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Global Game Industry in 2019 fDREaMSHS

The global gaming industry is expected to yield US$152.1BN in sales revenue in 2019, up 9.6%

yoy.

Europe, Middle East,
Africa
$34.7BN

+115% YoY

Latin America
$5.6BN

Asia Pacific
$72.2BN

2019 video
game market
$152.1BN
+9.6%

oy

North America
$39.6BN

*NT7% Yoy

Webpage PC
games
3.5BN
$ 151 Yo Digital/boxed
PC games
$32.2BN

Console games
$47.9BN

54N Yo

2019 video
game market

$152.1BN

+0.6%.

Smartphone games

Tablet games $54.9BN

$13.6BN
+ILE% Yo

Source: Newzoo

+76% YoY

> In 2019, video game sales in Asia Pacific will

grow by 7.6% yoy to US$72.2BN, accounting for
47% of the global total.

> China is expected to chip in 25.5% of global

game sales in 2019, outranking all other
markets. However, a slowdown in market growth
has prompted game company to look for new

“profit earners” in certain market segments and
abroad.

> Mobile (smartphone and tablet) games will remain

the largest market segment in 2019, and will
generate a total revenue of US$ 68.5BN,
accounting for 45% of total global sales.

> 80% of global mobile game sales (US$54.9BN)

will come from smartphone games, with tablet
games contributing the remaining US$ 13.6BN.

3



Chinese Game Market in 1H2019 ADREaMSKY

China’s gaming industry is recovering despite short-term setbacks

Actual Sales Revenue in the Chinese Market Chinese game revenue as a percentage
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> Actual game sales in China came in at RMB 116.31BN in 1H2019, up 10.8%, indicating a highly
visible market recovery judging by the growth rate recorded for 1H2018.

> 1H2019 mobile game sales were RMB 77.07 BN, up 21.5% yoy. Following the resumption of
game license approval, sales growth in 1H2019 outstripped that in 1H2018. The industry
maintained healthy development momentum.

> Chinese mobile game players totaled 620 MM in 1H2019, up 6.0% yoy. 4
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China’s Offline Entertainment Market “oreamsky

The rise of young generation catalyzed the development of an RMB100 BN offline entertainment
market, prompting a shift among traditional entertainment businesses toward new business forms

2014-2019 Chinese Offline Entertainment Market Volume and Forecasts

18.6% 11.4% 19.0% 15.5% 13.6%
4900. 7
4315.9
3735. 1
2816, 3 3138.7
Iiiiilil IIIIIII |||||||

2014 2015 2016 2m7 2018e 2019e
Offline entertainment market
volume (RMB100MM) 4= Growth (%)
Note: Ihe volume ot China’s oftline entertainment market comprises ot revenues trom tive segments — video
games, online entertainment, singing and dancing performances, film and television broadcasts, etc.
Source: Comprehensive corporate financial statements, expert interviews; data were calculated based on
iResearch’s statistical models, and were provided for reference only.

Status Quo of the Traditional Offline Cultural & Entertainment Market

Rising costs

Commercial property rents and labor cost have
risen sharply in 1t- and 2"d-tier cities. Rising costs
resulted in considerable financial burdens on

| entertainment businesses.

Monotonous

sources of revenue
The market relies
excessively on ’
monetization of individual
content with limited room A

for profit growth, making it business
susceptible to changes in
market conditions and
internal factors.

Aging consumers
Consumers of traditional
entertainment are

- undergoing demographic
contraction. While it is
hard to attract young
consumers, traditional

S~ businesses face the risk
Content homogeneity of losing their existing
Only stereotypical entertainment is customers
available, and new high-quality content is Source: iResearch

seriously in short supply, meaning that
customers’ desire for fresh experience is
not satisfied.

