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A HIGHLIGHTS

India’'s gaming industry goes mainstream, registering strong monetisation and user growth

A fast-growing market, rise in paying users and ARPPU, improved engagement metrics, and a booming interest in investments and M&A , all paint an exciting

picture for India’s gaming industry
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India’s gaming market will grow at a
CAGR of 27% to reach $8.6 Bn in FY27

 India’s gaming market hit $2.6 Bn in
FY22 and is projected to reach $8.6 Bn
in FY27

* RMG revenues currently constitute 57%
of market size but future growth is
projected to be driven by in-app
purchases growing at a 34% CAGR

o

There are 507 Mn Indian gamers of
which 120 Mn are paying users

* India crossed half a billion gamers in
FY22, up from 450 Mn the year prior

* There were 120 Mn paying users in
FY22, which represents a 24%
conversion rate

* Revenue is on the rise with improving
supply and higher propensity to pay

India accounted for 15 Bn game
downloads in FY22

India had the highest share of game
downloads (17%) globally in FY22
Games played in India had 2 Bn
cumulative MAUs in FY22
Cumulative India MAUSs for top 10
games in FY22 was 358 Mn

The market is exhibiting promising
monetization trends

+ Average revenue per paying
user grew 11% to $20/year in
FY22

* There were 2 Mn new paying
users (NPUs) being added
monthly in FY22

Average weekly time spent by gamers was
8.5 hours during FY22

e Core titles like Free Fire, BGMI and Genshin
Impact saw strong daily engagement with over 80
minutes average daily play time per user.

*  More than 10% of midcore gamers played for
more than 10 hours per week

Insights from a pan-India survey of 2,240
respondents

Male: female ratio of surveyed gamers yielded a
60:40 ratio, equally split between metro and non-
metro cities

Relaxation, making money, and killing time
emerged as the top 3 motivations to play games
New content, better in game items and potential to
make money are top 3 drivers for paying users

Source: Third party analytics data providers, secondary research, Lumikai proprietary data, primary survey & expert interviews

Funding and M&A trends show growing investor
interest in the India market

Indian gaming companies have raised $2.8 Bn from
domestic and global investors in the last 5 years
Indian gaming companies are on track to raise $513
Mn by the end of CY '22

Fundingis up 380% from 2019 and up 23% from 2020
Since 2021, India has seen 3 gaming unicorns, more
than 6 strategic exits, and 1 successful IPO

Lumikai



|./‘_I| MARKET SIZE AND GROWTH

The industry clocked $2.6 Bn in FY22, and is set to cross $8.6 Bn by FY27

RMG revenue constitutes 57% of current market but future growth in IAP revenues, particularly in midcore games, are forecasted to grow faster at a CAGR of 34%
In FY22, midcore games (like BGMI, Free Fire) were the fastest growing category achieving growth of 32% , grossing combined revenues of ~$550 Mn

Indian market hit $2.6 Bn in FY22, and is projected to grow at 27% CAGR by 2027 Highest monetization growth in the future is expected to be driven by in-app purchases
Gaming market size in India: Growth by Category ($ Bn) Gaming market in India: Growth By Revenue stream ($ Bn)
Category CAGR (FY22 - 27) 27% 3 Category CAGR (FY22-27) 127% |
RMG 25% 5.6 RMG 25% 8.6
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Industry growth is expected to be fuelled by a rapidly increasing gamer base, higher conversion to paid users, and increasing sophistication of the Indian gamer

Source: Third party analytics data providers, secondary research, Lumikai proprietary data, primary survey & expert interviews aa®

Lumikai

*Others’ includes tipping, subscriptions, and game pass purchases



™ INDIA OUTLOOK

With 15 Bn downloads, India was the largest consumer of mobile games in the world in FY22

India’s gamer population in FY22 was 507 Mn, up from 450 Mn the year prior, growing ata 12% CAGR
There are 120 Mn paying gamers in the country, growing at a 25% CAGR

Number of gamers in India is growing at 12% CAGR India has more than half a billion gamers with a 24% conversion to paying user

