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HIGHLIGHTS IN 2021

€252M €71M 80% 38%

Revenue Adj. EBITDA Revenue Growth Organic Revenue Growth

#4800 Employees

g 55% Tech Employees

%"  +400 Software Clients with revenues >$100k

PR  +5000 Games

> 5 M&A Transactions

+411B yearly ad impressions
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WORD OF THE CEO

TRANSFORMATION FROM A GAMES COMPANY INTO AN AD-SOFTWARE-
PLATFORM WITH FIRST PARTY GAMES CONTENT

“MGlI will celebrate its 10" anniversary of its operations in October 2022. The year 2021 and the years
before have been part of an exciting journey and were based on our ‘buy, integrate, build and improve’
strategy which shaped us into what we are now; a fast growing ‘integrated owned and operated Ad-

Software-Platform’.

With our highly synergetic combination of Media and Games activities we have built a very strong
company that is well positioned for further fast and profitable growth. MGIl’s growth is leveraged by
the ‘media and games fly-wheel’, whereby the games part profits from better user acquisition for its
games and better monetization of its adds and whereby the media part profits from access to first party
gamer data as well as unique advertising spots. Such strongly synergetic ‘owned-and-operated ad-tech’
combination is increasingly appreciated by games- as well as media companies, such as eg. also,
Applovin, Ironsource and Zynga. MGl is an early adopter of this ‘owned-and-operated Ad-Software-

Platform’ strategy, using the past years to build this position.

In the coming years we want to further focus on strengthening, growing and extending our company
based on our further integrated owned and operated Ad-Software-Platform strategy. This means that
we will continue to focus on organic growth of each the media and the games activities as well as the
synergies between the two, that we will also continue to perform synergetic acquisitions either smaller
ones that we can leverage or also larger transforming ones that add scale. But it also includes some
shifts of our investment focus. As mobile is the largest as well as a fast-growing market for media as
well as for games, mobile will for both, the media as well as the games activities become the main area
of focus. And last but not least, we see ourselves as an innovator and will put further resources into
innovation based on the fact that growth is where innovation is. Innovation will include topics like new

channels, new formats, contextual, Al, big data, privacy first and transparency.
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The year 2021 was another very strong year

= With a strong revenue growth of 80%, making it the third year in row with over 70% growth p.a.

=  With a strong Organic Revenue Growth of 38%, showing that our investments in organic growth
really start to pay off

=  With a strong adj. EBITDA growth of 144%, outperforming the revenue growth, based on
economies of scale, efficiency gains and cost savings

= With a positive net result of EUR 16m and an increased result per share

= With a lot of activity, including e.g. 5 acquisitions, many great game updates, the start of ATOM,
various successful capital raises, opening new offices, closing down our influencer activities as well

as many investments in further growth for the coming years.
Looking back

Our first growth phase started with acquiring the games company gamigo in 2012 from Axel Springer,

thereafter, acquiring a further 3-5 games companies and assets per year, which has led to a games

platform at scale. In our second growth phase, from 2017 onwards, we shifted our focus towards

organic growth of gamigo, investing into the content of our core MMO games, starting to make them
multiplatform capable while also launching more and more new games. However, we did so without
taking the risk of developing new games from the scratch. As user acquisition, next to content, is the
main success driver for games, a market with over 2,000 game launches per month, we started our

third growth phase: building an in-house media unit via M&A. While starting with Influencer services,

from 2019 onwards we put full focus on the most efficient and effective media type ‘programmatic
advertising’. In the last three years we acquired several accretive media companies which were all
integrated into Verve Group. This resulted in a full programmatic end-to-end Ad-Software-Platform
covering the demand as well as the supply side for in-app, mobile web, desktop, connected TV as well
as digital out of home. As such we have built a one-stop shop for advertisers as well as publishers.
Based on the strong demand for such integrated media solution, the revenues of the media activities
surpassed the games revenues in 2021. In Q4 2021 also the media EBITDA surpassed the games EBITDA.
During the last ten years MGl’s geographic focus has shifted from Germany and Europe towards North
America which represents 69% of the groups revenues in Q4 2021. In each of the last ten years MGl has
been growing its revenue with a strong revenue CAGR of 77% since 2018. The EBITDA has in the same

period shown a CAGR of 75%.
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Looking forward

Based on this successful formula of an integrated games and media company we have now entered

into our fourth growth phase; as an ‘integrated owned and operated Ad-Software-Platform. The strong

mutual synergies between games and media will enable MGI’s fast further growth for 2022 and
beyond. The media segment Verve has a strong USP based on its first party data from our own games
as well as from one of the largest app-integrations into Third Party Publishers worldwide. This provides
a lot of data about the audience in the content which can be passed on to the advertisers for efficient
targeting of users in their campaigns. The games activities from gamigo profits strongly from the
improved user acquisition capabilities. Due to that clear USP, MGl expects to have a positive effect on
the increasing number of game launches. As an integrated owned and operated Ad-Software-Platform
we will continue to focus on organic as well as M&A growth in both the media as well as the games
activities as well as the synergies between them and will also shift our focus more towards
advertisement monetized mobile games as well as innovation driven growth. As we do not want to
overpromise, but rather over deliver, we have given Guidance for 2022 of EUR 290-310m with an adj.

EBITDA of EUR 80-90m.
A winning team

Our fast growth is enabled by our strong team. In 2021 we had several new joiners, via hiring as well
as due to M&A and we could see that MGl has become a very attractive employer with better access
to top-notch talents. This was achieved based on outperforming the market with great products which
enabled strong organic growth, which makes our employees feel that they are part of a winning team.
At the same time, we unfortunately also had to let a part of the media team go by closing the dffiliate
and influencer activities to focus on the highly scalable and profitable programmatic advertising
business. Despite that we have grown to an overall team of over 800 employees in over 20 offices

worldwide and have an even better skilled and more motivated team than a year ago.
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Growing up

The year 2021 was also the year where we executed two transforming acquisitions, with Kingslsle and
Smaato, and got many new long-only investors like Oaktree, Didner & Gerge and Janus Henderson on
board. While having grown revenues from 45 million in 2018 to now over 250 million in 2021, it was
also time to further improve our internal control and governance structures to be in line with the
underlying size of the business. Therefore during 2021, we have started preparing our relocation from
Malta to Sweden and worked on preparing the implementation of Nomination, Remuneration and
Audit Committees for 2022. The relocation to Sweden and optimization of the governance structures
will provide us with better access to the capital markets, reduces complexity for us and our investors

and is expected to be finalized in January 2023.

I would like to thank our customers, our investors, our team and all our other stakeholders and partners

for their support and commitment during 2021.

Thank you!

Remco Westermann

CEO and Chairman of the Board of Media and Games Invest SE
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PRODUCTS AND SERVICES OF MGl

1. BUSINESS OVERVIEW

1.1 MGI’s advertising software platform

In 2021, MGI generated the majority of its revenues from its programmatic Ad-Software-Platform,
which it offers through Verve Group. If the goal of advertising is to create and place ads as well as sell
ad space (Ad Inventory), then programmatic advertisement aims to make the business and processes
of creating and placing ads as well as selling ad space faster, easier, more transparent and more
effective by leveraging artificial intelligence, powerful algorithms and billions of data points.
Advertising companies are intermediaries between advertisers - who try to reach users on their
smartphones, computers, connected TV devices or via digital public billboards (DOOH) to attract new
customers - and publishers - who provide digital content that is consumed by users and monetized by
selling ad space to advertisers. Whereas in traditional advertising an advertiser usually requested ad
space directly from the publisher by phone or email - which is very time consuming and inefficient -
with programmatic advertisement this process is fully automated and happens in real time, with
revenue flowing from advertisers to publishers in an automated way - replacing the phone calls, faxes

and paper Insertion Orders (10s) used to manage and track deals in the past.

