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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. 
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Leading mobile game publishing platform 

~2.3 billion 

Partnership with leading 

game developers 

High quality and diversified 

game portfolio 

22 casual games (2) 

20 mid- and hardcore games (2) 

3 out of top 10 
casual games in China 

Note: 

(1) By number of active users in 2013 

(2) As of June 30, 2014 

Large + Fast 

growing user base 

95.5mn 
MAU in 2Q2014 

549mn 
registered users (2) Independent mobile game 

publishing platform in 

China in 2013 (1) 
No.1 

Higher user engagement 

sessions in 

2Q2014 

http://www.imangistudios.com/index.html
http://www.gameloft.com/
http://en.wikipedia.org/wiki/File:Gamevil.png
https://www.google.com/url?q=http://www.etc.cmu.edu/projects/crescendo/&sa=U&ei=xJRsU-fJOMT9rAfwtoCoDg&ved=0CDIQ9QEwAQ&usg=AFQjCNEgzqy6yOeumOZJg0avillyT9MCVw
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 promotion Game 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://www.qq.com/
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/
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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 
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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% 90.6% 

Note: 

(1) Analysys International, 2013 

(2) Analysys International, 2014 Q1 

(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://sweetclipart.com/multisite/sweetclipart/files/smart_phone_icon.png
http://sweetclipart.com/multisite/sweetclipart/files/smart_phone_icon.png
http://sweetclipart.com/multisite/sweetclipart/files/smart_phone_icon.png
http://sweetclipart.com/multisite/sweetclipart/files/smart_phone_icon.png
http://sweetclipart.com/multisite/sweetclipart/files/smart_phone_icon.png
http://sweetclipart.com/multisite/sweetclipart/files/smart_phone_icon.png
http://sweetclipart.com/multisite/sweetclipart/files/smart_phone_icon.png
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Investment Highlights 

Large, fast-growing, 

active and loyal user 

base 

High-quality and 

diversified game 

portfolio 

Extensive  

and proprietary 

distribution channel 

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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Active and loyal 

Source: Analysys International  

Note:  

(1) In 2013 

(2) In 2014 Q2 

(3) In June 2014 

5.6 
11.6 

22.0 
34.0 

56.7 

70.3 
81.3 

91.0 
98.3 95.5 

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 

MAU (in mn) 

Large and fast-growing user base 
Temple Run 2: 

#1 

CMGE, 
13.4% 

NQ 
Mobile, 
11.5% 

Chukong, 

26.8% 

Others 

 17.7% 

iDreamSky 

    30.6% 

Independent mobile game publishing platforms in China  

MAU (3) 

96mn MAU (2) 22mn DAU (2) Sessions (2) 

Sessions per active user 

per month (3) 

Sessions (2) 

DAU (3) 

2.3bn 

Large, fast-growing, active and loyal user base 
 

1 

29mn 

10mn 

12 

1.1bn 
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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 high platform user retention 
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High-quality and diversified game portfolio 
 

2 

(1) As of June 2014 by active users 

Mid- and 

hardcore 

games 

Pipeline 

Casual 

games 

>20 

20 22 

A large and diversified portfolio 

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 Pacific 

Europe 

3 out of the top 10 casual games (1) 

http://www.imangistudios.com/index.html
http://www.imangistudios.com/index.html
http://www.enfeel.com/
http://www.smilegate.com/smilegateis/EngSub.asp
//upload.wikimedia.org/wikipedia/en/3/30/New_Gameloft.png
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Game downloads and  

activations in 2013 

64% 97.7mn 

Proprietary 

distribution  

channel 

36% 

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 June 30, 2014 

www.uu.cc 

APP 

ads 

Game 

ads 

WeChat 

Extensive and proprietary distribution channel 
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
https://www.google.com/url?q=http://www.magentocommerce.com/magento-connect/yeepay-payment-gateway-cosmocommerce.html&sa=U&ei=4LVYU5jjIY6Jrgfl5oCIBQ&ved=0CC4Q9QEwAA&usg=AFQjCNFRjLrmDy87hvoKgib4p0DF1MRFDg
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Strong ability to monetize 
Sophisticated game operation capabilities to maximize monetization 

