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Disclaimer

This presentation has been prepared by iDreamSky Technology Limited (the “Company”) and has not been independently verified. No representations, warranties or

undertakings, express or implied, are made by the Company or any of its affiliates, advisers or representatives as to, and no reliance should be placed upon, the

accuracy, fairness, completeness or correctness of the information or opinions presented or contained in this presentation. None of the Company or any of its affiliates,

advisers, or representatives accept any responsibility whatsoever (in negligence or otherwise) for any loss howsoever arising from any information presented or

contained in this presentation or otherwise arising in connection with the presentation. The information presented or contained in this presentation is subject to change

without notice and its accuracy is not guaranteed. Neither the Company nor any of its affiliates, advisers or representatives make any undertaking to update any such

information subsequent to the date hereof. This presentation does not constitute an offer to sell or an invitation to purchase or subscribe for any securities of the

Company for sale in any jurisdiction. No part of this presentation shall from the basis of or be relied upon in connection with any contract or commitment whatsoever.

This presentation should not be construed as legal, tax, investment or other advice.

This presentation contains statements that reflect the Company’s intent, beliefs or current expectations about the future. These statements can be recognized by the

use of words such as “expects,” “plans,” “will,” “estimates,” “projects,” “intends,” or words of similar meaning. Such forward-looking statements include, but are not

limited to, statements regarding the Company’s user base, monetization capabilities, distribution channels, financial and operational results, competitive position and

growth strategies and China’s mobile Internet and mobile game industries. These forward-looking statements are not guarantees of future performance and are based

on a number of assumptions about the Company’s operations and other factors, including, but not limited to, the Company’s ability to obtain attractive game licenses on

commercially favorable terms, the Company’s ability and to attract, retain and monetize users, the Company’s relationship with distribution and payment channel

partners, the development of China’s mobile network infrastructure, and the growth of China’s mobile Internet and mobile game markets. Many of these factors are

beyond the Company’s control, and accordingly, actual results may differ materially from these forward-looking statements. Caution should be taken with respect to

such statements and you should not place undue reliance on any such forward-looking statements. The Company or any of its affiliates, advisers or representatives

has no obligation and does not undertake to revise forward-looking statements to reflect future events or circumstances.

In evaluating its business, the Company uses certain non-GAAP measures as supplemental measures to review and assess its operating performance. These non-

GAAP financial measures have limitations as analytical tools, and when assessing the Company’s operating performances, investors should not consider them in

isolation, or as a substitute for net (loss)/income attributable to the Company or other consolidated statement of operations data prepared in accordance with U.S.

GAAP.



2

Leading mobile game publishing platform

Partnership with leading

game developers

High quality and diversified 

game portfolio

27 casual games (2)

25 mid- and hardcore games (2)

Note:

(1) By number of active users in 2014Q3

(2) As of September 30, 2014

Large + Fast

growing user base

122.0mn
MAU in 3Q2014 (2)

27.4mn
DAU in 3Q2014 (2)

Independent mobile game 

publishing platform in 

China in 2014Q3 (1)
No.1

Higher user engagement

http://www.imangistudios.com/index.html
https://www.google.com/url?q=http://wwbiggies.com/press/biggies-strikes-deal-with-miniclip&sa=U&ei=2pRsU9fWFcG4rgeghoDgDg&ved=0CDoQ9QEwBg&usg=AFQjCNFP6y5RON8eeqj7-NtsGYK1dWSqtg
https://www.google.com/url?q=http://en.wikipedia.org/wiki/WeMade_Entertainment&sa=U&ei=geKKU8ORB4bprAfO9ICgBA&ved=0CC4Q9QEwAA&usg=AFQjCNHALnHvKvvVf44_Jzyr3M2zD0oBpg
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Wide variety of mobile 

