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Disclaimer

THE INFORMATION CONTAINED IN THIS PRESENTATIONS STRICTLYCONFIDENTIAL ACCORDINGLY ,THE INFORMATION INCLUDED HEREINMAY NOT BE REFERREDOO, QUOTED OR OTHERWISEDISCLOSEDBY
YOU, NEITHERDIRECTLYOR INDIRECTLYNOR WHOLLY OR PARTLY BY REVIEWINGTHIS INFORMATION, YOU AREACKNOWLEDGINGTHE CONFIDENTIALNATUREOF THIS INFORMATION AND AREAGREEINGTO
ABIDE BY THE TERMSOF THIS DISCLAIMER THIS CONFIDENTIALINFORMATION IS BEING MADE AVAILABLETO EACHRECIPIENTSOLELYFORITS INFORMATION AND IS SUBJECTTO AMENDMENT.

This company presentation, which should be understood to include these slides, their contents or any part of them, any oral presentation, any question or answer session and any
written or oral materials discussed or distributed during a company presentation (the "Investor Presentation "), has been prepared by Media and Games Invest plc. ("MGI" or the
"Company "), to be used solely for a company presentation . MGl does not accept any responsibility whatsoever in relation to third parties. This Investor Presentation may not, without
the prior written consent of the Company be copied, passed on, reproduced or redistributed, directly or indirectly, in whole or in part, or disclosed by any recipient, to any other person,
and it may not be published anywhere, in whole or in part, for any purpose or under any circumstances . By attending a meeting where this Investor Presentation is presented or by
accessing information contained in or obtained from the Investor Presentation, including by reading this Investor Presentation, you agree to be bound by the limitations and
notifications contained herein .

This Investor Presentation does not constitute or form part of, and should not be construed as, any offer, invitation, solicitation or recommendation to purchase, sell or subscribe for
any securities in any jurisdiction and the Investor Presentation does not constitute, and should not be considered as, a prospectus within the meaning of Regulation (EU)2017/1129 of
the European Parliament and of the Council of 14 June 2017 (the "Prospectus Regulation ") and do not constitute an offer to acquire securities in the Company. The Investor
Presentation is intended to present background information on the Company, its business and the industry in which it operates and is not intended to provide complete disclosure . The
information should be independently evaluated and any person considering an interest in the Company is advised to obtain independent advice as to the legal, tax, accounting,
financial, credit and other related advice prior to proceeding with any interest . Prospective investors should not treat the contents of the Investor Presentation as an advice relating to
legal, taxation or investment matters . This Investor Presentation has not been approved or reviewed by any governmental authority or stock exchange in any jurisdiction . The shares in
the Company have not been, and will not be, registered under the United States Securities Act of 1933, as amended (the "Securities Act"), or under any of the relevant securities laws of
any state or other jurisdiction of the United States of America.

Certain information contained herein has been obtained from published sources prepared by other parties that the Company has deemed to be relevant and trustworthy . No Investor
Presentation or warranty, express or implied, is made by the Company as to the accuracy, completeness or verification of any information contained in the Investor Presentation . The
Company has not made any independent review of information based on public statistics or information from an independent third party regarding the market information that has
been provided by such third party, the industry or general publications .

Statements in the Investor Presentation, including those regarding the possible or assumed future or other performance of the Company or its industry or other trend projections,
constitute forward -looking statements . By their nature, forward -looking statements involve known and unknown risks, uncertainties, assumptions and other factors as they relate to
events and depend on circumstances that will or may occur in the future, whether or not outside the control of the Company. No assurance is given that such forward -looking
statements will prove to be correct. Prospective investors should not place undue reliance on forward -looking statements . They speak only as at the date of this Investor Presentation
and the Company does not undertake any obligation to update these forward -looking statements . Past performance does not guarantee or predict future performance . Moreover, the
Company does not undertake any obligation to review, update or confirm expectations or estimates or to release any revisions to any forward -looking statements to reflect events that
occur or circumstances that arise in relation to the content of the Investor Presentation .

This Investor Presentation as well as any other information provided by or on behalf of the Company in connection herewith shall be governed by German law. The courts of Germany,
with the District Court of Berlin as the first instance, shall have exclusive jurisdiction to settle any conflict or dispute arising out of or in connection with this Investor Presentation or
related matters .
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Wel come to MGUAs Capital Ma@lﬁ'ﬁéﬂ"“%ﬁ'“‘esD

Aim of our Capital Markets Day

O<° Give an update of our latest developments in the segments

Share deeper insights into our strategy and actions

B @

Provide an overview of financials; actuals and outlook

Get to know the team of MGl




Media and Games Invest at a Glance @ Media and Games

2012 with the acquisition of gamigo AG, a distressed gaming company

Gaming: focus on sustainable revenue streams
Media: focus on a vertically integrated omnichannel programmatic platform

( MMOUYs

@ Strategy

Step 1 Building critical mass; acquiring (distressed) gaming companies

Step 2 Focus on organic growth (investing in content, game launches)

Step 3 Strengthen Games by an own Media arm via buy & build

Step 4 Integrated Games & Media strategy with combined organic and M&A driven growth

];1;[ Financials

40+% y-0-y revenue growth since 2014
70+% y-0-y revenue growth since 2018
H1-2021: 109 mEUR revenues, 93% growth (37% organic) with 26% Adj. EBITDA margin

m Listing

Since 2018 (Germany) and 2020 (Sweden); Good access to capital markets

o_0
s& Team

Well over 900 employees in 25+ locations

é Goal

Based on the MGI mid -term financial targets and Guidance for 2021: Grow MGI to revenues

of 450 mEUR to 550 mEUR in the next 3 years
Profiting from the synergies between organic and M&A opportunities within the segments

[ ]




Board of Directors

Invest

@ Media and Games

Remco Westermann Elizabeth Para
CEO & Chairman of the Board of MGl Board Member (Independent 1)
Manager, entrepreneur and investor with + 25 years of experience A Co-Founder & Managing Partner of First Place Partners Ltd.
from various leadership positions A M.A. Economics at University of Toronto. Technical background
A Founding, reorganising and growing various companies in the spanning public and private fixed income and equity markets since
new technologies and media sector 1997.
Tobias M. Weitzel Antonius Reiner Fromme
Board Member (Independent 1) Board Member (Independent 1)
A Member of the Board and founder of CREDION AG, CEO and A Chief Customer Experience Officer of freenet AG , Member of the
sole shareholder of Becker+Schreiner Kommunikation GmbH Executive Board
A Diploma of Cologne Journalism School for Politics and A Diploma in industrial engineering at Technical University of Karlsruhe
Economics and extensive experience in mobile communication, online and offline

marketing activities and digitalization

Notes: (1) Tobias Weitzel, Elizabeth Para and Antonius Fromme are Independent Board Members as per definition in the Swedish Corporate G overnance Codex under point 4.4 and 4.5 (i.e. less than 10%
shareholding)




