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Certain statements and information in this presentation contain òforward-looking statementsówithin the meaning of the safe harbor provisions of the Private Securities Litigation
Reform Act of 1995. Forward-looking statements can be identified by words such as òproject,óòbelieve,óòestimate,óòexpect,óòfuture,óòanticipate,óòintend,óòcontemplate,ó
òforesee,óòwould,óòcould,óòplan,óand similar expressions that are intended to identify forward -looking statements, which are generally not historical in nature . These forward -
looking statements are based on managementõscurrent expectations and beliefs concerning future developments and their potential effect on the Company. While management
believes that these forward -looking statements are reasonable as and when made, there can be no assurance that future developments affecting the Company will be those that are
anticipated . All comments concerning the Companyõsexpectations for future revenues and operating results are based on the Companyõsestimates for its existing operations and do
not include the potential impact of any future acquisitions. The Companyõsforward -looking statements involve significant risks and uncertainties (some of which are beyond the
Companyõscontrol) and assumptions that could cause actual results to differ materially from the Companyõshistorical experience and present expectations or projections . Known
material factors that could cause actual results to differ materially from those in the forward -looking statements include:

Åthe Company'sfinancial outlook and the financial outlook of the ATMindustry and the continued usageof cash by consumersat rates near historical patterns ;

Åthe Company'sability to respond to recent and future network and regulatory changes, including forthcoming requirements surrounding Europay, MasterCard, and Visa ("EMV")
security standards;

Åthe Company'sability to renew its existing customer relationships on comparable economic terms and add new customers;

Åthe Company'sability to pursue and successfully integrate acquisitions;

Åchangesin interest rates and foreign currency rates;

Åthe Company'sability to successfully manage its existing international operations and to continue to expand internationally ;

Åthe Company'sability to manageconcentration risks with key customers, vendors and service providers;

Åthe Company'sability to prevent thefts of cash

Åthe Company'sability to managecybersecurity risks and prevent data breaches;

Åthe Company'sability to respond to potential reductions in the amount of net interchange fees that it receives from global and regional debit networks for transactions conducted
on its ATMsdue to pricing changesimplemented by those networks as well as changesin how issuersroute their ATMtransactions over those networks;

Åthe Company'sability to provide new ATMsolutions to retailers and financial institutions including placing additional banks'brands on ATMscurrently deployed;

Åthe Company'sATMvault cash rental needs, including potential liquidity issueswith its vault cash providers and its ability to continue to secure vault cash rental agreements in the
future ;

Åthe Company'sability to manage the risks associated with its third -party service providers failing to perform their contractual obligations;

Åthe Company'sability to successfully implement and evolve its corporate strategy;

Åthe Company'sability to compete successfully with new and existing competitors ;

Åthe Company'sability to meet the service levels required by its service level agreements with its customers;

Åthe additional risks the Companyis exposed to in its U.K. armored transport business

Åthe Company'sability to retain its key employees and maintain good relations with its employees.

Additional information regarding known material factors that could cause the Company'sactual performance or results to differ from its projected results are described in its filings
with the Securities and Exchange Commission, including its Annual Report on Form 10-K, Quarterly Reports on Form 10-Q, and Current Reports on Form 8-K. You should not read
forward -looking statements as a guarantee of future performance or results. They will not necessarily be accurate indications of the times at or by which such performance or results
will be achieved. Forward-looking statements speak only as of the date the statements are made and are based on information available at the time those statements are made and/or
management's good faith belief as of that time with respect to future events. The Companyundertakes no obligation to publicly update or revise any forward -looking statements after
the date they are made, whether as a result of new information, future events, or otherwise .

In addition, todayõspresentation includes certain non-GAAPfinancial measures as defined under SECRegulation G. Our opinion regarding the usefulness of such measures together
with a reconciliation of those measuresto the most directly comparable U.S. GAAPmeasureshave been included in the appendix to the presentation .
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1. Source: RBR.