There are advertising companies that support advertisers (so-called Demand Side Platforms), for
example in buying ad space or evaluating campaigns, and there are advertising companies that support
publishers (so-called Supply-Side Platforms), for example in selling ad space and processing user data
to create anonymized audience segments. While most companies can be assigned to one of these two
sides and / or focus only on single devices (like mobile, desktop, Connected-TV, or DOOH) or single
formats (Banner, Interstitial, Native, Rewarded or In / Out Stream) MGI with its full stack platform

supports both sides across all devices and formats.

This offers advantages for both advertisers and publishers, as the flow of information between
advertiser and publisher is more direct resulting in higher transparency in targeting, monitoring and
evaluation of campaigns, while at the same time eliminating the gateways for fraud that arise due to
the multiplicity of market participants. The resulting increase in efficiency and quality leads to a higher
ROI (return on investment) for advertisers and higher ad income (measured by CPMs / cost per mille)
for publishers. In addition, as a one-stop store, MGI reduces the number of external media partners

needed to coordinate cross-device and cross-format campaigns, resulting in more streamlined
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campaign management where the individual components of the campaign are precisely orchestrated

resulting in higher ROI.
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1.2 MGVI’s stronger position due to own games content and access to first party data

An important differentiator between advertising companies is whether they "own and operate" a part
of the audience (users) or whether they do not have their own audience. Via its game’s portfolio, MGl
has its own audience consisting of more than 5,000 casual and mobile games as well as more than 10
premium games. Additionally, Verve has integrated its SDK (software developer kid) directly into the
Apps with many App-developing companies, receiving direct opt-ins of the users of these Apps. The
quality and breadth of the data stemming from those direct integrations are well comparable to the
data inferred from MGI’s own audiences. Due to its own audience as well as the first party App
integrations, MGI has millions of owned im-pressions from players of its own games as well as access
to proprietary first-party data that’s being kept and leveraged inhouse.to which third-party platforms
do not have access to. Based on first-party data, it is possible to create much better audience segments
while monitoring and controlling campaigns is also much more precise. This combined leads to a highly
effi-cient campaign management. The importance of this USP cannot be overstated, considering that
increasing restrictions on data sharing and stricter data protection regulations - imposed by lawmakers
but also promoted by the industry to boost user trust - will make it increasingly difficult for advertising
companies to provide efficient insights into audience segments and enable end-to-end monitoring and

controlling of campaigns.
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1.3 Monetization of the Verve platform

The majority of revenues in 2021 were based on self-serve models, while a minor part was based on
non-self-serve models with impressions sold via individual bookings. Under the self-serve model,
advertisers get access to MGI’s Demand Side Platform - where they can manage user acquisition
campaigns. Publishers on the other hand access the Supply Side Platform - where they can monetize
their ad space. For these services, they both pay a SaaS subscription fee. The remaining part of media
revenues is then generated via a usage-based model where MGI keeps a cut of the ad-revenue

generated via its platform.

1.4 MGV’s Full-Stack advertising software platform

MGI has created a unique positioning outside the so called “walled gardens” of Facebook and Google.
Walled gardens in large ad tech are organizations that keep their technology, information, and user
data for themselves and currently generate ca. 50% of global digital advertising revenues within the
worldwide +300bn digital advertising market. The other 50% of revenues are generated outside the
walled gardens in the so-called Open Internet. While players such as Facebook and Google cover the
entire value chain in the digital media sector, most players in the Open Internet focus on specific parts
of the value chain like delivering a solution for the Demand Side only, the Supply Side only or for Data

Management only.

MGl is one of a few providers in the Open Internet covering the entire value chain. The advantage of a
full stack approach is that all sub-processes between the advertiser running an advertising campaign
and the publisher owning the advertising space (i.e. the access to the end user) are in one hand. This
means no information is lost among middlemen on the way from the advertiser to the publisher and
vice versa. Thus, such full stack approach makes the process more transparent and efficient. The
resulting improved measurability of campaign success and more targeted identification of appropriate
user profiles leads to higher ROIs for advertisers, better monetization of advertising space for
publishers, as well as more relevant ads for users. While there are a few competitors specializing in full
stack with other companies trying to follow suit, MGl is a full stack provider in the Open Internet that

serves all channels - mobile, desktop, digital out of home and connected TV.

10



Media and Games Invest SE @

Annual Report 2021 — Products and Services of MGl

1.5 Staying ahead of the market by continues innovation

An important pillar of MGl's strategy is to stay ahead of the rapidly changing digital advertising market
and to gain market share through innovation. With the rise of privacy-first initiatives such as Apple’s
decision to block third-party cookies in the Safari browser in 2020, the introduction of the App-Tracking
Transparency framework IDFA on iOS in 2021, and Google's plan to get rid of the cookies by 2023, the

digital marketing landscape is shifting again with disruptive implications.

MGI acknowledges and embraces the constant evolution of the advertising industry. Although the
changes in the treatment of identifiers represent a radical change for the industry, MGl expects an
increase of trust and acceptance among advertisers, publishers and, of course, end users in the long
term. One of MGI’s key strategic pillars is to stay ahead of the curve and to evolve constantly —together
with the industry. The company therefore anticipates developments in the market and prepares for

them, when others are not even aware of the changes to come.

To give an example, two years ago MGI organized a hackathon with the goal of creating audiences
directly on the device instead of sending data into the cloud. To do this, MGI brought together its best
mobile developers and data scientists, who then spent several months working on a solution, which
ultimately resulted in ATOM - an innovative advertising solution that can create audience segments on
mobile devices without sending data into the cloud and that uses both behavioral and contextual
anonymized data without using identifiers like Apple's IDFA. ATOM is currently being rolled out and is
already delivering promising results. Campaigns saw more than a 28% uplift in engagement (measured
via click-through-rate or CTR) and approximately 15% increase in ad yield (measured via eCPM)

compared to non-targeted IDFA-less campaigns.

To give another example, MGl focused on the further development of contextual advertising already
at an early stage. Contextual advertising has been around for a long time and was a common practice
during times of non-digital media. The context of a magazine and the articles in such magazine were
used to place the appropriate ads. With the rise of digital advertising and especially with the
emergence of identifiers, contextual advertising was pushed into the background. It was simply easier
to directly track users using cookies and other tracking identifiers like Apples IDFA. With the ban of
such identifiers, the advertising industry needs to reinvent itself again — or in this case — needs to

reemphasize and improve existing strategies.

While in the early stages, context in digital media was analyzed by deriving keywords from text sources

often leading to poor or even disturbing results (e.g. ads of sports cars in an article talking about a race

11
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car accident) contextual advertising has improved significantly. With the help of intelligent deep
learning algorithms, information can now be drawn and optimized from and on any media — text,
image, audio, or video. Additionally, these deep learning mechanisms allow for analysis on inventory
sentiment, identifying content with positive connotations, and therefore offering more sophisticated
measures to ensure brand safety. These mechanisms help interpreting contextual data and create
reliable predictions on consumer interests and behavior. With the crumbling of identifiers, contextual
is at the forefront of creating audience target groups. MGl invested in this area early on and recently
launched its Saa$S solution Moments.Al™, which is an innovative product based on the software code
of the context specialist Beemray, which was acquired by MGI in 2021. Moments.AI™ empowers
marketers to maximize their outcome without cookies or identifiers. Following the acquisition,
Beemray’s software was further developed and integrated into MGl's advertising software platform

and is now made available in North America under the brand Moments.Al™.

Innovation is a continues process and a state of mind. MGl actively invests in and embraces innovation.