Executive Management
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3 8

Ali5N

i)

Q Remco Westermann Paul Echt Jens Knauber Jens Christian Fritz
Gﬂ Group CEO Group CFO Group COO Group CIO
MGI Level g
Maren Fischer Sabrina Gru'ndemann Esther Hilsen Soren Barz
Head of Legal Head of Business Support Head of ESG / IR Manager Head of Investor Relations
CRATI00, N YEGvE Top Management
7 'ﬂ
LT {‘ / i d y '’ » 4
Jens Knauber Andreas Weidenhaupt Miguel Oliveira Remco Westermann Sameer Sondhi lonut Ciobotaru

CEO gamigo CEOCasual Games

@ |

Mervin Lee Kwai
CGO gamigo

COO gamigo

\ .E‘?\

Thomas Kothuis
CEO Media Elements

Ulrike M‘undt
Head of HR
(starting in October)

CEO Verve

Stephanie Véﬁdenberg -

CRO Verve CPO Verve

Malgorzata
Smith Adamczyk
VP Sales Head of HR




Strong ownership structure @ Media and Games

Good access to equity capital markets

Shareholder Holdings (%) Shareholder Holdings (%)
2> Board and 28.6%* i Finlandia 0.7%
GI’ Management (32.3%)? BESMES  Rahastoyhtio Oy e
— Board and Management = —
. ()] Didner & Gerge
() oaxres Oaktree Capital 9.1%  DmNRs&GERGE  [Fynds 0-6%
Board and management with significant Management LP
ownership in MGI and corresponding “ Stena 0.6%
aligned interests with shareholders. | Janus Henderson '
anus rnierson Investors 3.1%
V . .
skandia: Life In;urance 0.5%
Skandia
AVANZA“I' Avanza Pension 2.1% atlant
Atlant Fonder AB 0.5%
] UBS Global Asset 1.7%
— Tier -1 Investors — & UBS Management 7% BlackRock. BlackRock 0.5%
MGl is backed by Tier -1 international . smnuTssony  Knutsson Holdings )
and Nordic investors and thus has /17 Nordnet :\lordnet Pension 1.3%  weHODRSS A 0.4%
strong capital market access to finance nsurance
its M&A strategy. Fidelity Fidelity 0.4,
Futur Futur Pension 0.8% W e International (FIL) o
skandia: Skandia Funds 0.7%  InboxCapital Inbox Capital AB 0.2%

Notes: 1) Bodhivas GmbH, the investment vehicle of Remco Westermann, holds 38.4% of the voting rights in MGl . 2) Current shareholdings of Board and Executive management incl. Remco Westermann, Tobias Weitzel, Elizabeth Para, Paul Echt an  d Jens
Knauber is 28.6% (fully diluted including ESOP shares 32.3%)




MGI Fact sheet
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Registered Office Ordinary A -shares

Ordinary B -shares

Market segment

Media and Games Invest SE A Authorized: 300,000,000 A Authorized: 200,000,000 A Frankfurt Stock Exchange
St. Christopher Street 168 A Issued: 149,679,980 A Issued: 0 (Xetra), Scale Segment (Shares)
Valletta VLT 1467, Malta A Nominal Value perA hmirreall.\0dlsue pe rA Nagdaq, Figst NprthPgergier
L Growth Market (Shares)

Relocation in progress A Votes per Share: 10 A Votes per Share: 1
A High priority A ISIN: MT0000580101 A ISIN: MT0000580119 A Nasdag Stockholm, regulated
A Increase Investor Access ’ ' Market (Bonds)
A Decrease investment barriers A Symbol: M8G A Symbol: n/a A Frankfurt Open Market (Bond)
A Euroclear blocked Luxembourg -

New destination country is

currently being evaluated
German Bond Nordic Bond Research Coverage Index Inclusion

Senior Secured
A EUR 270m/ EUR 350m
A Term until 11/2024

A Coupon 5.75% (floating rate of
EURIBOR 3 months)

A 1SIN: SE0015194527

Unsecured
A EUR 25m/EUR 25m
A Term until 11/2024

A Coupon 7.00% (floating rate of
EURIBOR 3 months)

ISIN: DEOOOAZ2R4AKF3

A Refinancing planned October
2021

)

Berenberg (Buy) A
Jefferies (Buy)
Kepler Cheuvreux (Buy) 2

Pareto Securities (Buy)
Redeye Equity Research (Buy)
Warburg Research (Buy)
Hauck & Aufhauser (Buy)
GBC AG (Buy)

First Berlin (Buy)

o To To o T o o o I»

MSCI Germany Small Cap
Index

MSCI Europe Small Cap Index
MSCI World Small Cap Index

Source: Group information
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@ Media and Games

MGI Investor Relation

Remco
Westermann

CEO & Chairman of the
Board of MGI

A Manager, entrepreneur and
investor with + 25 years of
experience from various
leadership positions

A Founding, reorganising and
growing various companies in
the new technologies and
media sector

Paul Echt
CFO of MGI

A

A

Jens Knauber

Hamburg publisher dtp

Finance manager with + 10 years of A
experience from the tech and finance industry

Previous positions at UniCredit Bank in Berlin, A
Munich and New York as well as Shopgate Inc.
in San Francisco

COO of MGI & CEO of gamigo group

A+ 10 years of experience as manager in the A
games industry z over 300 published games

A Held a series of leadership positions at

Sameer Sondhi
CRO of Verve Group

+ 20 years of experience in the
mobile industry working with
operators and media
companies

A Held executive positions at
InMobi , Opera Media,
GroundTruth , Infospace and
LiveWire

lonut Ciobotaru
CPO of Verve Group

+ 15 years of experience in the ad tech
industry

Founder of PubNative , founder of web
development company Weebo and previous
positions at Applift and EA

Our IR Team is also here with us in
Stockholm and happily awaits your
questions

> e

\

Soren Barz

Head of Investor Relations

Esther Hilsen
Head of ESG / IR Manager

Jenny Rosberg

IR Adviser (Today's moderator)
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Media and Games Invest in a Nutshell (3 edia and Games

A leading European gaming and digital media powerhouse serving customers worldwide

Key facts Key revenue splits
: R b t
Revenuesbyregion ( Q2 A2 1 evenue(s Qyzse/{gr;eln)
v +35 M&A Transaction since 2012 3%

{i' EUR ~800m Market cap

Listed on Frankfurt Stock Exchange and
Nasdagq First North Premier Stockholm

00 M North America B Europe M Media B Games
+900 Emp|oyees 3 B South America M Asia
4 Row

Key financial development

Long-term financial development (EURm)