> Entertainment consumption has increased along
with rises in consumer spending

> Young consumers spend more on entertainment

> Young consumers need offline entertainment as
a means of socialization

> Young consumers are keen and high-frequency
participants in offline entertainment activities,
who tend to spend more

> Traditional offline entertainment has become
increasingly obsolete and lacks innovation.
Market growth has decelerated

> Highly immersive and interactive
entertainment businesses will continue to gain
traction, facilitating an upgrade of the offline
entertainment market 5
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Value chain of the mobile game market

ZoReaMSI<Y

Our unigue positioning in the value chain of the PRC mobile game market

Proprietary marketing channels

IP holders /
developers

152 3 S A1

CHINA LITERATURE
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IMXNCGI STUDIOS

KILOO
playrix
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Tencent Games

Notes:

Independent
mobile game

publishing
platform
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No.1®

(1) According to Frost & Sullivan, in 2017, as measured by average MAUs
According to Frost & Sullivan, in 2017, in terms of introducing and publishing overseas games as measured by revenue

m Great Moments
MobGialE Voyage
N @ movciom (O msiminsa | 7es5%
Game Cross- Offline
community promotion channel

Third-party distribution channels

Payment channels

Content flow Cash flow



Our corporate milestones

Evolving from an independent mobile game publisher to a digital entertainment platform

ZoReaMSI<Y
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Operation of

overseas
129mn MAUs® high quality
i . casual
No.1 independent mobile games

game publisher in China®

Operation of

mid- and
hardcore

No.l in terms of mobile

publishing overseas games

games by revenue

among independent

. . . Tencent

mobile game publishers in publishing

China® platform for
premium
games

Top 5 by revenue

in the overall mobile game Advertising

market in China® @ business /
precision
marketing

Average MAUs in 2018
According to Frost & Sullivan, in 2017, as measured by average MAUs
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According to Frost & Sullivan, in 2017, in terms of introducing and publishing overseas games as measured by revenue

According to Frost & Sullivan, in 2017, as measured by revenue
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(2016) (2017)

Great Moments Voyage

(D TR | 176755

(2017)

Offline user
service

Comics and
animation

(in-house and

partnersh|p) The Way from Me, The The Ravages
Zero to One  Almighty God of Time

(2018)  (2018) (2018)
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2019 Core Games {OREaMSHY

» As at June 30, 2019, we had 57 games, including 16 role-playing games, six matching puzzle games, 12 casual
competition games, six endless running games and 17 other games. In the first half of this year, high-quality self-developed
and agent-based products still dominate the new product layout, such as the sports game FIFPro World Players’ Union (£
KRS EEIK), MMORPG game Decisive Battle against Marfa CRE;IE)%) and other products for young and female users.

> In the second half of 2019, we will unveil more self-developed games including Rakshasa Street (#25£137), DreamWorks
Adventure (2 LRAEMR) and Art of War 3 (2ZK1TED) etc.




New Game Licenses Obtained in 2019 ‘oreams~s

We have obtained 14 new game licenses since license approval was resumed in 2019

Game Date of approval Game type
FIFPro World Players’ Union (4= E i ZE /2 BK) January 13, 2019 Sports

Mob Psycho 100 (i#% A\ {E100) January 22, 2019 Card game

Shui Guo Bian Bian Xiao (7K 4845 7H) February 11, 2019 maw:ggr]ri]ne%}f)gizrrﬂjela:ion
Summation (KA1 F4) February 28, 2019 Puzzle solving
All-Rounder Meguru (4R 1) February 28, 2019 Idle game
Endless Winter (/R FE4) March 12, 2019 Sports

HAWK (245 1) March 29, 2019 Fly & shoot

Long Tu Ba Ye (J¢E#ik) March 29, 2019 SLG

Agent A (for PC) (14237 x%) March 29, 2019 Puzzle solving

Wu Dong Xi You (i3] 75 37) April 9, 2019 RPG
Homescapes (%45 ) May 13,2019 mal\rf:gtjcer:;r:agnf giznfhelation
Agent A (for mobile devices) (%7 3%) June 6, 2019 Puzzle solving
Dreamworks Most Wanted (2 T.37 K & ) July 19, 2019 Racing

Di Xia Cheng Wang Zhe (3t T3 F #) August 8, 2019 Card game
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Continuous Implementation of
“IDreamSky Flywheel” Strategy
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Partnerships with leading international game developers