2

12
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2. THE MGI FLYWHEEL

The MGI business model is based on a flywheel that is driven by the software platform synergies
between its Ad-Software-Platform and its games. The business model is further differentiated through
MGI’s transparent and open-source approach and its focus on accretive M&A which is further

accelerating the flywheel.

|. Describing the flywheel in a nutshell: stronger proprietary games portfolio (meaning a larger
audience and more first party data) will lead to more advertisers using MGl for user acquisition as they
can reach a broader audience in a more targeted way (thus increasing the ROI of their user acquisition
campaigns). This in turn attracts more publishers who also want to monetize their ad inventory via
MGI’s Ad-Software-Platform, as there is higher demand and as they can therefore sell their ad
inventory at a higher price (thus increasing their CPMs). This leads to better monetization of MGI’s
game ads, better user acquisition for MGIl’s own games, and a growth of MGI’s owned audience and
access to first-party data. M&A and innovation can additionally accelerate the flywheel. For example,
in case of buying a mobile games company, MGI’s audience reach and access to first-party data would
increase significantly. Also, by developing new innovative products like ATOM, MGI can attract
additional advertisers and publishers. In the next sections, we will discuss the individual parts of the

flywheel in more detail.

Served more relevant
ads to users

More Critical Mass More 15t Par‘cy Content

+ Adding 350-400 games to the MG
platform and ca. 500 apps per year
via direct publisher integration (SDK)

- More volume = more economies of scale
= higher attractiveness & better cost
efficiency

- Value of 1% party content increases with
more advertisers

Highest accuracy for advertiser
campaigns in an IDFA/cookie-less
world

More Publishers More Advertisers

- Adding value and higher CPM s
via audiences, targeting & yield
optimization

= Access to MGl audiences (fir
content) and contextual data leads
to high click through rate (CTR)

= Larger rev share: better fill rates
ower cost. less parties in the
chain

= One-stop shop, omnichannel
(Mabile, Desktop, DOOH, CTV

The power of data
1* party, contextual, anonymous on device

ATOM N EBuo

Moments.Al™

Increased insights
and more data
Constantly improving targeting D q'\“e
and monetization Ma gprichment €
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2.1 First party content access

MGI has more than 5,000 casual games and more than 10 premium games with a total of more than
100m registered players. In addition, MGI’s SDKs (‘Software Development Kit) are integrated into the
apps of more than 5,000 publishers, reaching up to 2bn users. Combined, this makes MGI one of the
largest proprietary first party data platforms in the ad market. First party data enables, amongst others,
better targeting and greater transparency in reporting and monitoring of advertising campaigns and
reduces vulnerability to fraud. In addition, it reduces the dependency on third-party data, which is
becoming increasingly regulated and scarce. MGI continuously broadens its games portfolio and its

launch pipeline at very modest investment volumes.

As recently announced, MGl established a new launch department to further increase the number of
game launches. Launching games is risky and with well over 2,000 game launches per month, all
fighting for new players, MGl’s portfolio approach significantly reduces dependency on the success of

individual games (own or third-party IP).

Having reached a substantial size and with its strong competitive edge regarding user acquisition by
combining games and media, the launch pipeline will be further filled significantly in the coming
quarters, including new licenses, new content for the existing portfolio, as well as internationalization

and porting to new devices.

In order to reach synergies of MGI’s Ad-Software-Platform and games activities even more efficiently,
the management has decided to put more emphasize on mobile games content going forward via M&A

and in-licensed mobile game launches.

2.1.1 MGI Casual Games

MGI operates and develops a broad portfolio of casual, online and mobile games for consumers in
Europe and North America. The games cover a broad range of genres including puzzle, hidden object,
bubble shooter, etc. Typically, 5 to 8 new games are launched weekly. The casual games are usually
either owned or non-exclusively licensed globally or for certain regional territories. The casual games
are mostly advertising based, though they also generate revenues from subscriptions and in-game item

sales.

2
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2.1.2 MGI Premium Games

MGI operates more than 10 large premium so-called free-to-play massively multiplayer online (MMO)
games for consumers in Europe, North America and South America. The games are mostly either
roleplay or strategy games. MGI does not develop new MMQO’s because of the long and costly
development cycles which in combination with low launch success rates pose a too high risk for MGl.
The target is however to launch a few games per year that are developed by third party studios that
also took the development risk. 8 out of the current 10 largest games are owned by MGI, whereas the
others are licensed. The games are mostly free to play games where revenues are generated via in-
game item sales, advertising, subscriptions or a mix of these. MMO means that several thousand users
often meet, interact, and are often connected to each other through fixed player communities (so-
called "guilds” or “clans”) on a playing field or server environment, which also creates a strong bond
between the users and the game. This business model requires ongoing support of the games, in close
coordination with the users ("games as a service”). In addition to regular events and competitions, new
items (e.g. new costumes) and expansions (e.g. new functions, levels and characters) are provided on
a regular basis to increase the fun of the game and/or to enable faster success. Based on the extensive
content as well as the active support of the games, users often remain loyal to the game for many
years and become loyal paying players that invest money in the game over long periods. For the
premium games, over 50 percent of the Company’s revenues are generated by users who have been

active in the game for more than five years.

2.1.3 MGI’s SDK base

Via its extensive SDK base MGI has access to a large number of mobile games apps, especially mobile
games. Being integrated into those game apps enables MGl to get first party user consent and as result

of that also first party data.

SDK stands for Software Development Kit. Essentially, it is a downloadable set of code that translates
into a set of tools serving a specific purpose that an app developer can plug into their app. A mobile
monetization SDK comes with the full pre-built functionality of serving ads inside a mobile app: it will
request mediated ads from different ad sources, and makes sure that the right ad format is served and

rendered without disrupting the user experience.

A well-implemented SDK can increase the value of mobile app inventory and create a much more

dynamic in-app advertising experience. For app publishers, however, the question arises as to which

2
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SDKs should be implemented by which provider. Multiple SDKs generally impair the functionality and

thus the usability of an app, as do SDKs that are very large.

The advantage of MGI’s mobile monetization SDK is that their code is openly accessible (open source).
This gives publishers complete visibility into the code, a good starting point for identifying desired or
undesired behavior. Transparency is important so that publishers retain control over any structural
additions to the code that might impact their app — a big reason why MGI’s HyBid SDK, for example, is
open source to publishers. The benefits go both ways: By providing an open and collaborative
environment for publishers, MGl is able to fix any bugs quickly and efficiently to ensure a smooth and

disruption-free ad experience.

Mobile monetization SDKs are not one-off solutions. A good mobile monetization SDK is constantly
evolving. Regular updates help publishers adapt to changing market conditions or solve the latest
monetization challenges. As an example, take the elimination of Apple’s Identifier for Advertisers
(IDFA) and the implications for publishers. MGlI, in response, recently introduced ATOM (Anonymized
Targeting on Mobile), a powerful new extension to MGl’'s HyBid SDK that makes audience segments

targetable without the use of personal identifiers.

2.2 Data enrichment engine

The Data Enrichment Engine is the data part of the platform that enables advertisers to target better

and upgrades publishers ad-spaces.

Without the seamless (and fast) collection, integration, management and activation of this data, its
value cannot be fully realized. Accordingly, a technology-enabled solution — a central hub — is needed
to take on this task. In the digital advertising sector, so-called data management platforms (“DMPs”)
have developed for this purpose. They collect and process data not only from publishers, but also from

advertisers and their advertising campaigns, which span various formats and channels.

The resulting data volumes are huge. Accordingly, the IAB. defines a DMP as a “big data solution for
multi-channel advertising, marketing, media and audience activation”. A DMP, therefore, is a
technology-centric solution for aggregating, integrating, managing, and deploying disparate
information sources to create new, usable customer insights that can be leveraged to improve
performance across the enterprise. As such, the DMP is a hub for maximizing the value of key customer

data assets — both proprietary and third-party — that would otherwise go unused.