Games segment with long term games

revenues
+10 +5,000 +100m
Top MMOs 1 Casual games Registered gamers Bl Revenues

I Adj. EBITDA

Media segment with SaaS revenues

+166bn ads +5,000

delivered yearly Advertisers

2014A 2015A 2016A 2017A 2018A 2019A 2020A LTM Q2A21

Source: Group information
Notes: 1) Massively Multiplayer Online games 2) CAGR 2018 g LTM Q2 2021 3) Including Smaato and contractors/freelancer




An organic growth success story in games and media (533 Moo and Games

lMustrative : Revenue development

Restructuring of gamigo AG
lowering costs, ceasing risky
development activities. Bond
issue (EUR 15m) First add-on

acquisitions

Acquiring all shares in
gamigo AG from Axel
Springer in Oct 2012

Further add -on acquisitions;
gamigo reaches 30 million

registered users

MGI acquired majority of >
gamigo ; Remco Westermann

becomes Chairman of the Board
ofMGl;gami go Bond i ssue
32m ; Acquisition of Trion Worlds

Amongst others gamigo

acquired transforming aeria
games; Start media segment
with the acquisition of seven

games media

gamigo executed various
acquisitions , e.g.Looki
Publishing und Infernum
Games.

2015

gamigo AG repaid its
2013/2018 bond ;
Acquisition of Mediakraft

First 5% 2019

LT

s

/i‘*l«‘~ e 3

36%

N 2020 organic
S Growth

organic
Growth

Acquisition of e.g. Verve, Freenet
Digital and Platform161 ; Increased

gamigo stake to 99.9%

Dual listing on Nasdaq First North

Premier ;  30m capital
> 80m bond i ssue; Re
gamigo bond

2018

Acquisition of e.g. WildTangent,

ReachHero, AppLift and PubNative

gami go Tap Ussue o 18m and MGU B«
Ussue & 10m; MGU capital increas:e

Gaﬂ { An organic growth story ]—>
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Latest Milestones last twelve months

MGI announced

strongest organic Tap Ussue & 150m

growth pipeline ever Nordic bond
Q4A20 Unterim QlA21 Reporpt wit @®
llustrative : Share price development Report 38% organic growth @
Tap Ussud 40m
Nordic Bond
Acquisition of ~ Kingslsle Q.Z AN21 Re
Entertainment Inc Acquisition of with 36%
@ Beemray organic growth
Board implements "\,\© @3\/\@
ESOP for key O]
employees N
@ Acquisition of
® @ Smaato
Q3A20 Unterfi I
Report ®
: I Capital
isiti Nordic Bond )
Acquisition Of. _ Acquisition of lacement & 8 0 m i ncrease & pyplication of
P161 and uplisting . p .
into Scale freenet digital Guidance 2021
Half Year Dual listing Nasdaq ,@ ) EGM resolved SE
Report 2020 EN Premier and o (O) conversion , B-shares
30m capital increase | and authorized capital

I @)  Acquisition of LKQD
\@'V"’\,@)\_@\.A@M & exSandir?gniﬁto CTV/

consoles

v

04/21 05/21 06/21 07/21

—07/20 08/20 09/20 10/20 11/20 12/20 01/21 02/21 03/21
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Invest

Our unique strategy delivers profitable, organic growth lﬁ] Hedia and Games

The MGI Strategy builds on 2 pillars that culminate in profitable organic growth

PROFITABLE
: BUY. INTE- m COMBINING j ORGANIC
1 -.j GRATE. BUILD + 2 GAMES AND 3 AND M&A

& IMPROVE. MEDIA GROWTH

Market consolidation through

prudent M&A strategy Higher traffic volumes

v v
Leveraging the consolidation

Integratlon'anql Synergy Higher efficiency through data and growth op_po_rtunltles of
realisation two synergistic growth

markets
\ 4 v

Ramp-up of organic sales
growth

Additional advertising revenue




P
Our strategy: 1 7 Buy, Integrate, Build & Improve 570 im0 Games

PROFITABLE
ﬁ BUY. INTE- 2 m COMBINING 3 j ORGANIC
T e
: GROWTH

Market consolidation through
prudent M&A strategy

Higher traffic volumes

v \4
Leveraging the consolidation

Integration and synergy : . and growth opportunities of
realisation Higher efficiency through data two synergistic growth

markets
\ 4 v

Ramp-up of organic sales
growth

Additional advertising revenue
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JBuy, i

3L

ntegrat e,

b ui

Robust model enabling long -term value creation since 8 years

Overview of

MGY A's

strategy

d

Market consolidation through
prudent M&A strategy

Integrate

Integration and synergy

realisation

Build and improve

Ramp-up of organic sales
growth

[

Overall M&A strategy
Focusing on synergetic targets

Products
Accretive technology, products
and customer bases

Synergies
Targets to offer clear synergies

€
e

ol
|

Cost efficiency
Unified management structure

Technical integration
Connected platforms and hybrid
cloud

Cost savings
Cancellation and renegotiation
of contracts

Improvements
Of products and technology

- User base

/\W Initiatives to grow existing user

base

Internationalisation
Of existing products and
solutions to new markets

Source: Group information




Successful integration of acquired entities

Enhanced cost control and efficiency through the use of state

Overview of integration process

@ Media and Games

Invest

-of-the -art technology

Data centres

Cloud technology

Outcome ( EURK

A High fixed costs
A High personnel costs
A Intense capital requirements

=

A Scalable cost base

A Largely constituting variable
costs

A Low personnel expenses

A Limited capital investment
requirements

A Reduced risk for downtimes

543 \_74%

——
]

Before After
B Monthly tech costs

654 <574

——
- =

Before After
B Monthly tech costs

e
T .
B st
W
R o 2/

Source: Group information




o
Yand strong ability to ramp§IlfF™EFg

Developing and optimising games following successful integration

Overview of 3build and improvej process

TRIZON

WORLDS

Phase 1: Rentability optimisation Phase 2: Asset optimisation Phase 3: Organic growth

I Balance
I = | = Monetisation by generating
I

I

I

I

I

I

I

I

I

I

I

I

I

249% organic
growth

o)
Relaunches I

ry Relaunching existing titles on I
new platform and devices

\J

‘ﬂ Synergies
j Unlocking synergies from
integration into MGI revenues from both gaming

s
and media segments

Technology 4 Sequels
.' .I .' Utilising strong
momentum to

launch sequels

®_e® Management
s'a : -
Y Creating a community to
further increase user loyalty

Leverage on in-house state - Next 12 months :

of-the -art technologies

Revenue

First 12 months : EUR 24m

e

g
Internationalise
Leveraging existing broad
user base to launch in new

r Updates

Continuously developing new

content in existing games
g9 Revenue

markets EBITDA
EUR 19m
EUR 9m
SE EBITDA
Focus areas: INCREASE IN PROFITABILITY EUR 7m
M) M) M)
N\ N\ N\
. . EUR 3.4m investment during first 12 Result: strong cashflow and
Trion Assets acquired . . .
. months in content, sequels, substantial organic growth
for EUR 8.5m in Oct 2018 e . . [ ; .
advertising and internationalization with expanded margins