Gamers in India (Mn)
Fy22 "6 846 Mn, growing at 8%*
700 \\ Ndits
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400 \
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Number of Indian gaming companies continues to rise India’s mobile game downloads hit 15 Bn in FY22, growing at a 35% CAGR

Number of Indian gaming companies 20 Number of mobile game downloads (Bn) in key markets*
900+ . 15.0 13.1
10.0 10.1 mFY20
500+ 10 6.5 6.1 mFY21
— 5.2 5.3 5.0 3.6 4-8 45 3.0 4.0
5 . . 2.2 = FY22
30+ ] |
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A young population with growing gaming-ready smartphone ownership and access to cheap data has led to sustained growth in gaming usage

Source: Third party analytics data providers, secondary research, Lumikai proprietary data, primary survey & expert interviews an®

*CAGR from 2021-2025; ACAGR from 2021-2026; ** Population-1.4 billion Lumikai
#China I0S downloads obtained from third-party data providers; China Android downloads estimated using relative market share of Android and 10S




S ENGAGEMENT AND MONETISATION

Indian gamers spent an average of 8.5 hours per week on mobile games in FY22

Time spent on top midcore games is approximately double that of top casual games, with Free Fire leading the pack with average of 109 minutes spent/user/day
Average revenue per paying user grew 11% to $20/year, with 2 Mn New Paying Users (NPU's) added per month

Time spent on mobile games in India Engagement and monetization trends in India

Avg. time spent/week (FY 22)

37%
30%  31%
e ° 27% '-\\ 2 Bn m 2 Mn

26%
27% 26%
uC I
I asue Cumulative MAUs for all mobile games in New Paying Users added every month (FY22)

16% BN 17% 18% India (FY22)
12% 10% m Midcore ndia
10
10% o | 8%
.I Hardcore

<1 hour 1-2 hours 2 -5 hours 5-10 hours > 10 hours
]}g[ 358 Mn % $20/year
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Free Fire BGMI Genshin Impact COD: Mobile Clash of Clans User Preferences Relative propensity to pay*
(by category) (indexed by category)
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Increased time expenditure on midcore titles and growth in ARPPU over the last year suggest a user base primed for more mature game experiences

Source: Third party analytics data providers, secondary research, Lumikai proprietary data, primary survey & expert interviews
*Calculated based on primary survey responses on propensity to pay for each of the categories; indexed from least propensity to most propensity I_um"(ql




< TREND SPOTTING

Ecosystem forces and changing consumer behaviour are moulding industry growth

Key market inflection points such as 5G, Web3 and Google’'s RMG pilot are opening new opportunities for growth
80% of gamers in India show a propensity and preference for culturally resonant gaming content

India-based content

Key market inflection points Increasing payment propensity Live game streaming Emergence of web3.0

Google Play pilot program for
Fantasy Sports and Rummy apps
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gaming companies

Technological and structural evolutions combined with growing appetite for domestic content and live game streaming are catalysing industry change

Source: Third party analytics data providers, secondary research, Lumikai proprietary data, primary survey & expert interviews an®
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@ INVESTMENT OUTLOOK

A majority of the $2.8 Bn invested in the Indian gaming landscape came in the last 2.5 years

In the last 2 years, the market has already yielded 6+ strategic exits amounting to $775M, 3 unicorns, and the public listing of Nazara Technologies

India has seen 3 unicorns in the gaming space with more waiting in the pipeline

2020 opened the floodgates for investing in India attracting $2.6Bn in just 2.5 years

Investments 1744 Company Month Total raised Valuation

($ Mn) + Fundingis up 380%
from 2019 and up 23% <& 24  Mar 2022 $75 Mn $2.5Bn
from 2020 ~ o

415 513____ * Indian gaming companies Nov 2021 $1.2Bn $8.0 Bn

14 156 135 l l T +280% have raised a total of

S mm ww - BRI ----2019-2022 $2.8Bn inthe last 5 MPL Sept 2021 $380 Mn $2.3 Bn
years