Si
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MGI has started to buy and develop its own data management platforms as part of its full stack
approach, such as the contextual data specialist Beemray, which has been further developed in recent
months. The advantage of having your own DMP is that no information is shared outside of the

ecosystem when transferring data between advertisers, DSPs, DMPs, SSPs and publishers.

2.2.1 First Party Data

Through its own games (over 5,000), as well as the more than 5,000 publishers that use the Verve SDK,
MGI has access to a large pool of first-party data. Based on consent, data can be collected, audiences
and segments can be formed and as a result targeting can be done very granular leading to good results

and optimization possibilities for advertisers.

2.2.2 Contextual Data

MGI has started early on to focus on the use of privacy and data protection compliant data, as the
company expects that soon up to 90% of the internet will be anonymous. This is partly due to stricter
legal frameworks and partly due to the fact that the industry itself is driving this development, as can
be seen in Apple’s and Google’s handling of identifiers. MGl welcomes this development as it has the
potential to create more trust in and acceptance for digital advertising. Furthermore, it opens up the
possibility of gaining significant market share with correspondingly innovative solutions — which are
privacy-compliant but still enable efficient user acquisition on the one hand and efficient monetization

on the other.

MGI’s platform focuses on aggregating, integrating, managing and delivering contextual data. With
this approach, Verve does not rely on the use of identifiers like Apple’s IDFA. With the help of intelligent
deep learning algorithms, information can now be drawn and optimized from and on any media —text,
image, audio, or video. Additionally, these deep learning mechanisms allow for analysis on inventory
sentiment, identifying content with positive connotations, and therefore offering more sophisticated
measures to ensure brand safety. Verve’s contextual targeting solution performs these tasks in 10
milliseconds and in real time during the moment a user opens a website. During this time, it assigns
the user to one or more of the currently more than 700 available user segments. If, for example,
information on kids games or kids shopping is found on the website that is opened, the user is assigned

to the “young mother” segment, for example.

Si
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2

2.2.3 ATOM

ATOM is the Industry’s First Anonymized and On-Device Audience Targeting Solution for Mobile
Marketers. Marketers can target: anonymized and cohorted audiences with near-deterministic
accuracy and at scale, without relying on persistent and deprecated device identifiers, like IDFA. ATOM
uses as its base a universe of non-addressable (anonymized) audiences (app users who do not consent
to the use of IDFA) using a mobile phone. Then, ATOM uses contextual data (app context, device
signals, or ad context) and privacy-centric machine learning to divide users into segments. This process

takes place directly on the user’s device without pulling data from the device, for example in a cloud.
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Device Signals

2.3 Scaled distribution and monetization

In the past years MGI has built a full stack platform under its Verve Group, that serves both advertisers
— by helping them to efficiently acquire users —and publishers — by helping them to efficiently monetize
advertising inventory and that is multi-channel, serving In-App, Mobile Web, Desktop, Connected TV

and Digital Out of Home as well as multi-format, including e.g. banners, interstitials, and video ads.

2.3.1 Verve DSP

With Verve DSP, MGl simplifies programmatic ad buying, connecting advertisers to global audiences.

Advertisers can use Verve to reach up to 2 billion unique users across more than 5,000 directly
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integrated publishers and apps, as well as MGI’'s own games, in all major content verticals. Verve
Group’s powerful programmatic DSP combines performance and scale with control and transparency
based on its strong access to first-party-data. Thanks to a powerful data enrichment engine with
proprietary machine learning algorithms, advertisers can target and engage the right users at the right

time with optimal bids for each impression.

With Match20ne, MGl has acquired a unique DSP in 2021 that is aimed primarily at small and medium-
sized companies that want to make themselves independent of expensive agencies or complex DSPs
or that have not yet become programmatically active at all for this reason. Their User Interface (Ul) is
designed to be so user-friendly that it can be used by in-house marketing teams that have no previous
experience in the execution of programmatic campaigns. By integrating with Verve, Match20ne users
will have access to Verve’'s entire first-party audience, providing its customers with strong

transparency and better Returns On Advertising Spend (ROAS).

2.3.2 Verve SSP

With the Verve SSP, MGI helps publishers monetize their content through advertising and maximize
ad revenues. Through the Verve SSP, publishers can sell their advertising inventory to over 5,000
advertisers connected to Verve and an additional well over 80 third-party DSPs also connected to Verve
Exchange. Publishers connect to the Verve SSP by integrating one of the Verve SDKs into their app.
They can then sell their ad inventory to advertisers using real-time bidding techniques. Through Verve's
powerful data enrichment engine, users of the app are segmented in a privacy compliant manner. As
a result, advertisers who consider the user most valuable based on the segmentation will bid the most
for the ad space. In this way, the advertising space can be sold by publishers in the most efficient and
profitable way. In addition to the open exchange, the Verve marketplace also offers private and
guaranteed deals across display, video and CTV. The Verve SSP features full ad serving transparency,
real-time insights and advanced debugging tools, and was ranked #1 in the Sellers Trust Index for

mobile exchanges by Pixalate.

2.3.3 Hybid Cloud

Verve’'s Hybid Cloud is a SaaS Ad Monetization Toolkit for Publishers. Publishers can use it to organize
the entire sales process of their inventory. They are connected to the Verve SSP, but can also bring

other third-party SSPs into the platform that they can then manage via a self-serve interface.

2
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2.3.4 Verve White Label Ad-Software-Platform

Verve’s White Label Ad-Software-Platform is work in progress. While still weaker/missing parts of
Verve’s full stack horizontal/vertical platform are being optimized or respectively acquired, tests of a
roll out of this platform as a white label platform have started with first partners. With those partners
we are optimizing the platform and also tailoring it to their needs. Sectors for a first roll-out are game
companies, ad-agencies and retail-media. As part of this White Label approach open source is an
important element. At the same time, transparency, and possibility to use own data and assets while
also having access to the open internet are equally important. As usual in B2B acceptance as well as
development cycles take longer. The Verve White Label Ad-Software-Platform is however an important

element of our Vision 2025.

2.4 Continues further M&A to leverage our business

MGI has acquired over 35 accretive companies and assets in recent years. Until 2020, the targets were
mostly smaller companies which, among other things, did not have sufficient prospects in the market
due to their size as a stand alone company. Through integration and re-focus after the acquisition,
however, they were then, based on synergies and economies of scale, able to quickly generate positive
contribution margins, so that the acquisitions paid off after a short time and contributed to MGl’s

strong growth.

Also due to the scale thus achieved, MGl has shifted its focus more towards larger and profitable
companies and was able to complete the two large and transformative acquisitions Kingslsle and
Smaato in 2021, with purchase prices exceeding the EUR 100m mark each. With LKQD, Beemray and
Match20ne, three further — much smaller but strategically also important — acquisitions were
completed in 2021, adding essential technologies to MGI’s Ad-Software-Platform and lots of expertise

in the form of FTEs to the group.

MGI has a clear strategic target list to further strengthen its operating business and thus also create
significant value for shareholders. At the same time, both markets continue to offer a broad range of
acquisition opportunities. These opportunities are also to be exploited in 2022 and MGI currently also

has the financial resources to be able to execute further purchases.
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3. MGI’S HISTORY

2021

Was the first year in which organic growth was almost as strong as our inorganic growth. We executed
more than 350 casual game launches which resulted in ad revenues from own games at a record level.
In parallel, we grew our Ad-Software-Platform’s customer base to 418 software clients with more than
USD 100k revenues per year. This is based on adding 316 additional software clients with over USD
100k revenues per year, which altogether reflects a 410% growth rate in software clients. With Organic
Revenue Growth of 38% in 2021, the investments in organic growth from the last years are beginning
to show a clearly positive effect. With the acquisition of Kingslsle in the games segment and Smaato in
the media segment, two transformative transactions were successfully completed in 2021 that
significantly increased the company's revenue and profitability. With the acquisitions of Beemray and
Match20ne, two further smaller but strategically important acquisitions were completed in the media
sector. On the financing side, a capital increase of EUR 90m was completed, through which
international tier-1 and long-only investors were attracted, and the bond volume of the outstanding
secured bond was increased to EUR 350m and placed in several steps. The more expensive EUR 25m

unsecured German bond was repaid ahead of schedule in October 2021.