Source: Group information




157 [PES]EIPA |
M&A Overview (Games) (53 [tedia and Games

Core

Mid Core

Type of

Casual
Engagement

Hyper Casual
Virtual Reality

Free 2 Play

xMHAx xHHl X

Monetization Buy 2 Play

NAMMNAAx xHAAE
<B<IRS<IR B B<N N

Strategy
Advertisement -based n/a
Subscription -based n/a
Own IP vs. Own [P u
LIS Licensed u

Legend: [ Already part of gamigo / MGI value proposition Il Currently unticked box (looking for targets) X Not relevant for gamigo / MGI

Souce: Company Information




180 o
M&A Overview (Media) ’ mest” 2" B2

Creative

Managed Brand

Managed Performance n/a

DSP (Self Serve, Enterprise)

Vertical

: DMP
Integration

Open Exchange / Network
SSP + HB

PMP

Analytics, Measurement &
Attribution

Audiences OX

1st Party Data (own SKD)

n/a n/a

- AABAARAEAR
~—+
EAAEEAAAAAN

Atom (probabilistic)

Legend: [ Already part of Verve / MGI value proposition Il Currently unticked box (looking for targets) X Not relevant for Verve / MGI

Souce: Company Information




M&A Pipeline - Top 5 Targets @ Media and Games

Invest
Several attractive targets in the pipeline, with some signings expected soon

Bond proceeds will partly finance future acquisitions

Shift from
EBITDA negative to more  EBITDA positive cases

<24 months <6x EBITDA
Pay-back for EBITDA ) for EBITDA positive

negative cases cases (incl. synergies)

Market consolidation through Overview of cases with good potential to
prudent M&A strategy be signed within next 6 months 1

Overall M&A strategy
M Focusing on inefficient targets

Products

] Accretive technology, products

and customer bases
Synergies
Targets to offer clear synergies Mobile MMO publisher & developer
Own U R1Om @venues, profitable

Source: Group information
Note 1) Disclaimer; an M&A deal is only a signed and closed after signing and closing, before that any deal can fall apart and also

Mobile MMO publisher & developer
Own and | i ce n sldaln reé¥dnues, profimlfled

Demand side platform
Own UP, strong c u-8mrevemes, pofiable, a6

Supply side platform
Own 4P, strong c us30mrewnuesppeofitable a2 0

Mobile casual und mid core games publisher
Own and |l icensed 4P, c a-8amadvenges prefimblef oc us ,

BBAEHB

new deals can appear




o
Our strategy: 2 - Combining Games and Media 551 a2 Games

PROFITABLE
:ﬁ BUY. INTE- m SOlIEINING ORGANIC
1 R GRATE.OBUILD + 2 IC\BAéI\[;IIEAS AND  p— 3 AND M&A
& IMPROVE. GROWTH

Market consolidation through
prudent M&A strategy

v A\

Higher traffic volumes

Leveraging the consolidation
and growth opportunities of
two synergistic growth
markets

Integration and synergy
realisation

v v

Higher efficiency through data

Ramp-up of organic sales
growth

Additional advertising revenue




o
Media and Games vertical integration 530 lnceie and Games

Online media serves as a strong organic growth accelerator for games

Games

Media .fc!r.user U§e_r. Playing user Item §a_|e
acquisition acquisition advertising

Selling
ads in g

Media |
!
| {
Higher traffic volumes Higher efficiency through data @’ Additional advertising revenue
« Substantial additional user acquisition » Improved optimization: one customer data « MGI's in-game ad-spaces can be offered to
budgets from advertiser enable high platform and optimized targeting advertisers
volumes and lower user acquisitions cost - Full data transparency from ad-view to + Margin from ad-selling stays in-house
« Margin from ad-buying stays in-house paying user

—) MGl was not happy with external partners (low efficiency, fraud, ..)
—) Media is a very fragmented segment with ample M&A opportunities

Combining MGI's need for better media, it's M&A skills and the opportunities in the Media segment
lead to the decision to build a second segment

Source: Group information




i+ > 5 K9
Why we combine Media and Games in a nutshell: #1

-alone gaming: clear cost/ revenue advantage

@ Media and Games

Invest
Combined Media and Games is much more efficient than stand

Games and media combined: optimising the value chain, simplified example of the cost and revenue synergies

Gaming standalone O j:_i_/ D Gaming and media combined

St

CPI: EUR 0.10

User acquisition

CPI': EUR 0.15

Playing user

Efficiency improvement For break even:

For break even:

®

Efficiency gain between gaming
and media and gaming
standalone obtained through
purchasing power at scale

|
)

Key for ad -based games to
acquire players as efficiently as
possible and monetise on each

user via ads to the largest

extent possible

Significantly higher efficiency
achieved by combining in -house
media with core gaming
offering

Source: Group information

Notes: 1) CPI = Cost Per Install, 2) CPM =Cost Per Thousand Impression




i+ > 2 [E9
Why we combine Media and Games in a nutshell: #2

Combining Media and Games: huge efficiency increase by transparency and data

Invest

@ Media and Games

Example: data optimization

P
r ('_Y_r__'\_c ) GDPR compllantand consent based

r\‘

Retarget customers across different
businesses and industries

Encourage referrals and address
book sharing

/ @ persistent over time

Maintain common customer record

Y VERVE
GROUP

Over time start offerlng DMP to
partners and new customers

Yfuel A of Huge efficiency improvements

Data are the . )
| are possible with:

| programmatic advertising:

Targeting each person with the - to bid for the ads that reach the - more data volume

right ads is a challenge and > right target group > - and combining data from

decides about efficiency. - to enrich basic data with various in -house sources with
‘ additional infoAs ‘ external data

- and data science know -how

- to analyze and optimize efficiency -
and Al skills




Our strategy: 3 z Profitable Organic and M&A Growth (3 Metia and Games

Invest

PROFITABLE
BUY. INTE- m COMBINING ORGANIC
1 E.j GRATE. BUILD + 2 GAMES AND 3 and M&A

& IMPROVE. MEDIA GROWTH

Market consolidation through

orudent M&A strategy Higher traffic volumes

\ v

Leveraging the consolidation
and growth opportunities of
two synergistic growth
markets

Integration and synergy

realisation Higher efficiency through data

v v

Ramp-up of organic sales

growth Additional advertising revenue




Complementary segments; own growth + synergies

Integrated into
single unit /brand

M&A growth

Adding critical mass and
players: more sustainable

Organic growth

Current games: small
game updates, DL CYs
porting , internatio -

— ;