device configurations

Key challenges in a fragmented market

>50 payment solutions>300 distribution channels

Source: Analysys International 

Well positioned in China’s mobile game industry structure

Successful launch and monetization

Ability to adapt to various 

mobile device configurations

Broad channel coverage and 

strong operation capability

Optimal payment solutions 

and strong partnership 

with payment channels

Marketing and promotionGame content optimization

1 2 3

In-depth understanding of users in China

https://www.yeepay.com/category/ /
https://www.google.com.hk/url?q=http://www.ieeelcn.org/prior/LCN37/lcnapp.html&sa=U&ei=DDhnU8eIH4mn8AWL24DwCw&ved=0CD0Q9QEwCA&usg=AFQjCNEf611LEC5_u_aGQj6xGoHNY-ISdw
http://tech.sina.com.cn/mobile/models/14275/pic.shtml
http://tech.sina.com.cn/mobile/models/14272.html
http://tech.sina.com.cn/mobile/models/14153.html
http://tech.sina.com.cn/mobile/models/13356.html
http://mm.10086.cn/
http://www.189store.com/
http://www.chinaunicom.com.cn/
http://zhushou.360.cn/
http://www.google.com.hk/url?url=http://2013.wmgc.cn/SpeakView.aspx?a=336&rct=j&frm=1&q=&esrc=s&sa=U&ei=GJDTU8_mCMKJuATiyYCoCg&ved=0CDUQ9QEwEDgU&usg=AFQjCNF_1vwX6-WJaJoJEOl0w4vFr2Bnpw
http://www.huaweidevice.com/worldwide/
http://www.google.com/url?url=http://m.mpaypass.com.cn/news/201409/28094227.html&rct=j&frm=1&q=&esrc=s&sa=U&ei=ohJ_VMr5EsGD8gWk1IDYBQ&ved=0CCgQ9QEwCTgU&usg=AFQjCNGIeZOE3q1Mv7tBnuy_jyeQIslbhA
http://www.google.com/url?url=http://m.mpaypass.com.cn/news/201409/28094227.html&rct=j&frm=1&q=&esrc=s&sa=U&ei=ohJ_VMr5EsGD8gWk1IDYBQ&ved=0CCgQ9QEwCTgU&usg=AFQjCNGIeZOE3q1Mv7tBnuy_jyeQIslbhA
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Unique value proposition as a publishing platform

The unique value we offer to the 

China mobile game ecosystem

In-depth understanding of user behavior

Seamless publishing and monetization

Marketing and operational capabilities

Quality content

Special editions and marketing activities 

Large user base

Large number of transactions

Strong cash flow

High quality entertainment experience

Continuous updates

Live game services and social connectivity

Mobile game 

developers

Third party 

distribution 

channels

Payment solutions

Users

Strong network and platform effect

More and better 

quality games

In-depth big 

data analysis of 

user behavior

Larger user 

base and 

higher 

monetization

Close 

partnership 

with 

leading 

mobile 

game 

developers 

and IP 

holders
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Fast-growing mobile game industry in China

Increasing 

mobile internet 

penetration

Popularity 

of 

smartphones

Continuous network infrastructure 

development

# of smartphone 

sold / # of mobile 

phone sold (2)

Mobile internet 

penetration (1)

37.0% 91.9%

Note:

(1) Analysys International, 2013

(2) Analysys International, 2014 Q2

(3) Analysys International, as of June 2013; mobile game penetration = number of mobile game users / number of mobile internet users

Popularity 

of mobile 

games

Mobile game 

penetration (3)

64.6%

China mobile game market size (in RMB bn) 

Source: Analysys International 

3.3 4.1
5.4

13.9

23.8

33.8

42.7

2010 2011 2012 2013 2014E 2015E 2016E

53%

2010-2016E CAGR

http://www.google.com.hk/url?url=http://www.netcommwireless.com/product/3g/3g22wv&rct=j&frm=1&q=&esrc=s&sa=U&ei=txl_VPGCNcHvmAWVnILADA&ved=0CBcQ9QEwAQ&usg=AFQjCNHnunMBlwo8gejDeisuZe4tR18h-g
http://www.google.com.hk/url?url=http://www.itpro.co.uk/mobile/19515/4g-rollout-how-far-are-o2-three-and-vodafone-behind-ee&rct=j&frm=1&q=&esrc=s&sa=U&ei=xxl_VLzyEMbtmQWvnIKIBA&ved=0CBUQ9QEwAA&usg=AFQjCNGFABw0v4PX6cZeV0x6zG25XwAElg
https://www.google.com.hk/url?url=https://www.bestvpn.com/blog/10711/most-people-think-public-wifi-is-safe-fail/&rct=j&frm=1&q=&esrc=s&sa=U&ei=MBp_VICyMYTZmAX9loHQAg&ved=0CCcQ9QEwCQ&usg=AFQjCNGt0vU6ESIOAbkOFHo6DOM4Zt5c2A
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Investment Highlights