2020

Was a year with several M&A transactions, the launch of the Verve Group and an increased focus and
invest in organic growth. With more regular and also larger updates in the games portfolio, more focus
on user acquisition for the games -which was also strongly supported by the Covid lock-downs- as well
as focus on onboarding new Software Clients as well as growing the existing Client base on the media
side. In January 2020 essentially all assets of the demand platform Verve Wireless Inc. were acquired
and in February 2020 the minority shareholders of gamigo have been bought out, increasing MGI’s
stake in gamigo to 99.9 percent. After the takeover of Verve, it was decided that from then on, all
media activities would be combined under the umbrella of the Verve Group and all games activities
under the umbrella of gamigo Group, which meant that the group structure would henceforth consist
of the parent company Media and Games Invest and its two synergetic operating segments Verve
Group (media) and gamigo Group (games). During the rest of the year, MGI completed further
transactions. At the beginning of the fourth quarter the Company conducted a private placement of

shares raising capital of SEK 300 million. The Company's shares were listed on Nasdaq First North

2

21



Media and Games Invest SE @

Annual Report 2021 — Products and Services of MGl

Premier Growth Market on October 06, 2020 in connection with the private placement. In the
beginning of November, MGl issued the Initial Bonds and redeemed the outstanding gamigo Bond in

full on 10 December.

2019

Next to focus on organic growth via the launch of ArcheAge Unchained, MGI and its subsidiaries
executed various acquisitions including WildTangent’s Assets and Pubnative GmbH. gamigo issued a
further EUR 18 million in Bonds with a premium. Also, MGI executed a Bond Issue of more than EUR

10 million and a capital increase of EUR 9.2 million.

2018

In 2018, today's Media and Games Invest acquired a majority stake in gamigo AG. With the acquisition,
MGI continued implementing gamigo’s "BUY. INTEGRATE. BUILD & IMPROVE" strategy in the Media
and Games segment and appointed Remco Westermann as Chairman of the Board. While the focus of
gamigo has so far been exclusively on inorganic growth to achieve critical mass, MGI decided to
increase the focus on organic growth projects with immediate effect which resulted in 5% organic
growth in this year. Furthermore gamigo issued EUR 32 million in bonds which were listed on Nasdaq
Stockholm and FSE. The acquisition of the major assets of US-publisher and game developer Trion
Worlds Inc. And signing the Arche-Age License agreement with the Developer XL-Games (which laid

the foundation for the Arche Age Unchained launch in 2019).

2017

gamigo AG: repaid its 2013/2018 bond issued in 2013 via a term-loan from UniCredit Bank AG and

acquired the video and social media specialist Mediakraft to strengthen user acquisition possibilities.

2016
gamigo AG: Since user acquisition is the second most important factor for success alongside new
qualitative content, gamigo has also placed increased emphasis on media and user acquisition.

However, as MGl was not satisfied with its media partners and found a very scattered media landscape
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(similar to games with many companies that are too small to survive on their own), the company
decided to build its own media segment. With the acquisition of Aeria Games GmbH from the media
company ProSiebenSatl Media SE, gamigo acquired its first media company “adspree” in addition to

an extensive games portfolio.

2015

gamigo AG: executed various acquisitions, e.g. Looki Publishing GmbH, an independent publisher.

2013-2014

gamigo AG: Restructuring of gamigo AG - lowering costs, ceasing risky development activities and
switch to an M&A model with the aim of achieving critical mass by acquiring companies and assets.
For the time being, gamigo is thus focusing exclusively on inorganic growth. gamigo reaches 30 million

registered users.

2012

gamigo AG: Remco Westermann acquired 100% of the shares in gamigo AG (founded in 2000), from
the German media company Axel Springer. After the acquisition of gamigo AG, the management
changed the strategy towards focusing on reaching critical mass, in order to become successful as a
games company. Only with a certain size games company have the strength and, especially also, the
user base to drive a diversified and long-term successful portfolio approach, where based on market

characteristics several games fail and some games become a success.
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4. MARKET OVERVIEW

4.1 MEDIA MARKET

Media and Games Invest is active in digital advertising through its Verve Group, with a focus on

programmatic advertising.

4.1.1 Digital Advertising Market

According to the Interactive Advertising Bureau (IAB), digital advertising is characterized by, for
example, advertisements and messages delivered via e-mail, social media sites, online search engine
advertising, banner ads on mobile phones or websites, and affiliate programs. The biggest difference
between digital and traditional marketing is the medium through which the target audience
encounters an advertisement. While traditional marketing uses traditional offline media such as
magazines and newspapers, digital marketing uses digital online media such as social media or

websites.

In the case of digital advertising, a rough distinction is made between devices and advertising formats.
Devices include especially mobile phones/tablets, desktop/laptop, connectedTV and digital out of
home. All of these devices can be used to display various digital advertising formats that convey the
advertiser's message. The formats include eg. banners, interstitials, native, in-stream/out-stream and

rewarded video.

* w *
Earn a
new life!

Banner Interstitial Mative In Stream/Out Stream  Rewarded
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After the digital advertising market had a weaker year in terms of growth in 2020 with YoY growth of
12.6%, the industry experts at eMarketer expect a significant increase in growth to over 20% as early
as 2021. Global advertising expenditure in the digital media sector will thus amount to around USD
491bn in 2021. By 2025, this is expected to rise to around USD 785bn, which would correspond to a
CAGR of approx. 12,5% in the period from 2020 to 2025.1

In the same period, digital advertising will continue to increase its market share, while traditional
advertising will continue to lose relevance. By 2024, the share of digital advertising spending in total

advertising spending is expected to grow from 58% in 2020 to approximately 72%. 2

The core market of MGI's media segment is the United States, which has excellent growth prospects.
The U.S. market is worldwide already by far the largest market, accounting for 40% of global advertising
spending. In second place is China, which is less than half the size of the US market. In 2021, the US
market will grow at around 38%, making it the strongest growth market in terms of growth. At the
same time, the market share of digital advertising spend in the United States still offers additional
growth potential. At around 67%, the U.S. market is in the midfield and well behind countries such as

Norway (82%), China (78%) and the UK (75%).*

4.1.2 Focus on Programmatic

Digital advertising can be traditional or programmatic. In traditional media buying, ad buyers and
publishers manually trade digital ads. Programmatic automates the process through so called Real-
time bidding. This allows advertisers to buy ad space almost instantly — across millions of websites.
Traditional media buying involves a marketer manually negotiating prices, making the purchase
directly from a salesperson. This is a complicated and time-consuming process, which creates higher
costs for the advertiser. With programmatic, algorithms collect and evaluate data and make decisions

about who will see the ad and where — based on which users are most likely to become customers.