Games CQSJI—J;D games PC + Console + nalization , player
Mobile acquisition , new game

launches
Completing the . .

program%aticg vertical Cross-selling via
Media ¥ VERVE omnichannel tech- connectlng platforms ’

GROUP product innovation

stack and adding
critical mass

and adding new
customers

@ Media and Games

Invest

Synergies

V Cheaper media
V Full transparancy
V Better fill rate
V Data

&

V Unique ad -inventory
V Additional revenues

&

V Overhead synergies
V Know-how sharing




Profitable organic growth
Combining 3Media and Games}{ results in 3.0x higher or ¢

Invest

@ Media and Games

Illustration of value chain extension

MGUUYs addr ess &®bre mar ket s (Thesumis greater than its parts

@ Media and Games

Invest

90% growth

of which

©
() .
c 36% Organic growth ?
=
1S
© g Key performance drivers:
"o
<§ &l Efficient user acquisition and placing ads in games
o w0
o8
=3

©

@ Leveraging strong synergy potentials between markets
2020 2023
N Digital games M Digital media W Continuously improving internal operations efficiency

Source: Newzoo Global Games Market Report, Emarketer Global Digital Ad Spending Update Q2 2020
Notes: 1) Q22021
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ESG Policy of the Group

MGUAs environmental, social and governance 1initiat

Summary

of

the GroupAs ESG commit ment

Invest

G@ Media and Games

vV e

Energy efficiency - migration of platforms to the cloud away from energy intensive traditional data centres. MGI only uses data
centres powered by natural -energy for its remaining non cloud operations

Carbon Offsetting - collaboration with planetly to evaluate possible reductions of carbon emissions and offset current emissions to
become carbon neutral by 2022

Environmental friendly initiatives - employee grants to use public transport, reduction of waste & use of disposable items in all
offices.

)

Adherence to relevant UN
sustainability goals

12 Soeonenm IIW
!E! Iiil

UN Global Compact z signatory of the UN Global Compact

GDPR strict adherence - User integrity is a high priority, MGI strictly follows GDPR & other relevant data protection regulations. We do
not sell user data or information to any third party

JEden Reforest at inworethdh20Dj008 trees glanted in cooperation with community

JAdTech Car es zcénribute rentnantire japp ad inventory to fight misinformation about Covid and support fact -based
journalism

Code of Conduct - for the G ames in the core portfolio already in place

Gender diversification Z a diversity policy has been in place for many years, Group has an above -industry average in terms of
men/women/diverse ratio (65%/35%/0.3% vs industry average of 75%/25%)

)

Adherence to relevant UN
sustainability goals

(GENDER
EQUALITY

¢

SUSTAINABLE
DEVELOPMENT

o’

Sustainability Committee - consisting of experts in various relevantfields, which reports directly to the Board of Directors
Corruption zero tolerance policy - all employees are educated to deal with this risk

Whistle Blowing - the Group offers an anonymous mailbox for whistle blowing functions

Management Compensation - salaries in line with market standards, both fixed -& long-term variable components

Three independent board members - policies in place to ensure that all transactions with related parties are carried out on an arms
length basis

Adherence to relevant UN
sustainability goals

DECENT WORK AND
ECONOMIC GROWTH

Source: Group information, UN

C

~



MGI aims to provide a safe environment for all its users

Particular focus on youth and child protection

@ Media and Games

Invest

Preventive measures

Control and sanctions

Improvement targets

A Community behavior rules

A Code of conduct for each game

A External protection officer

A No offer of gambling

A Protection from impulse purchases

A Protection of minors and age rating
for core games

MGI strives to create a safe environment

in its games and portals, in which children
and young people are protected

A Trained community management
team

A Monitored & moderated chats

A Reporting of bad behavior or
misconduct

A Consequences for bad behavior

ALegal intervention
private servers"

AZero tolerance for

A Automated chat filters

MGI opposes any kind of insults, sexual
harassment, racist or hateful language,

threats or bullying, implementing
preventive measures and sanctions for
misconduct

A Age-appropriate advertising filters
A Upgraded reporting tools

A Clear & unambiguous terms &
conditions .

gamigo is a member of the game Verband
Deutschland and actively supports its

efforts for diversity within games. MGl is a
signatory of the UN Global Compact

Source: Group information
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Sustainability @ Media and Games

MGI has put great emphasize on sustainability initiatives and will continue to do so in the future

Achievements 2020

G?] Media and Games

Invest Group

ADTECH

SUSTAINABILITY REPORT 2020

|\ MEDIAAND GAMES INVEST SE

MGI's media unit Verve Group became a MGl's games segment launched a Within the_ new hires during 2020, equality was
partner of AdTechCares. cooperation with Eden Reforestation Project nearh:r achieved(43.81% Female [ 56.19% Male /
resulting in a total of over 200,000 trees 0% Diverse).
planted.

e | planetl

MGl

MGl is collaborating with Planetly and aims to
become carbon neutral until the end of 2022.

MGl is a melting pot of cultures with offices in o
. . CARBON
18 locations and emplpyees from 42 different NEUTRAL MGl has become a signatory of the UN Global
nations. planey Compact during 2020. PUBLISHED JUNE 17, 2021

Source: Group information




Our long -term Sustainability Goals (3 Metia and Games
First sustainability report published in June 2021

Continuously pursuing and improving our efforts

[ 4 Environmental % Social m Governance

Carbon neutral by 2022 Inclusive and inspiring products Data Protection and security
Green energy and cloud solutions Measures for a safe environment No Insults or Harassment
Reuse IT equipment Feedback culture Zero tolerance for corruption
Community events with environmental impact Health, diversity and gender equality Board Composition *

Source: Group information
Notes: (1) Independent Board Member as per definition in the Swedish Corporate Governance Codex under point 4.4 and 4.5




MGI Sustainability Grid

E?l] Media and Games
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Concrete actions are in place and planned, further actions are developed by Sustainability Working Group

Working for a Greener

Future

Player Engagement:
@ 200,000 trees planted

Q Permanent Coop. with
Eden

() Water Project Charity

Responsability:

Q Youth Protect. Officer ° Workforce: 34.5% F/

Data Protect. Officers 65.18 % M/0.31% D

Q New Hires: 43.81% F/
56.19% M

@ Increase Diversity

In-House Data Protect.
@ Coordinators

CQ Targets:
@ Tracking emissions

@ Offset 2020 emissions
@ Carbon neutral 2022

Player Protection: Training:
9 USK/ PEGI/ ERSB () Digital Train. Course &

@ Chatfilt in core games Expert Conference
(P) Filter rollout

Providing Data Protection A Great Team & an
& Security Inspiring Workplace

Diversity & Gender Equality:

@ ! yR62271 T2 ND £ody¢ of Adddudt Games

Diversity & Fair Play in our
Products & Services

Corporate Governance

Inclusive Game Portfolio:
Active Communities

Diff. games, platforms &
languages

Transparent Reporting &
Policies:
(P) Governance Report

(] Anti-Corruption Policy

Aatfleiy3d ¥F2 NJQ‘ K&npliaricé Tfathingx

Q Whistle Blowing System
updated

Rules of the Game:
Statement against
0 Harassment

Sustainability Processes:
@ Sustainability Board

@ Sustainability Comittee
Sustainability Working

() Reduce emissions (P) Age appropriate advertising uLcls _ _ @ Respons. Gaming Policy Group
(P) Carbon Negative (®) Suppl. Legal Texts ® l;l(()e;/vlTram. BudgetinH2 @ Player Satisfaction Surveys
IT equipment: Data Protection & Anti-Discrimination: Media: Board:
Q Cloud computing power Transparency Inclusive Onboarding Q Content Guidelines for Q 1/4 Female, 3/4
Reuse/recycle [T @ Data Protection Statement Process Partners Independent
© equipment Transparency in advertising Zero Tolerance: @ Ban prohibited Content Add. Independent Board
© (Prebid/IAB) Discrimination & Members added

Revised Complaint Harassment

Procedure

@ Inplace Ongoing () Planned

Q Transparency in Advertising

Source: Group information

Notes: (1) Independent Board Member as per definition in the Swedish Corporate Governance Codex under point 4.4 and 4.5

(i.e. less than 10% shareholding)
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Gamigo Group at a glance @ Media and Games

A leading MMO powerhouse

Key facts Key revenue splits

Revenuesbyregion ( Q2 A21 Revenuesbytype ( Q2 A21)

Hube

I;qT__'_] Startedin 2012

HQ Hamburg

+25 M&A Transaction since 2012

4
Bcu MWsa Rest I Browser [l Mobile
B NA I Asia [ client I console

~500 Employees 2

T 4P

Major acquisitions

aerig.  WidTangent. OG- i

Jein Gaming-Portal NTENILIN

+10 Top MMOs 1!
+5,000 casual games

(lladspree e

I EINT)

+100m Registered gamers

% B

Y
KINGSISLE

Source: Group information
Notes: 1) Massively Multiplayer Online games, 2) Including contractors/freelancer




Monetization

Monetization at a glance in the Games segment

Monetization strategy

Invest

E@[‘ Media and Games

=%
m Free 2 Play

A Mostly free2play only MMOs
A Offering virtual goods

A Sales via virtual in -game
currency

o
m Buy 2 Play

A Upfront payment for game

A Possibility to combine Buy 2
Play with offering of virtual
goods sale

Advertisement
\ based

A Especially relevant in casual
games

A Lower percentage of paying
players

Examples per monetization strategy

Lmy Sy pscription -

based

A Monthly subscriptions

A Access to games or special
perks

ltems that can be purchased with
in-game currency

Buy 2 Play titles (full games and
DLCs)

Banner ads

Subscription models with different
duration




E@[‘ Media and Games
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gamigo Is attractively positioned in the games industry

Hybrid positioning combining attractive characteristics for publishers and developers

Gaming players are typically divided into publishers or developers

-

gamigo serves as publisher whilst owning part of its games,

Own property which are developed/improved in -house

gamigo is a pure publisher with no new game development,

Low development risk V focusing purely on enhancement of existing games

V
Portfolio diversification V V V
Capex light V V V

A well-diversified games portfolio across users and
geographies

Minimal maintenance capex requirements given no pre -
invest development risk

Well-diversified across distribution channels ensures no

Platform independence V platform dependency

V
Technology edge V V V
M&A platform V V U

A well-integrated technology platform with continuous
improvements and upgrades

The group has a proven track record of successful M&As and
subsequent integration of acquired targets

C C C C C C

Together with Verve gamigo provides high customer
acquisition capabilities compared to traditional publishers

© 0000060

User acquisition V V V V and developers owing to its in -house media - and advertising
companies. 89% of user acquisition is done in -house (via
Verve)
[ Based on key sector criteria, gamigo possesses all necessary characteristics to act as consolidator in the fragmented games m ark et ]

Source: Group information
Notes: 1) Two check marks indicate stronger position in the given criteria
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Extensive catalogue of games

+10 Top MMOs +5,000 Casual Games

-
Own IP Games

Art By I\umhel 3

Viking Heroes 2 Collector’s 11 Islands: Story of Love
Edition . -

MYSTERY HOTEL
HIDDEN OBJECT

80% of total Games revenue stemming from own IP L

Source: Group information
Notes: 1) based on 2021 YTD numbers




Wizard101: The Harry Potter Of Online Games EQ[] Hedia and Games

A dedicated customer base with multi -year relationships

Massively Multiplayer Game Recurring revenues ! Substantial revenues

55%

USD +430m revenues

21%

14%
l 10%

1 Year 1-3Years 35Years >5Years

+55m gamers

A A family -friendly MMORPG, first A 55% of revenues from players who A Wizard101 has generated more than
launched 2008 are playing for more than 5 years; +430m in revenues since its release 13
A Community: Players collaborate and suggesting high stickiness years ago
build lasting relationships A Free2Play MMO; around 15% of new A +55m user accounts created since
A Interactive: Meaningful character S!:grzrs are converted to paying launch

evolution and exciting fully -voiced A Target Group: 20 -30 years old, male
narrative A Multiple diverse points of sale; and female audience
subscription, in -game transactions,

A Expansive World: Thousands of hours )
and retail packages

of diverse and engaging game content

Wizard101 is a life -brand title for core users who continuously engage, and has been monetized over the last decade

Source: Group information
Notes: 1) Revenues per user tenure
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' i 2% Media and G
Revenues are typically recurring over +5 years S mest e

Loyal customer base ensures a high degree of recurring revenues and visibility

Revenue split by user tenure for selected games

[ Desert Operations Global

] [ Last Chaos Europe

] [ Wizard101

85%

Js<icin)

22%

63%

21%

14%

55%

0,
5% 7% 8% 8% . 10%
. =
o | || [ | [ |
1 Year 1-3 Years 3-5 Years >5 Years 1 Year 1-3 Years 3-5 Years >5 Years 1 Year 1-3 Years 3-5 Years >5 Years
[ Deutschland -Spielt ] [ Fiesta Online Europe ] Pirate101 ]

)

18%

62%

24%

14%

53%

12% 9%
. A =
s " |
1 Year 1-3 Years 3-5 Years >5 Years 1 Year 1-3 Years 3-5 Years >5 Years 1 Year 1-3 Years 3-5 Years >5 Years

Source: Group information
Notes. 1) Figures Q 124
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Games growth strategy

MGI follows a low risk portfolio approach

Acquiring games/ IPs (81% 1)