Note:  

(1) “ARPPU” or “average revenue per paying user” refers to the average amount of the revenue that we generate from each of our paying users 

(2) the number of active users of the current month who were also active users of the previous month divided by the number of active users of the previous month 

Conversion 

Retention ARPPU 

Increasing paying user conversion 

Paying ratio Average MPU 

5.2mn 0.1mn 

2014 Q2 

5.5% 0.8% 

2012 Q2 2012 Q2 2014 Q2 

4 

2012 

10.5 6.7 

2013 

Increasing revenue 

per user 

11.8 

2014 Q2 

Retention rate (2) 

Consistently maintain at 

45.5% in 2Q2014 

Retaining 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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Strong ability to monetize 
Continuous optimization and cross-promotion achieve higher monetization 

4 

Free-to-play, easy and fun 

 

Attract a large user base 

 

Cultivate paying habit with 

low paying barriers 

Immersive game experience 

with longer time commitment 

Users more willing to pay for 

virtual items 

Higher monetization potential 

Continuous optimization of game content and monetization points 

based on big data analysis have led to higher retention 

Cross 

promotion 

Higher 

ARPPU 

Casual games 
Mid- and 

hardcore games 
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4 

 Redesigned the game and 
launched new versions 

 

 

 

 

 

 

 

 

 

 

 Frequent updates based on 
understanding of user behavior 
 

Monthly revenue 

2012 2013 2014 

Established 

payment 

channel with all 

three mobile 

carriers 

Optimized the 

design of in-

game virtual 

items 

Launched a special 

edition for Chinese 

New Year with new 

graphics, sound 

effects and features Launched Chinese 

edition of Fruit 

Ninja. Added 

designs of the 

Chinese zodiac 

and the concept of 

yin and yang  

Fruit Ninja 

Three year 

special edition 

with game top 

up events 

We help developers to extend game life cycle 

Strong ability to monetize 
Case study: Fruit Ninja  

Fruit Ninja China 

Three year special version 

Chinese New Year version 

Two knives version 

https://www.google.com/url?q=http://www.thehut.com/toys-soft-toys/fruit-ninja-5-inch-plush-with-sound-strawberry/10598137.html&sa=U&ei=EyFZU_jsKceFiQeNu4DAAg&ved=0CDAQ9QEwAQ&usg=AFQjCNF86VIEZfLbg-i1z6xKxWt9a9V5UA
https://www.google.com/url?q=http://media.mightyape.net.nz/product/Fruit-Ninja-5-Plush-Pineapple-with-sound/20329731&sa=U&ei=USFZU879A6SziQfO84H4BA&ved=0CDQQ9QEwAw&usg=AFQjCNG3S8_QNSEYkSeD5_Boc_GpPuCTcg
https://www.google.com/url?q=http://media.mightyape.net.nz/product/Fruit-Ninja-25-Plush-Orange/20329724&sa=U&ei=iCmDU4vbBYmnrAemwYD4BQ&ved=0CD4Q9QEwCA&usg=AFQjCNFCcaexx3TUWe8APIdxF9g7XkmEWA
https://www.google.com/url?q=http://www.amazon.com/Fruit-Ninja-Green-Apple-Bandana/dp/B007ED86WK&sa=U&ei=5CmDU4bUFsfXrQeNy4HoBQ&ved=0CDAQ9QEwAQ&usg=AFQjCNHXcqvQw90j1WKrTHrAhgP-PssJDg
http://a.aapig.cc/bbs/picDIY.aspx?siteid=956&classid=4728&id=1151207&path=bbs/upload/956/2014/01/18/956_0845130%e6%b0%b4%e6%9e%9c%e5%bf%8d%e8%80%85%e7%a0%b4%e8%a7%a3%e7%89%882.jpg&sid=-2-0-0-0-0
http://a.aapig.cc/bbs/picDIY.aspx?siteid=956&classid=4728&id=1151207&path=bbs/upload/956/2014/01/18/956_0845132%e6%b0%b4%e6%9e%9c%e5%bf%8d%e8%80%85%e7%a0%b4%e8%a7%a3%e7%89%881.jpg&sid=-2-0-0-0-0
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Visionary and experienced management 5 