1 eMarketer: Worldwide Digital Ad Spending Year-End Update, Nov 23, 2021; URL: https://content-
nal.emarketer.com/worldwide-digital-ad-spending-year-end-update

2 eMarketer: Worldwide Digital Ad Spending Year-End Update, Nov 23, 2021; URL: https://content-
nal.emarketer.com/worldwide-digital-ad-spending-year-end-update

3 eMarketer: Worldwide Digital Ad Spending Year-End Update, Nov 23, 2021; URL: https://content-
nal.emarketer.com/worldwide-digital-ad-spending-year-end-update

4 eMarketer: Worldwide Digital Ad Spending 2021, Apr 29, 2021; https://content-
nal.emarketer.com/worldwide-digital-ad-spending-2021
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The pricing model for traditional media is based on a predetermined price which is negotiated between
the advertiser and the publisher. This creates a risk of overpaying for your ad placements.
Programmatic’s use of real-time bidding (RTB) has eliminated the advertiser’s risk of overpayment,
with the market price being determined by supply and demand. Reporting in traditional media buying
features data scattered across various sources, all of which must be tracked down and collected by the
marketer — or an agency — into an understandable report. A key difference that sets programmatic
advertising apart is its transparency. Programmatic allows you to see — in real-time — how your
campaign is performing, so you can make informed changes as you go. Compared to programmatic,
traditional media buying is both more inflexible and slower. The amount of human labor in the process
is time-consuming, expensive, and leaves a lot of room for error. Programmatic advertising automates
the process, with reduced costs and increased ROI (return on investment) as a result. For this reason,

the Verve Group has specialized in digital programmatic advertising.

Advertising spending in the US for programmatic advertising is expected to grow by around 41% in

2021, while average annual growth of 23.6% is expected until 2023.°

Broken down by device, programmatic ad spend will grow fastest on CTV (Connected TV), which
eMarkter forecasts to grow 39% in 2022, after CTV grew 82% in 2021. In terms of formats, video will

continue to grow faster than non-video display across all devices.®

CTV refers to TV devices that are connected to the Internet either directly or via an adapter and is thus
the counterpart to cable or satellite subscriptions, which are still dominant at present. However, the
industry experts at eMarketer predict that by 2030, only 35% of U.S. households will still use pay TV,
compared with 58% today. The advantages of CTV for the audience are obvious. They are no longer
limited to one screen and they are also no longer limited to watching content at the time it is
broadcasted. Viewers can stream live content or watch video on demand, and they can access a vast
selection either by subscribing to subscription services or by accessing ad-supported free content. The
number of streaming providers has grown substantially in recent years and consumers are feeling the
burden of juggling multiple subscriptions. As a result, the new term "subscription fatigue" is popping
up in trend reports. This trend could significantly accelerate the path for ad-supported video-on-

demand (AVOD) in the coming years. Publishers can monetize their content with advertising instead

> eMarketer: US Programmatic Digital Display Advertising Outlook 2022, Feb 15, 2022; URL: https://content-
nal.emarketer.com/us-programmatic-digital-display-ad-spending-2022

& eMarketer: US Programmatic Digital Display Advertising Outlook 2022, Feb 15, 2022; URL: https://content-
nal.emarketer.com/us-programmatic-digital-display-ad-spending-2022

2

26



Media and Games Invest SE
Annual Report 2021 — Products and Services of MGl

of subscriptions, with CTV devices then playing an important role in the process. With the right
platform and efficient as well as anonymized data analytics, advertisers can tailor their ad content to
the audience or content genre in order to drive user engagement, and do so much more efficiently and
accurately than with linear TV. The advantage for audiences then is that they can enjoy content for

free and have fewer subscriptions to handle.

The growth potential in the CTV market is enormous. From 2020 to 2021, ad spending for ads shown
on CTV devices in the U.S. increased by 60%. By 2024, eMarketer analysts expect growth at a CAGR of

28% to around USD 30bn in the United States alone.”

4.1.3 Market participants in programmatic advertising;

In the market for digital advertising, on the one hand there are the advertisers who want to acquire
new customers and users or that want to sell their products and/or services by means of digital
advertising campaigns, and on the other hand there are the publishers who have content - for example,
games, videos, but also social media and news - that is consumed by consumers who are also the
advertisers' target group. Through the sale of ads, the publisher generates revenue. In traditional
digital advertising, advertisers and publishers coordinate directly with each other, which is very time-
consuming, as described above. Therefore, a whole industry has emerged that stands between the
advertiser and the publisher to simplify and optimize the processes of digital advertising. As can be
seen in the following graphic, these include amongst others Demand Side Platforms, Data

Management Platforms and Supply Side Platforms.

4.1.4 Challenges for programmatic advertising;

Apple's IDFA and SkAdNetwork changes have shaken up the market for digital media: it is now
necessary to ask Apple 10S users for their explicit opt-in to track them across apps and websites from
other companies. This has made tracking users more difficult, resulting in publishers being less
accurate about what types of users are consuming their content. This in turn impacts advertisers, who
are less able to target their ads. This ultimately means that advertisers' user acquisition becomes more

inefficient, publishers are less able to monetize their content, and users see more irrelevant ads. It is

7 eMarketer: US Connected TV Advertising 2021 Nov 18, 2021; URL: https://content-nal.emarketer.com/us-
connected-tv-advertising-2021
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expected that google will also take a similar step with Android. These shifts with regards to identifiers

disrupt the sector.

4.2 GAMES MARKET

MGI operates more than 5,000 casual and mobile games and more than 10 premium games.

4.2.1 Games market

With more than 2.5 billion gamers in the world, the video games market has stepped into the spotlight
as the most important digital entertainment industry. Emerging as a subculture back in the 80s and
90s, the global video games market has grown to be one of the largest digital entertainment industries
with a CAGR of 8.7% between 2019-2024 and estimated revenues of USD 180.3 billion in 2021. By
2024, the market is expected to have grown further to USD 204.6 billion, showing no signs of slowing
down. The games market has been on a steady growth trajectory in recent years. During the pandemic,
the games industry experienced an exceptional boom. Based on the strong growth of 2020 -especially
in Q2'20- and the re-opening of large parts of the leisure market, there was a more moderate growth
of the games market in 2021, according to analysts from Newzoo. For 2022, however, they expect the
market to normalize and growth rates to return to their pre-pandemic levels. Translated into concrete
numbers, this means an expected annual growth rate of 7.8% between 2021 and 2023. During the
same period, the total player base is expected to grow on average by 4.3% to 3.2 billion players globally

generating more than 200 billion USD in revenues per annum in 2023.2

The fastest growing sector is the mobile games market, which is expected to grow at a CAGR of 11.2%
to a total of USD 116bn by 2024, according to newzoo. In 2021, the mobile games market accounted

for USD 93bn or 52% of the total games market revenue.®

Another positive fact is that the player base is expected to grow across all demographics in the age
bracket of 13 to 84 years. The global games activity is, and has historically been, dominated by
individuals in the age group between 6-24 years old. During a 2021 Statista survey, 38 percent of video

game players still come from the 18 to 34 age demographic, and seven percent are 65 years and older.

& Newzoo Global Games Market Report 2021, Full Version

® Newzoo Global Games Market Report 2021, Full Version
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According to Statista the rise of female gamers has been rapid in recent years, with a 2019 figure
estimating that 46 percent of all computer and video gamers in the United States are female, which is

a significant increase from the 38 percent female gaming population in 2006. 1°

Global mobile ad spend amounts to USD 295bn in 2021. In 2022, it is expected to increase to USD
350bn, representing a CAGR of over 22% over the last 4 years. ! According to Statista, USD 61bn of
this is expected to be in-game advertising spend in 2022, rising to USD 130bn by 2025, a CAGR of over
28%. 12 While this strong growth signals a very vital market, changes with regard to cookie policies and
identifiers (such as the changes to Apple’s IDFA mentioned above) put pressure on both, advertisers,
and publishers as it becomes more difficult to reach the right audiences and to monetize ad spaces
efficiently. Publishers with own expertise in the media space have a competitive edge here and this
edge is expected to become even more valuable in the future. Based on its synergetic media and games

business, MGl therefore is optimistic about the changes in the in-game advertising industry.