Large, fast-growing 

and active user base

High-quality and 

diversified game 

portfolio

Extensive 

and proprietary 

distribution channels

Strong ability 

to monetize

Experienced 

and visionary 

management

1

2

3

5

4

iDreamSky: A publishing platform with strong data-driven publishing and operational capabilities
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Chukong
10.9%

Longtu Game 
9.7%

5.6 11.6
22.0

34.0

56.7
70.3

81.3
91.0 98.3 95.5

122.0

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3

MAU (in mn)

Large, fast-growing and active user base

2012 2013

#1

Others

36.5%

iDreamSky

29.8%

2014Q3 market share by number of active users (1)

Independent mobile game publishing platforms in China 

2014

Large, fast-growing and active user base1

1.9
4.6

7.6
10.6

16.8

21.8
25.0 25.4 25.8

22.3

27.4

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3

DAU (in mn)

CMGE

13.1%

2012 2013 2014

Source: Analysys International 
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Large, fast-growing, active and loyal user base
Technology supported user community enhances user experience and user retention

1

In-game 

services

SDK

Cloud-

based

server

iDreamSky Game Center www.uu.cc

User 

behavior

data

Social 

networking and 

in-game 

services

User Community Games as A Service

Provide high quality user experience to achieve higher platform user retention
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High-quality and diversified game portfolio2

Mid- and 

hardcore 

games

Pipeline

Casual

games

>20

2527

A large and diversified portfolio (1)

Proven track record of sourcing and publishing popular games

Strong and trusted relationship with CPs

Exclusive 

partnership

in China

Trusted by 

game 

developers

Access to source 
code

Flexibility in game 
redesigning and 
optimization 

US Asia PacificEurope

http://www.imangistudios.com/index.html
http://www.imangistudios.com/index.html
https://www.google.com/url?q=http://en.wikipedia.org/wiki/WeMade_Entertainment&sa=U&ei=geKKU8ORB4bprAfO9ICgBA&ved=0CC4Q9QEwAA&usg=AFQjCNHALnHvKvvVf44_Jzyr3M2zD0oBpg
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Game downloads and 

activations in 2014Q3

<70%

Proprietary 

distribution

channel

>30%

In-game cross promotion

Traffic exchange

3

Game center

Third-party

distribution

channels

Distribution channels

All major distribution channels

App stores Mobile carriers

Device app 

stores

Social 

networking

Payment solutions

>50 payment solutions (1)

Mobile carriers

Other third-

party payment 

platforms

Mobile 

payment 

platforms

Note: 

(1) As of September 30, 2014

www.uu.cc

APP

ads

Game

ads

Extensive and proprietary distribution channels
Unique and effective proprietary distribution channels reduce user acquisition costs

https://www.google.com/url?q=http://techrice.com/2011/09/21/weixin-%E5%BE%AE%E4%BF%A1-tencents-bringing-the-mobile-im-revolution-to-the-mainstream/&sa=U&ei=vKZYU_vYEqi0iQfAnICwDQ&ved=0CDIQ9QEwAg&usg=AFQjCNFAzHQkrkhy7Uk5L0G__0hKe38dmQ
http://www.google.com/url?url=http://qq2011-android.softonic.cn/&rct=j&frm=1&q=&esrc=s&sa=U&ei=eSR_VPSsKsz18QXR14HYBA&ved=0CBYQ9QEwAA&usg=AFQjCNEAuAD_9k8xa1TgliuL0gOCpf5v0w
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Strong ability to monetize
Sophisticated game operation capabilities to maximize monetization