A Game UPAs
3" party developers

RevShare A Game UPAs
through M&A

acquired

acquired

Licensing games (19% 1Y)

A Licensing games from
developer, 3 yr contracts

>

But high switching cost for a
running game

Rev Share

A Established process

2,219

4 Contracts signed

SIS SIS S S S

Game sourcing

1,033 Game evaluation
' Business case creation

I
o= ®a

Organic growth
initiatives

New Content Updates
Community Management
Localisation
Internationalisation

Device expansion

Invest
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Y VERVE
IR EROUP

i

Result
Risk diversification through portfolio approach
A Increasing number of game licensing and organic growth projects

A Only low upfront investment and increase after successful test
phase (launch)

A Not every project is a success (e.g. Trove launch in Korea, Atlas
Rogues)

Strong in -house user acquisition

A Up to 50% cost saving for user acquisition because using internal
Media segment (Verve Group)

A Increase ROI for user acquisition spend because auf the use of
first party data

A Extended Connected -TV reach for console

Note: 1) % of revenue stemming from own IP vs. licensed games in H1 2021




Organic growth highlights

Games growth projects in the past twelve months

~
o= [
SR TN,

oLl

H2 2020

ARCHEAGE UNCHAINED
TROVE LAUNCHES 3 LAUNCHES GARDEN OF GODS
ON CONSOLES EXPANSION: THE IPNYSH
SANCTUARY

GRAND FANTASIA ADDS A
FLOATING CITY

AURA KINGDOM WITH
DOUBLE PATCH

GAMIGO CELEBRATES 20TH
ANNIVERSARY

TROVE HUBDATE NOW
AVAILABLE FOR CONSOLES

AURA KINGDOM REVEALS ITS
STARCALLER CLASS

FIESTA ONLINE CELEBRATES
ITS 14TH BIRTHDAY

ARCHEAGE INTRODUCES GRAND FANTASIA
CHRONICLES AND RISEOF CELEBRATES 10FANTASTICAL
NEHLIYA YEARS

MAJOR SPRING UPDATE FOR
WIZARD 101

CASUAL GAMES MIGRATION
TO BIGCOMMERCE

ARCHEAGE INTRODUCES THE
GUNSLINGER SKILLSET AND A
NEW DLC

TROVE COMING TO
NINTENDO SWITCH

LAST CHAOS RELEASEBEVEL
190

Invest
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A2 H1 2021

NEW MOBILE TURN-BASED
STRATEGY GAME HEROES OF
TWILIGHT

MASSIVE 3.0 UPDATE
UNLEASHED IN ECHO OF
SOUL

GAMIGO IS HOSTING HUGE
COSPLAY CONTEST FOR
ANIME AND FANTASY GAMES
FANS

CHAMPIONS AND TOWERS z
GAMIGO ANNOUNCES
SKYDOME

SHAIYA UPDATE BRINGS
SEASONALFUN

Source: Group information



Outlook 2021: Strongest organic growth pipeline in history

New games launches set to further increase growth and profitability

Overview of the current announced organic pipeline

<2 Media and Games
Eﬂ Invest

A The new free -to-play mobile
title is headed to Android

A Worldwide development
rights of the triple A mobile

GOLE A Globally successful cubic

HEROES OF and iOS devices this CHAMPIONS 7z game Golf Champions Z A\-I;Z(EXEEE online adventure game
TWILIGHT SUMTEN SWING OF Swing of Glory Trove now available on
A mix of genres that bring GLORY A Competitive, Free2Play ON SWITCH Nintendo Switch (available in

turn -based tactical combat
into real -time PvP battles
Developed by the top

game allowing users to
compete in different leagues
Players improving skills by

the Nintendo eShop)
The global fanbase can now
enjoy their favorite game in

Launch 2021 Canadian Games Studio Launch 2021

BKOM

competing against each Launched 2021

other

new ways - even on the go

A Casual town Management
Simulation Mobile Game
with a strong social network
approach and focus on long
user lifetime

A In-App products and In -
Game Advertisement

A Innovative open world
sandbox MMORPG

A Already enjoys a constantly
growing community

A Worldwide IP rights for PC,
console (currently only for

ONE FURTHER
MMO GAME
SIGNED

ONE FURTHER
MOBILE GAME
SIGNED

The 4 vs 4 tower defense
battle arena is developed by
Kinship Entertainment and
will be published by gamigo
in Europe and North

SKYDOME

America PC available) A Already successful in Asia
Soft) Launched ' i ; i
(Soft) vk Launch 2022 A Z/IOGfZIaSr biggest licensing deal Lot S5 [N A ——

North America

orro 6k ni=adl A Sequels and new platform launches of existing games; various projects in the pipeline with total development cost volume of E UR+10m
einfplif=faEs ) A In-licensing deals for various MMOs and mobile games, some of which are ready to launch
AOutlicensing deals with publishers in China and Southeast Asia for

Launch 2021 -23

A Numerous other organic growth initiatives in the pipeline including both games and ad -tech solutions

S 0me

Source: Group information




Synergies with Media segment (1/2)
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Gamigo casual games platform powered by Verve campaign management

e e
Q 3’ |ﬁ 0’ P11
: Demand side : Publishers
! Advertiser olatform Data Supply side platform (Consumers) i
i 4 Advertisers N e Publishers ™\ i
E n LilnnoGames i
C T B Uer WildTangent. -
GO o
bunce
amazon () kiR
\ 'WARNER BROS. /

—— o o o o o o
Dashboard

Media plans ¥

. Campaigns «
+ NEW

Campaign Setup
through  \Y {RaUR
platform

Inventory

Inventory sources &

Total 1 Sources:
PubNative

Inventory type &

In-app

Rewarded video &

Use rewarded video: disabled

WildTangent: (o

FINDGAMES ~ GETGAMESAPP  JOINWILD ANDSAVE ~ SUPPORT

El
"‘ Schnelle Korrekturen
Adobe fUr perfekte PDF-Dokumente.
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Synergies with Media segment (2/2) Invest
Efficient user acquisition via VerveAs full stack sol
\‘ gsgﬁs . ;EJ{;;Q Challenge:

GamigoTitles have been trying to acquire new users outside of the walled gardens

Reaching new

audiences across the Solution Result:
Open Web With the help of our end to end user ‘ 10-15%conversion rate
acquisition and monetization solution
o ] we've been able to target new
UtlllZIhg our fU” StaCk SO|UtI0n and audiencesacrossthe openweb for 2 of ‘ ZOOkUSGI'S reached
products ranging from a DSP to an our maintitles: Troveand Fiesta

@ 100-200%rons

Exchange and SSP, to reach new
players folD I Y A gathé€za

dzOf tg areating attractive content for our
games, efficient user acquisition is one of a aE
the main success factors for us. By having ! . } X
the expertise of both gaming and media in- e, =
house at MGI, we benefited significantly
from the synergies, increasing our installs
by 77% and active users by 120% and
allowing us to build stronger retention and
playtime for our games."
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Kingslsle at a glance