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 
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1 Increase games and other offerings 

 Offer more engaging and tailored content, optimize virtual goods merchandising, continue cross-promotions 

 Expand game offerings and launch a social networking community to further attract and retain users 

2 Expand internationally 

 Hire local talent and work with local business partners to create localized game content in overseas market 

 

3 Continue to invest in our technology platform 

 Upgrade our technology infrastructure and systems  

 Hire and retain local talent 

 Invest to refine our data analysis capabilities 

4 Broaden our content portfolio through strategic alliances and acquisitions 

 Continue to work with international game developers 

 License intellectual property rights from international providers of popular content 

Strategy to establish a global mobile entertainment platform 
Growth initiatives 
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Key financial highlights 

Huge  

potential 

Superior 

growth 

 User base expansion: MAU increased from 11.6mn in 2012 Q2 to 

95.5mn in 2014 Q2 

 Revenue growth: 1,172% in 2013 

 Multiple growth drivers  

Expanding 

profitability 

 High operating and adjusted net income margin: 13.7% and 11.7% 

respectively in 2013, 21.9%1 and 17.3% respectively in 2014 Q2 

 ARPPU increased from RMB6.7 in 2013 to RMB11.8 in 2014 Q2 due 

to change in game mix and optimization in game monetization 

 Attract new users and retain existing users 

 Enhance mobile game offering and monetization capabilities 

 Increase distribution through proprietary channels 

 Strengthen the collaboration with third-party payment channel 

partners e.g. Weixin Payments 

Note:  

(1) 2014 Q2 operating profit is after adjusting RMB 148.8mm of share-based compensation expenses 
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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 4 3 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%-5% 

Third party 
distribution 
channels 
40%-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 



19 

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 

14.6 

155.9 

75% 
63% 

2012 2013 

Payment handling cost Distribution channel cost 

Others As % of revenues 



20 

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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Continuous increase in quarterly revenue and 
profitability 

Revenues (in RMB millions) Gross profit (in RMB millions) 

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

5.7  9.1  

22.1  

33.2  

78.3 

113.0 

174.1 
187.2 

2012Q3 2012Q4 2013Q1 2013Q2 2013Q3 2013Q4 2014Q1 2014Q2 

Revenues 

1.5 2.4 8.6 
12.4 

28.5 

41.1 

72.8 

80.4 

26% 
27% 

39% 

37% 
36% 36% 

42% 
43% 

2012Q3 2012Q4 2013Q1 2013Q2 2013Q3 2013Q4 2014Q1 2014Q2 

Gross profit Gross margin 

(2.4) 

0.4  

(0.7) 

1.0  12.5  

21.0  

43.5  41.0  

(42)% 

5% 
(3)% 

3% 
16% 19% 

25% 22% 

2012Q3 2012Q4 2013Q1 2013Q2 2013Q3 2013Q4 2014Q1 2014Q2 

Operating profit Operating margin 

(2.6) (0.5) (0.5) 

1.4  11.3  
16.6  

33.3  32.4  

(45)% 

(5)% (2)% 
4% 

14% 15% 19% 17% 

2012Q3 2012Q4 2013Q1 2013Q2 2013Q3 2013Q4 2014Q1 2014Q2 

Non-GAAP adjusted net income Non-GAAP adjuste net income margin 

11 
17 

33 

Note:  

(1) 2014 Q2 operating profit is after adjusting RMB 148.8mm of share-based compensation expenses 
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Investment Highlights 

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

Large, fast-growing, 

active and loyal user 

base 

High-quality and 

diversified game 

portfolio 

Extensive  

and proprietary 

distribution channel 

Strong ability 

to monetize 

Experienced  

and visionary 

management 

1 

2 

3 

5 

4 
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1516457-003 

THANKS! 