G Cammn Playrix

We build on our independent R&D capacity by acquiring external

teams and creating inhouse R&D teams
fsypean)
R crogieoce @ tig

LI LT ar Tl

Potential IP and content will continue to be created following the

launch of the interactive story platform

development

ARPPU: RMB 31.7, up 33.2% yoy

Ad revenue: up 34.1% yoy

QLT e

57 games

IP: Comics, animation, TV series,

content

Content

sourcing / Enlarged

user base

AoREamsHY

Flywheel

Monetization User
stickiness/engagement

~_

Quality interactive reading

130.1 million MAUs

No. 1 Chinese
independent mobile
game distributor

Online user service

Great Moments Voyage

| TR | 17675
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Our growth is achieved through self-developed,

“DReamsi<Y
core businesses and external collaboration
Self-developed core businesses External collaboration accelerating Flywheel
m  Game publishing and operation £ [F|x
. G d | d Tencent Games F ' ": !ﬂ%mw RE .
Content operation and = Games development
self-development = Advertising service @mail.ru c;_;m;ﬁ;g); R TR TR
®m [P incubation and operation
= WePlay App
Online user service m  WeChat Official Account JD COM ‘J\Q;_!}! JBBREBR
® In-game communities
= Offline experiential stores for digital
entertainment
Offline user service = eSports contest hosting ﬁg}ﬂijgﬂﬂ K‘:/;.

= Themed private rooms

= Game related merchandise -
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Online—Integrated publishing platform fDReamsKY

Sources of content Unique CP partnership

_ , IMANCGI STUDIOS RPGs:
D\/Llcensmg
wA ° Matchin
[Jv/ Custom development ;. _).qurlx puzzle: ’ )
eptolah I N
Buy-out =, asua
[vBuy-ou Koo  ZELF competiion: 8 -
D\/In-house development P Innovative
O BREX @nlelWgW] genre:
CEdns  2ies Endless
running:

Q@ Source code sharing
New genresSports, female-targeted, nijigen,
to come: AR/VR

Achievement and Honors

> 2019 China Games Capital Summit white horse prize > Samsung Galaxy Store2019 best partnership

> 2019 China Internet Company top 100

» Samsung Galaxy Store 2019 most popular game prize [Gardenscapes]
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Offine——indoor immersive experience fDReamsKY

Ultimately upgraded offline experience

&k'J'J')‘J‘B m 2 stores through self-operation
I1 and 14 stores through
cooperation with local partners,
more expansion in 2H2019

m Cooperate with local partners in
q ' multiple lower-tier cities
[ ]

\é) | Strong element of mobi_le eSports and
\</\f> multi-functional entertainment

(O EARIST | 17675
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Results hlghllghts “DReams<Y

For the six months ended June 30, 2019

We achieved 33.3% period-on-period growth in our revenue. Game revenue and

Revenue information service revenue were the key drivers for the overall revenue growth

Operating profit grew by 92.4% period-on-period
Operating margin was 17.8%, representing an increase of 5.5 percentage points from the
six months ended June 30, 2018

Profit for the period of six months ended June 30, 2019 increased by 111.5% period-on-
period

Adjusted net profit increased by 106.7%

Our average MAUSs increased to 130.1 million
Our monthly ARPPU increased from RMB23.8 to RMB 31.7

16



1H2019 Key financials “oReams<y

(RMB million) _
For the six months ended June 30, 2019
Gross profit Net profit

Revenue 1,431 sio1
o
1,074 675.6 . .
@ @ @
25 1 1
423.1 1510 | |
| | 2102 |
L : . - I

1H2018 1H2019 1H2018 1H2019 1H2018 1H2019

mNet profit 7 Adjustments

B Game ®Informafion senice ®Other gross margin P | |
! Adjusted net profit

For the six months ended June 30, 2019

> We achieved 33.3% period-on-period growth in our revenue. Game revenue and information service revenue were the key
drivers for the overall revenue growth
> Gross profit increased by 59.7% period-on-period

> Net profit increased by 111.5% and adjusted net profit increased by 106.7% period-on-period



1H2019 Key financials “DREaMSH

Analysis on three expenses as a percentage of revenue

1H 2019 1H 2018

A L

; . . ; . . o H 1 o i -
= % selling and marketing expenses = % general and administrative expenses = % selling and marketing expenses = % general and administrative expenses

= % research and development expenses s % other

For the six months ended June 30, 2019

As a percentage of revenue:

= % research and development expenses = % other

>Selling and marketing expenses decreased to 9.2% primarily due to a decrease in promotion and advertising expenses as we made our
advertisement more accurately and intelligently

»>General and administrative expenses decreased to 8.8%, primarily resulting from our increasing management efficiency

»>Research and development expenses increased to 6.7% primarily due to our increased in-house game development expenses as we launched
several game development projects

18



1H2019 Other financial data AOREaMSHKY

Average MAUs Average MPUs ARPPU
(million) (million) (RMB)

For the six months ended June 30, 2019

> MAUSs increased to 130.1 million, which was primarily contributed by the popularity of mobile games we offered

> MPUs decreased to 5.8 million primarily because some of the in-app-purchase (IAP) paying was replaced with
incentive advertisements in some casual games, resulting in a decline in the number of IAP paying users.
Meanwhile, advertising revenue increased substantially compared to the corresponding period of last year

> ARPPU increased sharply to RMB31.7, primarily due to the launch of more mid-and hardcore games which could
generate higher ARPPU

19



Income statement ADREaMSHS

Six months ended June 30

2019 2018 Change %
Revenues 1,431,303 1,073,838 33.3%
Cost of revenues -755,700 -650,665 16.1%
Gross profit 675,603 423,173 59.7%
Selling and marketing expenses -131,154 -131,178 0.0%
General and administrative expenses -126,410 -101,083 25.1%
Research and development expenses -95,641 -54,389 75.8%
Net impairment losses on financial assets and contract assets -28,555 -10,507 171.8%
Other income 16,936 6,319 168.0%
Other (losses)/gains, net -50,955 2,934 -1836.7%
Fair value losses on financial assets at fair value through profit or loss -5,141 -2,915 76.4%
Operating profit 254,683 132,354 92.4%
Finance cost, net -21,555 -12,689 69.9%
ir;?rr]i ((j)f net (losses)/profits of investments accounted for using the equity 253 528 -147.9%
Profit before income tax 232,875 120,193 93.8%
Income tax expense -22,638 -20,777 9.0%
Profit for the period 210,237 99,416 111.5%
Adjusted profit for the period 312,104 150,963 106.7%
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Online — Equal Priority Is Given to Self-
Developed and Licensed Games

foReaMSKY

> Build on R&D capacity, and further increase proportion of
revenues from self-developed games in total sales;

> Focus on top quality games, develop customized products in
partnership with leading R&D companies;

> An orientation toward young female users and young generation
users;

> Many self-developed games will be released, covering multiple

game genres
v Crossgate (based on rounds) (&7 %)
v Dreamworks Most Wanted (racing) (21/ A E/)
v (Art of War Il — The Real RTS (RTS) (£ Z(7737)
v Rakshasa Street (card game) (£25#7)

> More than 20 games in the pipeline, 14 games have obtained

license.

EE T Al

ART OF WAR III THE REAL RTS

w
RAKSHASA S TREET 22




Monetization of Casual Games via
Advertising

ZoReaMSI<Y

: &% < : Ad Ad
Licensed = Ad clients s .
games — I ) - SR publication
" 24
Customized = 'Dr(e)gr]r?gk Mini-game Mini-game
products ' ames ! players platform

Self-developed
games

P, G b

> The hyper-casual game market is still a “blue ocean” with tremendous growth potential. By
tapping into this business, we can establish a user pool at deeper level for casual games.

> By building a vast user pool and through advertising-based cash out, we can improve the
company’s profitability, and refer users to our other game products.

23



Offline — A Unique Pan-Entertainment
Ec;g stem

foReaMSKY

-
Focusing on “social” and “experience” — the pain points in the offline
entertainment business, we will bring together online and offline user
resources through creative game management and operation,
integrating businesses ranging from private cinemas, e-sports and

hosting to PC and catering services.

Expansion plan

@ 14 existing franchise stores

@®  self-operated stores

@® 50 franchise stores will be contracted by Dec. 31, 2019

@ As well as developing the business forms, we will continue to
expand business operations nationwide ...