Mobile Games Market

According to newzoo, the mobile games market is expected to grow at a CAGR of 11.2% to a total of
USD 116bn by 2024. In 2021, the mobile games market accounted for USD 93bn, or approximately 52%

of the total games market revenue. 13

4.2.2 Trends in the global games market

A major trend in the games sector, which picked up speed again during the Corona pandemic, is the
development that games are increasingly becoming social platforms on which the possibilities for
interaction are significantly greater and more intensive than in the classic social networks. Games has
always been a social experience. Arcades and couch co-op games for consoles are early prototypes
that show this sociability in action, but gamers have always gathered (physically and digitally) to discuss

strategies and background knowledge, get recommendations, and compete for high scores. At its core,

10 Newzoo Global Games Market Report 2021, Full Version

11 Data.ai: State of Mobile Gaming 2022, URL: https://www.data.ai/en/insights/market-data/indonesia-mobile-
market-spotlight-2022/

12 statista: Mobile gaming advertising spending worldwide from 2020 to 2025; URL:
https://www.statista.com/statistics/1240471/mobile-game-ad-spend-market-
value/#:~:text=The%20worldwide%20advertising%20expenditure%200n,0f%20global%20gaming%20market%2
Orevenues.

13 Newzoo Global Games Market Report 2021, Full Version
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games is a universal language that connects people through a shared passion, common goals, and
shared experiences. MGl's game portfolio is ideally suited to benefit from this trend, as the core
portfolio consists of games developed for several thousand players to play the game simultaneously
and together, and to form clans or guilds from which vibrant communities evolve. Another trend that
is closely related, but still in its early stages, is the metaverse. It has the potential to further enhance

the social nature of games by allowing players to meet in a virtual space to play.

Another trend is the increasing use of 5G. It can be expected that governments all over the world will
invest more in the expansion of the 5G network and that more and more mobile phone manufacturers
will make their devices 5G capable. This will create new options for mobile games that can further

drive growth in the mobile sector.

The deprecation of identifiers such as Apple's IDFA poses a major challenge to the mobile gaming
industry in terms of user acquisition on the one hand and monetization of ad space on the other.
Without identifiers, it will be much more difficult to assign game users to specific target groups, which
means that advertisers will pay less for advertising space, as they do not know how efficiently they will
reach their target group via this advertising space. Accordingly, new ways must be found to divide
mobile game users into segments and thus enable more efficient targeting. MGl is very well positioned
with its own advertising software platform and owns innovative technologies that enable efficient

segmentation and thus targeting. 1*

14 Newzoo Global Games Market Report 2021, Full Version
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SUSTAINABILITY REPORT 2021

1. WORD FROM OUR BOARD OF DIRECTORS

“We are pleased to present our second sustainability report for MGl to our stakeholders giving insights
into our development as a company during the last year. We at MGl stand by what we have said in our
last report: our business is not just about our products or numbers, but we need to be aware of our
acting and take initiative in terms of sustainability. As a company we want to be growing long-term
and in our opinion, this can only be achieved if we grow sustainably. Acting sustainably and running a
successful business are a continuous process and should run hand in hand and we are committed to do

our part for a more sustainable world.

2021 was the second year that we all have worked under challenging circumstances due to the ongoing
Covid-19 pandemic. Our employees continued to mostly work from home and company and industry
events as well as the exchange with our stakeholders was mostly arranged online rather than in person.
Even though the circumstances were challenging, 2021 was a successful year with five acquisitions,
which have also been integrated in our sustainability strategy, and an organic growth of 38%
throughout the whole Group. While our business performance was impressive, we are equally proud of

what we have achieved as a company with regards to sustainability.

Following the start of our cooperation with Planetly in 2020, we were able to report that we are carbon
neutral for 2020 in August 2021, earlier than anticipated. We have established our first permanent
charity with our long-term partner Eden Reforestation Projects through which our players are educated
about deforestation and can buy different packages in our games which include in-game items but also
real trees being planted and we have signed a cooperation with a water charity. The events around the
water charity will be implemented during 2022. Additionally, we have improved our governance
structure through various initiatives such as a comprehensive compliance training or the
implementation of a state-of-the-art whistleblowing tool as well as establishing various committees in
the near future. We have been a signatory to the UN Global Compact for several years and will continue

to align our work with the 17 UN Sustainable Development Goals in the coming years.

2
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These are only some of our highlights for the year 2021 and we are proud to present the full picture of
our sustainability projects in this report. While we already achieved different milestones in our
sustainability strategy, we are also looking forward to future projects and initiatives and are committed

to continue our work on our sustainability strategy on an ongoing basis.”

Your Board of Directors

Remco Westermann Tobias M. Weitzel Elizabeth Para Antonius R. Fromme

Chairman Deputy Chairman Member of the Board  Member of the Board
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2. OUR SUSTAINABILITY HIGHLIGHTS IN 2021

COMPANY

CARBON

NEUTRAL
.planetly

MGl achieved carbon neutrality for 2020
in cooperation with planetly in August

2021, ahead of schedule.

2

L)

&3

In 2021, we had 31.59% female 0.55%

diverse and 67.86% male employees

from 60 nationalities

We have established a permanent
cooperation with Eden Projects already
leading to donations of an additional

110,000 trees.

.org

We initiated the cooperation with
Water.org, events will start during

2022.

Intensive compliance training for

workforce.

n INTEGRITY LINE

Implementation of State-of-the-art

whistleblowing  solution by EQS
Integrity Line.
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3. OUR UNDERSTANDING OF SUSTAINABILITY

MGI’s business strategy is guided by organic growth and acquisitions. We are a technology driven
company with focus on customer privacy, data security, energy management, employee engagement,
diversity and Inclusion. This means that the company is always changing and evolving with new
colleagues, products and services joining the Group. New companies and products are embedded in
MGI’s Group structure to maintain the high standards that we have set. We want to offer high quality
products and services that are permanently maintained while we keep control of the cost with a Group
wide controlling and regular cost efficiency checks. We want to create a safe environment for all our
stakeholders: with our carbon neutral operations and efficient energy and infrastructure management
we try to take care of our planet, we focus on our people with different initiatives for sustainable
people management, we keep a strong focus on our customers and communities within both our
business segments ensuring a diverse and tolerant environment for everyone and we are planning for
the future with regular management meetings and by ensuring a financially sustainable and solid
management of the Group. We have been a signatory to the UN Global Compact for several years and

will continue to align our work with the 17 UN Sustainable Development Goals in the coming years.

3.1 Our Sustainability Governance

To support the Group in terms of sustainability, in 2021 we have created Sustainability Working Groups
which complement the Sustainability Board and the Sustainability Committee, which we have
presented in last year’s report. The Sustainability Board, consisting of the Board of Directors and the
C-Level, decides on the individual targets for our five sustainability priorities and assesses target
achievements. The Sustainability Board is also responsible for reviewing and approving the
Sustainability Report. The Sustainability Committee, which includes experts from various departments
as well as top management of each segment, proposes the strategies to achieve these targets. To
promote efficient execution of the strategies and to enable rapid achievement of the targets, the
Sustainability Working Groups, which include employees from different departments, were set up in
the second quarter of 2021 for the individual priorities. The Sustainability Working Groups are
supported by the Sustainability Coordinators, who act as a link between the Committee and the
Working Groups, but also coordinate between the different Working Groups, particularly in the case
of cross-thematic projects. The Sustainability Committee meets with the Sustainability Working

Groups on a quarterly basis.
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3.2 Determining Material Topics for MGl

As reported in our previous report, in 2020 we have worked together with imug consulting to
determine the current status quo of MGI in terms of sustainability as well as to establish clear
guidelines for actions and our five sustainability priorities on which we have worked since the

cooperation.