4

Conversion

MPUARPPU

Increasing paying user conversion

Paying ratio

2014 Q3

6.1%0.8%

2012 Q3

2012

￥10.5 ￥6.7

2013

Increasing revenue 

per user

￥13.2

2014 Q3

7.4mn0.2mn

2012 Q3 2014 Q3

Continuous optimization of game content and monetization points based on big data analysis have led to higher retention

Casual games to attract new users and cultivate paying habit due to low paying barrier

Convert casual game players to mid-and hardcore games players through in-game cross promotion to achieve higher ARPPU

Increasing paying users

https://www.google.com/url?q=http://www.psdgraphics.com/psd-icons/money-in-wallet-icon-psd/&sa=U&ei=1-R5U_avOsrprAeP2IC4Ag&ved=0CDIQ9QEwAg&usg=AFQjCNFNbCREaieANoY-xN6lCD6vJDHGhg
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Visionary and experienced management5

Strong and well-known shareholders

Industry / management experience

10+

Michael Chen

CEO, Co-founder

10+

Jeff Lyndon Ko

President, Co-founder

10+

Anfernee Guan

CTO, Co-founder 

Jun Zou

CFO 20+

Previous experiences

 Previously led the development of  mobile applications at 

Achievo and served as a software engineer in Huawei

 Served as director of Shenzhen Guoxin, a provider of 

mobile family-to-school communication service

 Previously served as director at Rullingnet, co-founder of 

Humble Gaming and VP at Interzone etc.

 Currently a co-president of the Global Mobile Game 

Confederation

 Previously served as a technology director at Guangzhou 

Startcom, a project manager at Achievo and a department 

manager of ChinaGPS

 Previously served as CFO of Dangdang (NYSE: DANG), 

Xunlei (NASDAQ: XNET) and Huawei Technology’s global 

technical services unit

 Served in progressive managerial roles and eventually as 

global controller for the managed services business unit at 

Ericsson in the U.S. and Sweden

http://en.wikipedia.org/wiki/File:Line_app_logo.png
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Further diversified game portfolio

Continuous increase of user base1

Latest development

2

122.0mn81.3mn

2013 Q3 2014 Q3

MAU

27.4mn25.0mn

2013 Q3 2014 Q3

DAU

Racing Casual Puzzle Shooting Sports Chess Music RPG
Problem-

solving

RPG Card Tower defense

Casual Games

Mid-and Hardcore Games

http://www.google.com/url?url=http://www.yxzoo.com/pangranjuwu&rct=j&frm=1&q=&esrc=s&sa=U&ei=pF6AVIyMCZbq8AXO54HYCQ&ved=0CCAQ9QEwBQ&usg=AFQjCNHJzSZwsax1a-ztDMnlOEoFnv4a2Q
http://www.google.com/url?url=http://www.benshouji.com/sgddz/&rct=j&frm=1&q=&esrc=s&sa=U&ei=HF-AVO2OKY-E8gXAxYHADA&ved=0CDQQ9QEwDzgo&usg=AFQjCNHXLOJz2oMps9yQm0RV2aFZR78UVQ
http://www.google.com/url?url=http://www.paopaoche.net/android/51074.html&rct=j&frm=1&q=&esrc=s&sa=U&ei=QF-AVN33JMft8gWJoYKgDQ&ved=0CCIQ9QEwBjgU&usg=AFQjCNHQ5O2zD2u9D91_PI6hTdei4UrQow
http://www.google.com/url?url=http://www.yxzoo.com/lewu&rct=j&frm=1&q=&esrc=s&sa=U&ei=k1-AVOvdL4nh8AX1uYGQBw&ved=0CCIQ9QEwBjgo&usg=AFQjCNGDBLskZjYptQGL_OPi4ZkyAKb-TQ
http://www.google.com/url?url=http://www.itopdog.cn/az/3734.html&rct=j&frm=1&q=&esrc=s&sa=U&ei=q1-AVKjkAY-E8gXAxYHADA&ved=0CCwQ9QEwCw&usg=AFQjCNFOx4mK0_EDOmsdU5oVfke8Kz_0Ew
http://www.google.com/url?url=http://www.play.cn/game/gamedetail/5016128.htm&rct=j&frm=1&q=&esrc=s&sa=U&ei=01-AVO_7Lofm8gXT44KYAQ&ved=0CDQQ9QEwDw&usg=AFQjCNFVDTR4jPCbyA6i0aD0SEZajQ6oRw
http://www.google.com/url?url=http://bbs.feng.com/read-htm-tid-3686870.html&rct=j&frm=1&q=&esrc=s&sa=U&ei=12CAVLqSE4-puwTRwYKIAg&ved=0CCoQ9QEwCjgo&usg=AFQjCNHxJSj-ph2NGAn5o8mKAVLO6L4H9w
http://www.google.com/url?url=http://www.daogame.cn/game-1933.html&rct=j&frm=1&q=&esrc=s&sa=U&ei=83eAVO2aIMnN8gXau4L4CA&ved=0CCgQ9QEwCTgo&usg=AFQjCNGQMrjo2GVwHkBBnt3vkyjX4gzp8g
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Revenue and cost structure of a publishing platform

