Esports and gaming

Opportunities and
MTG vertical strategy

Arnd Benninghoff, EVP Esports and Gaming
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We can truly evolve from zero to hero
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Gaming is not niche anymore, it is massive
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$2.4bn >200m

2018 Revenue Registered players

Sources: SuperData 2018; Gamesindustry.biz; Company reports
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$1.0bn

2018 Revenue

>400m

Registered players




MTG covers and capitalises on key areas of the
gaming customer journey

GAMING

VIDEO
Share
Game-Play/
Own Skills
WATCH
& SHARE
Watch Videos

to Improve Skills

&

Desire to
Compete

»

Fame/Create
Buzz for Title

ESPORTS

COMPETE




Focusing on two synergetic verticals
The combination is larger than sum of the parts

Massive global overlapping audience
reach creating powerful network effects

Cross promotion and marketing muscles

Esports Audience Gaming
(385m fans) (2.2bn gamers)

Leveraging the two verticals to spot
new trends/games etc. L

Data driven business that supports
monetization

taiamnack & ESL L:lnnoGames
A
ESEA A
Own key parts of the games > Increased usage and longevity of products

entertainment customer journey

Strong central services to nurture and realize synergies

MO
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Knowing what it takes to build a leading
games entertainment company

Capabilities needed in Esports & Gaming To build the preferred Home for

Entrepreneurs
'% C®_§ ul]uQ

Strategy Capital & Operations
funding & scaling

The #1
Preferred Home

B8 @

Governance & UA and Sales and
management marketing partnerships

& IR
Publishing Game & IP Audience
development network

for entrepreneurial companies to
leverage value adding capabilities
to accelerate development
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Agile resource allocation to support &

L
@
0

Level Of MTG Support

Low

VC Fund
Investments

Start-up

Monitoring

Provide expertise and access to MTG network
Capital investment
Limited operational involvement

Rapid Initial Growth

Steering - board + hands-on operations

Establish strategy, processes, functions,
Develop incentive model and governance
Develop management teams

capture growth opportunities

Lilnnobames

Established Sustainable Growth

Steering - board

Framework for reporting, finance, etc.
Network access, leadership development

MO
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Five key market trends in the gaming sector with

major impact on the esports industry

01. Indies leading the way

O ESL
KATOWICE

ROYALE

03. Growth driven by mobile games v

Fu

02. Desire to compete and interact

04. Esports turned mainstream
FEATURING

FORTNITE

05. New mega hit games emerging



Global esports market 2017 - 2021
(USDm, CAGR)

MUSD 1,651
2021

B Mediarights Advertising Il Game publisher fees
B Merchandise & tickets [l Sponsorships

Source: Newzoo Global Esports Report

The rapidly growing esports industry

1.6bn

People aware of
esports

79+

Esports audience
under age 35

380m

Total esports
audience 2018

S$112.

Total prize money
2017
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Undermonetised industry with strong upside

Esports enthusiasts and revenue 2017 Global esports viewers 2017 — 2021
(million, USDm) (millions, CAGR)
250 ® Revenue 15,000
(MUSD) 557
499
200
o 436
- 10,000 380 307
o 58S
100
10,000 5,000
50 250
222
193
0 I
NFL NBA MLB NHL Esports 2017 2018E 2019E 2020E 2021E
B Annual viewers (millions) [l Revenue (MUSD) B Occasional viewers [ Esports enthusiasts

MO

Source: Goldman Sachs Esport Report, Newzoo Global Esports Report



—— Operating the largest esports brands in the world ——

Shaping the future of the industry

O ESL

100% owned ® 82% owned

DREANVIHACK

World’s largest grass-roots LAN parties & digital ®* The world’s leading esports company and the
festivals as well as esport events organiser category brand leader
Focus on interaction and gaming ®* League operator, stadium events organiser,

Building high engagement levels content producer and B2C product developer



Highlights of esports vertical 2018

e 1ST  NEW  ASIA O&O

PUBLISHER
EVENT
+41% YOY
SERIES f i; 9 M~
EIE[: o e ON BACK OF
IS SPONSOR &
BRE TAASE © MEDIA SALES
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— Centrally positioned in the esports ecosystem -

A

Distributors

twitchi ) GRS £ I Tube

O ESL

DREAMHAACK

Building global a V=2 Y] °

esports ecosystems

wavy M gE © Brand [
o @ B 2 Sponsors @ e (@D
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Products across all tiers of professionality,
supporting a true zero-to-hero story

Mass audience ©ESL
(intel) GETRERE PRO
gesL

LEAGUE

Challenger

Enthusiasts

iR 6 @ @%&"EE.‘:‘E;‘
w7
M

DREAM
LEAGUE

=r
Open

Friends & family ©ESL OPEN ESEA):’ El:éEZiMHAcK

MO

Own and operating across:

* All platforms — from Console to Mobile
* All games — 40 + titles

« All levels — Competitionsranging from “Sunday
League” to Intel Extreme Masters

» All geographies — Amateur and professional
tournamentsin EU, NA, SA, Africa, Asia and
Australia
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Unique esports value proposition to

communities, publishers and partners

Operating model Investment areas/ growth focus
Audience/community
Commercial + Establish more brand partnerships
(Media rights, sponsorships, advertisement) * Drive distribution monetization
Products and properties + Expand zero-to-hero product pyramid

(Master, challenger, open, online/offline) * Work with key publishers, expand to new titles

ESL&DH brand

(Building global
brand) Knowhow and relationships

(Skills, talents, teams and players) * Investin talents and know-how

Infrastructure
(Studios, equipment, platform/tech, arenas, + Geographic expansion to Asia & US

global geo footprint)