2017 2018 2019 2020 2021 2022E

Liquidity events since 2021: Notable Exits and IPOs

Leading global and domestic funds are actively investing in Indian gaming

Notable Exits Key IPOs

Global Funds Notable Investments Domestic Funds Notable Investments
Company Investors Acquirer Deal Value m Nazara

Fanclash, Lila Games, MPL, Octro

WinZo, Loco, Stellar Pl SEQUOIA = A - :
inZo, Loco, Stellar Play EPLAYSIMPLE Elevation Capital, Chiratae MU $510 Mn Nazara é%czlqr;ologles
Kkalaal’i Eloelo, Bombay Play, All Star Venture, Angels $ 33 Mn raise
Games 24X7, Dream 11 : capral Games, Outscal, Winzo Q
MPL All Star G \Q Moorfrog Sequoia, Tiger Global STILLFRONT $90 Mn _
, ar Games, v GROUP
Stellar Play Accel Get Mega, Mech Mocha |
Velo Partners, Bay Partners, — = $ i
-— 66 Mn Deltatech Gaming
WinZo AFELEVATION  Playsimple, Turnip aumgee 500 Global Angels =lutter tatech Garn
$ 69 Mn raise

Sustained capital infusion into the Indian gaming sector will encourage continued entrepreneurship and innovation, ultimately leading to a robust pipeline for
future liquidity events

Source: Third party analytics data providers, secondary research, Lumikai proprietary data, primary survey & expert interviews aa®
Lumikai




B CONSUMER INSIGHTS

Insights from the pan-India survey

A sample of 2,240 respondents were surveyed across different demographics to gain insight into gamer and non-gamer motivations, behaviours,
preferences, and monetisation propensity

Demographic Breakdown

Player Behaviour

Payer Behaviour*

1)

RELAXATION @ AD FATIGUE

A
30% = Potential to make
Gender-ratio of gamers = MAKING OAN LIFESTYLE money )
m MONEY CHANGES Better in-game A
s s L KILLING EXPIRING FREE cosmeticitems
- TIME TRIALS <
56% NON-METROS New content
30% 20% motivations to play & reasons to have stopped playing — N
VL7 veTROS In-game ability
18-30 31-45 a5+ boosts
City-cluster distribution Age distribution of L .
of gamers gamers Unlocking ad-free
> access
459
~ o -
attle-pass content
20% 15% Q P
o 11% 9% E3
[] H ] - ] =
Full-time Students Homemaker Self-employed Other Friendsand  App stores In-app ads  Direct search Game reviews
employed family
Gamer distribution by occupation Top 5 game discovery and selection methods Top motivations to pay in-game

Full results and analysis of the survey data will be released with the final report

Source: Third party analytics data providers, secondary research, Lumikai proprietary data, primary survey & expert interviews

aa®
*Percentages represent proportion of survey respondents
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Important Disclaimer:

This material is prepared by Lumikai Investment Advisors.

This material (including any information contained in it) is intended to provide general informati
a substitute to obtaining professional services or advice. This material may contain information
Investment Advisors does not independently verify any such sources and is not responsible f
such sources. None of Lumikai Investment Advisors, or its related entities is, by means of this
services. You should seek specific advice of the relevant professional(s) for these kind of ser
any decision which may affect you or your business. Before making any decision or taking
qualified professional adviser. Without the prior written permission of Lumikai Investm

others; and (ii) this report may not be reproduced. It is the responsibility of the reade

required.

No entity in the shall be responsible for any loss whatsoever sustained by any person o
any information contained in it, the user accepts this entire notice and terms of use.

©2022 Lumikai Investment Advisors




€@ APPENDIX

Glossary

ARPPU Average Revenue per Paying User
Bn Billion

CAGR Compounded Annual Growth Rate
cYy Calendar Year

FS Fantasy Sports

FY India Financial Year

IAP In-app Purchase

IP Intellectual Property

IPO Initial Public Offering

K Thousand

M&A Mergers and Acquisition
MAU Monthly Active User
Mins Minutes

Mn Million

ms Milli-seconds

NPU New Paying User

RMG Real Money Games

Lumikai