Cash “collected”

by the publisher:

Recognized as 

game revenue (2)

Recognized as cost 

of revenues (2)

+ + + + 1 +2 43 1 2 4 2

Source: Analysys International

Note: 

(1) Based on gross billings

(2) For games licensed from third-party developers

Typical revenue breakdown in China mobile game industry (1)

Payment 
solutions
2%-40%

Third party 
distribution 
channels
30%-50%

Game 
developers
15%-25%

Publishing 
platform
30%-40%

2

4

3

1
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Strong revenue growth

Revenues (in RMB millions) Game revenues breakdown (in RMB millions)

18.1

244.8

1.3

1.8

2012 2013

Game revenues Other revenues

1,172%

Total revenues: 19.4

Total revenues: 246.6

10.8 

215.4 

7.3 

29.4 

2012 2013

Casual games Mid- and hardcore games
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Expanding gross margin

Cost of revenues (in RMB millions) Gross profit (in RMB millions)

4.8

90.7

25%

37%

2012 2013

Gross profit Gross margin %

4.6 

92.7 

1.6 

31.3 

8.3

31.8

75%
63%

2012 2013

Others Distribution channel cost

Payment handling cost As % of revenues
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Low operating expenses leading to strong operating 
profitability

R&D expenses (in RMB millions) S&M expenses (in RMB millions)

7.5

14.2

39%

6%

2012 2013

R&D expenses As % of revenues

2.8

27.9

14%

11%

2012 2013

S&M expenses As % of revenues

4.7

14.8

24%

6%

2012 2013

G&A expenses As % of revenues

G&A expenses (in RMB millions)
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(7.3) 

28.9

12%

2012 2013

Non-GAAP adjusted net income

Non-GAAP adjusted net income margin %

Improving profitability

Operating profit (in RMB millions) Non-GAAP adjusted net income / (loss) (in RMB millions)

(9.3)

33.8

14%

2012 2013

Operating profit Operating margin %
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2013 Q3 2014 Q2 2014 Q3 QoQ YoY

in RMB ’000 in RMB ’000 in RMB ’000 in USD ’000 % %

Total revenues 78,262 187,152 294,458 47,973 57.3% 276.2%

Gross profit 28,522 80,365 123,226 20,076 53.3% 332.0%

Gross margin 36.4% 42.9% 41.8%

Non-GAAP operating profit 12,586 41,052 58,797 9,580 43.2% 367.2%

Non-GAAP OP margin 16.1% 21.9% 20.0%

Non-GAAP net income 11,321 32,439 56,788 9,253 75.1% 401.6%

Non-GAAP net margin 14.5% 17.3% 19.3%

Note: non-GAAP numbers that exclude non-cash intangible amortization, share-based compensation costs and gain/(loss) from the disposal of subsidiaries .

Financial highlights – income statement summary



Company presentation

November 2014

THANKS!