M© 2



Esports 5 key takeaways

Key focus is on O&O, operational excellence and
expanding B2C

@ oo

@ Continued focus on bringing onboard non-endemics

@ Strong foundation and position in ecosystem

Geo expansion (added focus on Asia, grow US presence)

Grow number of games and publishers

22



Huge global market opportunity in

online gaming

Global gaming market 2017 — 2021
(USDb, CAGR)

Free-to-play titles dominated 2018, earning
more >80% of all games revenue

g Gaming industry is massive — 2x bigger than
56 Hollywood (Box office) and Music combined

On average, 1 hour is spent gaming on a daily
basis

2017 2021

B Mobile (smartphone/tablet) [l Download/Boxed PC
M Console Browser PC

M© 23



On track to build the next gen games publishing

Our ambition

Cie

Our ambition is to build a
Next Gen Publishing Hub
in gaming by assembling
the world’s best
independent developers &
entrepreneurs

hub

Capabilities required

Multi-
platform

Tech / dev
capabilities

08

04

Audience

Distribution

Portfolio setup is key

(14

Build a well-balanced
portfolio by maximize
upside and diversify
away downside risks
with a fully optimized
portfolio

24



Strong foundation with two corner stone assets
MTG Gaming Vertical

Game developer // 51% owned Publisher // 100% owned

®  Cross-platform games developer for mid-core Mobile & PC game publisher and web gaming portal

strategy and simulation games . .
Provides MTG with valuable network access and

¢ Combines healthy top-line growth with high & stable abilities to screen the game developer landscape

profitability margins o
Expanding into 15t-party game development through

¢ Upcoming commercial launch of Warlords of expansive and opportunistic bolt-on acquisitions
Aternum and God Kings in 2019

Cross-platform publishing with large audience network

¢ 7 successful games with more to come

M© 25



ZslnnoGames

12+n

year

Consecutive
growth

Highlights of gaming vertical 2018

Built Identified Completed 450m+
new gengaged 15 VC |itetime

own |P with deals registrations
promising since inception across a"

b M&A platforms
g,\kmg{ - ta rg ets YOLLEY

M© 26



Creating a diversified, profitable

portfolio

MTG Portfolio Approach

@)

Rising stars
“Promising IPs & teams”
(VC)

5

Capabilities access

“Success enablers”
(M&A, VC)

Mega hit potentials
(M&A, VC)

Profitable core

“High-margin businesses”
(M&A)

66

For MITG, esports and gaming is not a
hit-driven business

e

“Focus to operate and develop an optimized portfolio
with a strong profit-driving core, adding capabilities to
accelerate and increase chances of developing mega
hit companies”

e

“Well balanced capital allocation policy to drive
revenues and profitability”

27



Our sweet spot is strong IP — story driven,
competitive & idle games and capability assets

Core focus going forward ..has strong strategic fit with MTG

* We are investing where we can leverage our
1. existing assets/footprint to maximize reward and
Groundbreaking minimize risk
indepedents
(“indies”) * Western Independent companies
4. . (Kongregate)
Story-driven, .

competitive & Western

mid-market * Story-driven games (MTG)

idle games and combpanies .
capabilities P - Competitive games (ESL, Dreamhack)

3. * We will always have a mobile first approach but
Mobile first but strong titles are strong on all platforms
cross-platform

28



Senior team of execs from gaming, media &

- investment industry operating with a global footprint

Senior well-connected team With global presence and operations in key areas

@ @ s.;-llnnulzames N
died .

A Y wcue ashust EEEE

TiEe CarLyLE GROUP IE Q T

McKinsey&Company

MY

Konami  Sovenventures .
ATARI ' S.F. Munich

Entrepreneurs and executives with 100+ years
of buying and building companies — powerful
global gaming network and diverse set of B MTG gaming presence M offices
expertise/competencies

MO
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— Solid M&A pipeline built on clear investment criteria

Screening 400+ companies/ year Evaluated with a consistent investment approach

Pool of
potential
targets

Robust
‘ +400 Screening, Business
Companies network.lng, M‘odel‘

’ meetings and Financials

~40 Evaluation
targets (A+B targets)

. diversified
- Strategic Own IP/ strong Sl
8-10 M&A targets priority A capabilities and monetization

10-15 VC targets targets synergetic with

v rest of portfolio
v

Highly
scalable &

M© 0



Providing selected entrepreneurs an
advantageous framework for success

The best tools/ v Attractive governance Broad and extensive Value creation and Superior opportunities
services supporting " and deal models — network which can be . realization for continued
further growth retaining operational leveraged ' opportunities success

independence

)
m P i e
| ) .




The endgame is to create a family of strong IP
with top-tier central services

Creating a family of strong companies with natural
support & community nurtured between them via
best in class capabilities

* Revenue synergies, eg:
— Leverage audience

. P Central capabilities Publishing — Reach new .target group
Al Strategy/M&A/Biz (distribution/ — Cross-sell titles

Development Dev, Capital,
Operations

monetization)

* Cost synergies, eg:
— Publishing / Marketing (Live-ops, Bl & analytics)
— Tech / development

— Increased UA efficiency
Bl, Data and Audience

Analytics Network * Bundle and leverage know-how and talents

» Extend lifetime and monetization of titles

m 32



Gaming 5 key takeaways

Strong foundation with Innogames and Kongregate

Successfully launched new mobile games

ii

Drive mid-market consolidation of indie gaming
companies

The Home for Entrepreneurs and gaming companies

Building a well-balanced portfolio with strong IP, high
growth and sound profits

33