2. Source: RBR; 2015-2020 CAGR.
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The Performance

The Positioning



A T  A  G L A N C E

Leading Non-Bank ATM Network in World

1. Based on National Retail Federation 2015 List of Top 100 Retailers that have ATM programs.

2. Percentage of pro forma 2015 revenue, includes 7 -Eleven US only.
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~195,000 ATMS owned or managed in the 
network transacting >1.6B annually

~60,000 

company-

owned ATMs
US 66%

UK 27%

Canada 3%

Mexico 2%

Germany 

and Poland 2%

Top US retailers(1)

FI relationships

2015 revenues

Å14% growth

7-Eleven % of revenue(2)

ÅTerm: July 2017

8 of 10

>2,300

$1.2B

18%

Cards enabled on AllpointÊ 

surcharge-free network >60M

US 99%

Canada 1%

~133,000 merchant -

owned or processing 

ATMs
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W H A T  W E  D O

Unique Value Proposition for ALLConstituents

Financial Institutions

V Expanded presence

V Convenient surcharge-free 
access for cardholders

V Brand promotion

V Help small/mid-sized banks 
compete with large banks

V Path to ATM outsourcing

Retailers

Consumers

Retailers

V Convenience ðavoids 
separate trip to bank

V More value / service

V Less / no fees

V Drives increased traffic

V Increases in-store spend

Platform to address all three parties to sell and service
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ÅOver 55,000 ATMs globally

Å1,300+ participating issuers

ÅFinancial institutions, prepaid card 

issuers, government benefit providers 

(e.g., social security)

Å60mm+ cards seeking Allpoint ATMs

Å7 of the top 10 retailers(1) have Allpoint 

ATMs

Largest surcharge -free ATM network

1. Based on National Retail Federation 2015 List of Top 100 Retailers that have ATM programs.

Convenient, High Quality Locations

Unrivaled Scale and Density

Cost-efficient network for card issuers to maintain valued physical presence

W H A T  W E  D O

Cardtronicsõ Allpoint Surcharge-Free Network
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C O M P E T I T I V E  L A N D S C A P E

Cardtronics Is in a Class of Its Own

Local Global

Few

Many

Scale ð

Number of 

ATMs

Footprint

Scale leadership, global presence, global opportunity 

Mid-sized IADs

PAI

Many smaller /

regional players

Euronet

Large banks
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Source: McKinsey Global Payments Map.  Includes consumer and 

business payments as well as cash flows from bank branches and 

ATMs.

Global Cash Payment Flows

3%
CAGR

òA total of 41 percent of consumer 

spending in the developed world 

and 62 percent in the developing 

world is made using cash and 

checks ñabout $11 trillion in our 

markets and increasingó   

[emphasis added]

òEven though the worldõs 

population has access to multiple 

payment options , cash still 

accounts for 85% of all consumer 

transactions throughout the worldó

Sources: Visa 2013 annual report; MasterCard Advisors.

$68 T

$78 T

2014 2019

O U R  M A R K E T

Cash Market Is Massive and Growing Globally
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Growth in Global

Installed ATM Base

Cardtronics Share of 

3 Million Unit Global ATM Market
(Number of ATMs, Millions)

3.2 3.4 3.6 3.8 3.9 4.1

2015F 2016F 2017F 2018F 2019F 2020F

5%
CAGR

Cardtronics

6%

Source: RBR Global ATM Market and Forecasts.

Å <1% share of global cash 

withdrawal transaction volume of 

104 billion in 2016

O U R  M A R K E T

ATM Market Growing Steadily; Large Untapped Opportunity
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Growth Driver: Grow ATM Footprint

Continued 

robust ATM 

unit adds

Growth Drivers

ÅGrow with major retail customers

ïExisting customers growing store 
footprint

ÅAdd new retailer customers and FIs

ïprovides pathway for FIs to outsource

ÅAcquisitions

ïsolid pipeline of opportunities globally

ÅEnter new geographic 
regions / countries
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Growth Driver: Increasing Transaction Volume at Our ATMs

Multi -level strategy in the U.S. to increase ATM revenue productivity

+ Card 

Issuers

Add addtõl card 

issuers

Work with 

issuers to drive 

traffic

Card 

holdersMarket directly 

to cardholders

Incent repeat 

usage through 

promotions

Further 

monetize with 

ATM advertising

Cardtronics ATM network

Increased volume drives margin expansion

ATM bank branding
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The Performance

The Positioning
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Business Model Drives Consistent Performance

1. Diverse and 

recurring revenue 

stream

2. Proven M&A track 

record

4. Historical consistent 

revenue and earnings 

growth

3. Expanding 

margins
5. Strong cash 

flow and 

balance sheet