Invest

Si

Leading North American game developer and publishing platform with +55 million of registered gamers

Media and Games

Key facts Integration update
> Kingslsle , based in Austin, Texas, is a leading game Leah Ruben Ly &1 002 WS el IIRgreie
developer and publisher founded in 2005 Director Games J Si nthe acquisition, Kingslsle has
enjoyed a very successful 2021/ Our
community rallied around the change in
Adding a strong team of +80 highly experienced @ <> leadership and has been energized by MG/
P employees bringing further expertise to the group ’ and g a mi gcoristment to support our
Experience : flagshijp product, Wizard101, and their
Work ' Kinaslsle since 2007 i willingness to investigate opportunities
Two MMORPGAs with strong UPAs ané jorks for Kipasisie since 2007 'S Wi e s witg pur other properties . Wizard101 and
> USD +400m +20 years of experience developing and  Pjrate 101 continue to perform well above
maintaining MMOs and Launching Wizard expectations .
.y _ _ 7 A +5 years at Sony worked on the EverQuest  7por0 gre some very exciting plans on the
> +5 years player lifetime brings high stickiness and stable MMO and various other positions horizon, and together our future s looking
cash flows A BsC in Psychology, Cum Laude from bright!f
University in Nevada Reno
Integration update: quotes from our players
— —1
JThis is truly fantalsticl| news! dd'm excited to JT“’ game has changpd f
, - again. There is SOOOO much to do, and
see where the Gamigo acquisition goes . . o ) .
. JY4 canAt wait to joi s u|c hthisawvitl beaoma ant of @y retiemeat
and what the future holds, especially for : ;
; and community, GNAm all so |suertremgtraitrement t odNve| bee
Pirate101. | know an update has been . . . . . .
. see just how active the devs are with the since 2008, and | see Wizards being
highly requested for years and I really do . . ) o
. o game stil |l to this\date.aroidnhalongwhiedbecauyse it caters to
hope it comes to fruition in a near
) so many age groups, helps make
future.f / at

___

connections and r#

Source: Group information
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Kingslsle acquisition well above plan
Currently trading at USD +35m revenues for 2021E

Revenues by Regions Revenues by Type

9%

KINGSISLE

3IWizard101, The Harry Potter Of Online Games

Il United States I In Game Revenues Forbes
I Rest of world [ subscription Revenues
B Other Kingslsle initial guidance

A multiple award -winning studio
Revenue of Adj. EBITDA of EBITDA
USD +32m USD +21m margin of
(e2021) (€2021) 66%

Purchase EV/EBITDA Oaktree
Price multiple of Capital

MMO Hall ' USD 126m 6.0x EUR 25m
oy Of Fame
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Pirate101 shows strong organic growth

Revenue development

Acquisition of Kingslsle
through MGI

Pirate101 performance
well above plan in past
year

First Content
Update after
acquisition

Jul 20 Okt 20 Jan 21 Apr 21 Jul 21

Kingslsle with large potential to grow the game and its player
basei n the near future | everagis
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Games offer significant organic growth opportunities
Organic growth , geographic expansion, licensing deals, platform extensions

Invest

A Expand the game in new territories

Expansion through

- . il A Extend language versions
Internationalization

A Increase geographic penetration beyond US

Launch across new A Expand IP to mobile for maximum reach
channels-and A Port to console to boost popularity amongst

platforms young audience

_ ALeverage MGUAs medi a expertis
Organic revenue '

growth A Focus on regular content updates

A Expand local US management capacity

Expand upon a winning formula to continue to grow user base, revenues and EBITDA
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Kingslsle ticks multiple boxes '?l]me“i“"dﬁames

As a perfect fit, Kingslsle complements several open Positions

Core u ISLE
Mid Core u - -
Type of
Engagement SCENE] u . u
Hyper Casual X X -
Virtual Reality X X X
3\
Free 2 Play u 1ISLE u -
Monetization ~ Buy 2 Play z X X
Strategy =
Advertisement -based u 1ISLE n/a z
e \
Subscription -based u . n/a X
\
Own IP vs. Own IP u ‘ISLE u z
HlEsr=a Licensed u u z

Legend: [ Already part of gamigo / MGI value proposition Il Currently unticked box (looking for targets) X Not relevant for gamigo / MGI

Souce: Company Information
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Q&A @ m%[sltia and Games

Please send your questions to investors@mai -se.com and we will answer
them during the Q&A.



mailto:investors@mgi-se.com

COFFEE BREAK (K3 M and Games

Agenda :

10.30 z Media and Games Invest Business Update
10.50 z Deep Dive Games Segment

11.25 7z Coffee Break

11.40 z Deep Dive Media Segment

12.15 z Break

13.15 z Financials

13.35 z Outlook

13.50 7 Q&A
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Verve Group at a glance

Connecting advertisers and publishers to people in real time

Key revenue splits

Started in 2016 + 166bn

Impressions from SaaS

Hmpe
.

HQ Berlin advertising in LTM Q2A1
+10 M&A Transaction since 2016 9 5% 2 1 %
. _ I Supply Side Platform
Retention rate of > USD Increase in SaaS

I Demand Side Platform
I Performance Platform
¥ Influencer Platform

100k SaaS accounts accounts in Q2 2021 YoY
~400 Employees ! Q

Major Acquisitions

smaato® LKQD
appmonet O~

Platforms : Full stack and self service TVSMILES

. d
PubNative I:i{- @ @ PLATFORM 161

+166bn ads delivered yearly

+5,000 Advertisers

BHITLPR

N
(_/o

oy

@ Marketplace : Active in 20 countries

Source: Group information
Notes: 1) Including Smaato and contractors/freelancer
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Full stack transparent advertising technology infrastructure
Programmatic advertising platform encompassing the entire ad -tech value chain and driving user acquisition

Media segment highlights

Demand side Publishers

Advertiser olatform Supply side platform (Consumers)

MGI ad-tech value chain

I I
I I
I |
I I
I I
1 . . . !
! Ad_vgrtlsers want most ' Pupl|shers and digital Publishers are owners of !
X efficient advertising to Software used by User data is stored, media owners manage media consumers are |
! sell their product or for advertisers to buy ads creating an extensive their advertising exposed to via targeted [
| branding and user from a marketplace data library inventory, fill it with ads i :
! acquisition and optimise revenues |
I |
I I
I I
1 . 1
! Blue-chip customer base !
I |
Advertisers Publishers

7 N R
I v ’ I
I ®c ¢

. oca LSO :
1 Pty | |
Cy—- ® «---'

GAMELOFT &slnnoGames
BURGER
amazon KING
NG J \ /

Source: Group information