24



Improve User Experience by Employing
Cutting-Edge Technology

ZoReaMSI<Y

A proprietary interactive story platform
has been developed and used for
An Al-based scenarized entertainment lab internal content production

will be built to develop product-oriented o
Self-developed games + joint R&D

solutions for offline users; To p
Identification of market trends and popular contents
products facilitated by big data monitoring
and analysis
SDK’s cash out via ads enabled the
CO tent company to grab more external

products and channel DAUs

acquisition / A vast user | »
b A proprietary ad publishing system
devglo pm ent ase connects multiple popular news

F feed platforms, making
IDRE3aMSHY productization easier

Flywheel

Offline membership mini-app has been put
online

Increase user LTV through U Big data and Al are used to prevent churn and
deep-level big data and Al Commercialization ser improve user retention

applications Stl C kl n eSS/p arti Ci p atl on Al customer service agents have been

launched to improve service efficiency and
customer satisfaction

Improved understanding of users’ needs
achieved through continuous user profiling
efforts

@ %fﬂﬁ Build “microservice + Al big data” infrastructure leveraging Tencent
Cloud services 25
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Ownership structure
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Senior management
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Held by Brilliant Seed Limited, an entity wholly owned by Mr. Chen, our executive Director and chief executive officer.

iDreamSky Technology
Holdings Limited

Held by Bubble Sky Limited, an entity wholly owned by Mr. Guan Song, our executive Director.

Held by Instant Sparkle Limited, an entity wholly owned by Mr. Lei Junwen, our executive Director and chief financial officer.

Held by Shipshape Holdings, an entity wholly owned by Mr. Jeffrey Lyndon Ko, our executive Director.
Held by Sugar Castle Limited, an entity wholly owned by Mr. Su Meng, one of our Onshore Shareholders and an employee of our Company.
Magic Paradise Limited was wholly owned by Mr. Guo Yuanxiang, one of the Onshore Shareholders and an Independent Third Party.

Held by Tencent Mobility Limited, an entity wholly owned subsidiary of Tencent.

Relewa Holdings Limited was wholly owned by Ms. Yang Mun Tak Marjorie, an Independent Third Party.
Bridgewater Management Hong Kong Limited was wholly owned by Mr. Lu Yilin, an Independent Third Party.

Prometheus Capital (International) Co., Ltd was wholly owned by Mr. Wang Sicong, an Independent Third Party.
Universe Sourcecode Technology Ltd. was wholly owned by Mr. Xu Peng, an Independent Third Party.

Star Conquer Holdings Limited was wholly owned by Mr. Xu Jiangang, an Independent Third Party.

Guoyuan Fund was an open-ended investment company incorporated. Guoyuan Sub-Fund was one of the segregated portfolio of the Guoyuan Fund and the investment manager of Guoyuan Sub-Fund was Guoyuan AM. Guoyuan

AM was wholly owned by Guoyuan International Holdings Limited, which in turn was wholly owned by Guoyuan Securities Co., Ltd, an Independent Third Party.

iDreamSky Technology was wholly owned by Dream Investment Holdings Limited. Dream Investment Holdings Limited was in turn wholly owned by Dream Technology
Held by Vigo Global Limited, an entity wholly owned by Ms. Leong On Kei, Angela, an executive director of SJM Holdings Limited, a company incorporated in Hong Kong and is listed on the HKEX (Ticker: 880).
IDE Investment was engaged in investment in technology, media and telecommunications industries. Its general partner is VC Management Corporation; VC Management Corporation was wholly owned by W2 Capital Group Limited.

BREARE ¥ -4 - A
DreamSky g IDE Investment0 Ak A
FE A2 R T Technology AR 5]12
19.13% | 3.71% 18.59% |16.84% 1.00% r 1.88% |4.41% 0.88% 6.79% 22.62%
17
iDREamMsIK4Y

W2 Capital Group Limited is a company incorporated in Hong Kong and is wholly owned by Jumbo Lead Holdings Limited, which in turn is wholly owned by Mr. Chen Xiaohui, an Independent Third Party.

IDS Partnership was engaged in investment in technology, media and telecommunications industries. Its general partner was wholly owned by Mr. Zhang Shutao, an Independent Third Party.
Held by Clover Garden, a special purpose vehicle wholly owned by Lai Sun Development Company Limited, a company incorporated in Hong Kong and is listed on the HKEX (Ticker: 488).
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Thank You!



