Expenditures



Our continued growth is notable within our most recent quarter financials
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Transaction Value $262.5M $166.0M 58%

Revenue $173.6M $119.4M 45%

Contribution $27.9M $19.7M 41%

Adjusted EBITDA $16.3M $12.7M 28%

Metric % growthQ1 2021 Q1 2020

Note: Transaction Value represents total gross dollars transacted by our partners on our platform. Contribution and Adjusted EBITDA are non-GAAP measures; see appendix for 
reconciliations to the comparable GAAP measures.
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n Disrupting the large and growing                            
direct-to-consumer insurance channel  

n Technology platform built around transparency, 
granularity, and unparalleled partnership 

n Powerful value proposition to insurance carriers 
and other partners 

n Founder-led team with a culture of development, 
innovation, and execution

n Strong revenue growth with high profitability and a 
robust cash flow generation

n Highly scalable model 

n Multiple levers to drive growth 

Key takeaways



Appendix

2
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Key metrics definitions
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We define “Transaction Value” as the total gross dollars transacted by our partners on our platform. Transaction Value is 
a direct driver of revenue, with differing revenue recognition based on the economic relationship we have with our 
partners. We utilize Transaction Value to assess revenue and to assess the overall level of transaction activity through our 
platform. 

Transaction Value

We define “Adjusted EBITDA” as net income excluding interest expense, income tax benefit (expense), depreciation 
expense on property and equipment, and amortization of intangible assets, as well as equity-based compensation 
expense and transaction expenses. Adjusted EBITDA is a key measure used by our management to understand and 
evaluate our operating performance, to establish budgets and to develop operational goals for managing our business. In 
addition, presenting Adjusted EBITDA provides investors with a metric to evaluate the capital efficiency of our business.

Adjusted EBITDA

We define “Contribution” as revenue less revenue share payments and online advertising costs, or, as reported in our 
consolidated statement of operations, revenue less cost of revenue, as adjusted to exclude the following items from cost 
of revenue: equity-based compensation; salaries, wages, and related; internet and hosting; amortization; depreciation; 
other services; and merchant-related fees. We define “Contribution Margin” as Contribution expressed as a percentage of 
revenue for the same period. We use Contribution and Contribution Margin to measure the return on our relationships 
with our supply partners (excluding certain fixed costs), the financial return on our online advertising, and our operating 
leverage. We do not use Contribution and Contribution Margin as measures of overall profitability. We present 
Contribution and Contribution Margin because they are used extensively by our management and board of directors to 
manage our operating performance, including evaluating our operational performance against budget and assessing our 
overall operating efficiency and operating leverage.

Contribution 
and Contribution 

Margin

Driver Definition



Reconciliation of Adjusted EBITDA
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2019 2020
LTM

3/31/2021
Net income $17,820 $10,562 $1,904

Equity-based compensation expense 3,594 25,536 34,872

Interest expense 7,021 7,938 8,524 

Income tax expense 0 (1,267) (1,631) 

Depreciation expense on property and equipment 272 289 304

Amortization of other intangible assets 5,381 3,201 3,143 

Transaction expenses¹ 8,831 11,815 14,574

Adjusted EBITDA $42,919 $58,074 $61,690

$000s

Note: Totals may not foot due to rounding.
1 For the year ended December 31, 2019, transaction expenses included $7.2M in legal, investment banking and other consulting fees and $1.6M in transaction bonuses related to a transaction 

with Insignia in February 2019. For the LTM period ended Q1 2021, transaction expenses included one-time expenses of $5.9 million in legal, and other consulting fees, $3.6 million in transaction 
bonus related to the IPO and related pre-IPO reorganization transactions, $2.0 million in loss on extinguishment of debt related to the termination of 2019 Credit Facilities, and $0.3 million 
related to reversal of tax indemnification receivable created in connection with the pre-IPO reorganization transaction, and $2.8M in legal, accounting, and other consulting fees related primarily 
to the secondary offering.



Reconciliation of Contribution and Contribution Margin
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2019 2020
LTM

3/31/2021
Revenue $408,005 584,814 $638,957

Cost of revenue (342,909) (499,434) (545,944)

Equity-based compensation 181 2,809 3,188

Salaries, wages, and related 1,471 2,188 2,296

Internet and hosting 520 438 417

Amortization 511 — —

Depreciation 22 24 26

Other expenses 263 284 321

Other services 778 902 974

Merchant-related fees 452 585 523

Contribution $69,294 $92,610 $100,758

Contribution Margin 17.0% 15.8% 15.8%

$000s

Note: Totals may not foot due to rounding.