As part of the materiality analysis conducted by imug consulting, they have drawn up a questionnaire
that was sent to internal as well as external stakeholders to evaluate the current status of efforts of
MGI. The questionnaire was created in cooperation with the top management of MGI who had
selected potentially material topics for the company from an extensive list of topics that was provided
by imug consulting. However, the questionnaire also gave the opportunity to mention topics that were
not preselected by management. All employees of MGI (internal stakeholders) received the
questionnaire through an online survey and were able to answer the questions anonymously.
Completing the questionnaire was voluntary. For the questioning of external stakeholders, a list of
possible participants such as business partners, investors, media representatives, NGO’s and
customers (for an overview over all stakeholders, please see Chapter 3.4), was drawn up and they were
contacted by mail to ask for their cooperation with the analysis. Partners that were willing to
participate in the analysis could either do an online survey or were then contacted by phone from imug
consulting who conducted the interview with the partner. Overall, 143 participants participated in the

surveys. The results of the surveys were consolidated and analyzed by imug and then presented in a
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workshop to the top management of MGl comparing the expectations of stakeholders with the current

status quo and performing a gap analysis. As a last step, the workshop concluded with developing the

five sustainability priorities as well as the guidelines for action for MGl.

3.3 Our Sustainability Priorities

During the analysis, the most relevant aspects for MGl were identified, resulting in MGI’s five
sustainability priorities, which include the material topics in terms of sustainability for the

company.
Diversity and Fair Play in our Products and Services

MGI is committed to create products and services that are inclusive and inspiring for all
stakeholders and that are accessible to everyone. In this context, MGl has implemented policies
and takes initiatives throughout the whole Group but also for the individual units, games and
media, that ensure a safe and sustainable product portfolio thereby offering interesting and
diverse products and services to all. This includes topics such as diversity, non-discrimination and

customer health & safety.
Providing Data Protection and Security

As a globally operating games and media company, data protection and security are of the utmost
importance to MGI. To create a safe environment for all stakeholders, we have taken several
actions and are continuously updating and improving these measures. In all that we do, we act

with a privacy first approach to create a safe environment for our customers.
A Great Team and an Inspiring Workplace

A successful and reliable company can only be built if it has a strong and motivated team and can
rely on expertise and talent for all its business areas. MGI focuses on building an equal and
inclusive workplace to ensure every employee gets the same opportunities to grow and that offers
attractive career opportunities in a healthy working environment distinguished by diversity and
gender equality, as well as a work-life balance. Providing exciting jobs with secure employment

terms should be the focus for a sustainable business and a key to continued growth.

Si

36



Media and Games Invest SE
Annual Report 2021 — Sustainability Report

2

Working towards a Greener Future

Alongside the virtual worlds MGI creates for the players, we also see ourselves responsible for
taking care of this planet. Especially games are energy intensive and therefore we have introduced
several measures to reduce our impact on the environment. We are carbon neutral since 2020
and if possible, want to go even beyond that to carbon negative, in order to clean up our past

footprint.
Corporate Governance

Corporate governance for us means to act in accordance with the principles of responsible
corporate management geared to sustainable value creation and should aim to include all areas
of the company. Transparent reporting and corporate communication, corporate management
that is aligned to the interests of all stakeholders, cooperation between management and the
board based on trust, and compliance with the applicable laws are the essential cornerstones of

a modern corporate culture.
For a complete list of our material topics, please consider the GRI Index starting on page 64.
3.4 Interaction with our stakeholders

As previously reported, we are in frequent exchange with our stakeholders about our business
development as well as our sustainability performance. Additionally, we have analyzed our different
stakeholders during the cooperation with imug consulting. Please see the graph below for a detailed

overview over our stakeholder base:
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Stakeholders were interviewed and questioned for the first time in 2020 about our sustainability
performance through online surveys and phone interviews. Additionally, we are in regular exchange
with our stakeholders and have discussions about our sustainability efforts in a variety of different
settings such as conversations with customers, industry events, through feedback forms and surveys,
newsletters, investor roadshows, capital markets days, our reporting and press releases, meetings with
business partners as well as workshops and conferences in our industry. Gaining insights from as many
partners as possible is a valuable exchange for us to continue improving ourselves in our everyday

work.

4. DIVERSITY AND FAIR PLAY IN OUR PRODUCTS AND SERVICES

In our last sustainability report we have given some insights into how we see our products and services
in terms of diversity and fair play. While the statements from our last report are still valid, we want to

give an update for both of our business segments.
Games Segment

2021 was still characterized by the Covid-19 pandemic, even though lockdowns have been temporarily
eased and people were interacting more in the real world again. Nonetheless, we have seen that games
have continued to bring people closer together during the pandemic and digital socializing has become
more important. The strong social bonds that have been created during the pandemic have continued
to strengthen during 2021. However, the continued pandemic also meant that we had to cancel real
world events with our players or volunteers, such as the participation at industry events like

Gamescom as well as our popular annual volunteer party.

Despite the continuous challenging business conditions, gamigo group has continued our portfolio
approach in the games segment by taking steps to widen the games portfolio, by targeting more
platforms and game genres and through the setup of a strong games launch department. This means
that all games have received content updates during the year and that we have aimed at further
increasing player engagement by implementing a growing number of in-game events. Additionally, we
have established permanent satisfaction surveys for customers who were in contact with the customer
support. Moreover, we have updated our terms and conditions for our games as well as the games
platforms to be even more transparent to our customers. Additionally, we have implemented new

behavioural guidelines for the discord and social media channels for our games.
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To ensure the quality of our games portfolio and in addition to the legal requirements, we are following
such as youth protection or data protection and which differ from country to country, more than 75%
of gamigo’s games portfolio is checked frequently on its political correctness, meaning checking the
avoidance of any glorification of violence or drug use (incl. alcohol) as well as the avoidance of sexual
content. Additionally, parts of the portfolio have voluntary age restrictions for registering. During 2021,
there have been no incidents of non-compliance concerning either product and service information

and labelling or marketing communications.

Community Management and Customer Support at gamigo group

At gamigo group, community management is a central element in our strategy to offer a safe game
environment to our players. Our community managers are responsible for all communication between
the company and the games community. This includes creating and publishing content for social media
such as sales announcements and informing about updates in our games but more importantly our
community managers are the face of the company for our gamers and are in charge of moderating our
various in-game chats, Discord servers, forums, Steam and social media pages. Through these channels
they receive feedback from players about our games and forward them to the respective departments.
While players have the opportunity to directly complain about any issues in the games to the
community managers and to the volunteers supporting them, there are also dedicated channels for
customer support (issues such as bugs in a game, problems with an account) and a special reporting
section on our games services page for complaints about misbehaviour. The community management
team together with their volunteer teams are moderating all our different platforms to their best
capabilities and ensure that rules and guidelines are followed. All players need to read and accept the
behavioural rules before participating in social interactions and are warned and eventually sanctioned
if they do not follow these rules, which in some cases can also lead to a permanent ban from a game

or a platform.

In addition to our community managers, our customer support agents are essential for the efficient
functioning of the games and the satisfaction of the player base. On average, around 15.000 tickets
are written on a monthly basis, with an average time to answer of 1.5 days and an average time to
solution of 5.5 days. To further improve our customer support work, we have created an extensive
training program for our customer support teams. The training plan was split in two halves (H1 and
H2) and covered different topics such as “how to be a better agent”, communication workshops, ticket
troubleshooting or documentation workshops. Additionally, monthly agent quality assessment

meetings were organized and new KPIs introduced. Every player that is in contact with a customer
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agent receives a survey for every ticket to give feedback how satisfied they were with the solution.
This feedback is then looped back to the customer support agents to follow up on and in case it is

necessary, customer support agents get training to improve the customer satisfaction.

Media Segment

As we have stated in our last sustainability report, our media segment Verve Group operates with a
privacy by design approach with a strong focus on data privacy, brand safety and transparency of our
services. This means that we operate with an open-source software development kit (SDK) allowing
our publishing partners to monetize their ad inventory in a transparent way. With the deprecation of
Apples Identifier for Advertising (IDFA) which came into effect in spring 2021, our approach in
combination with our innovative technical solutions has gained more traction. Our anonymized
targeting solution ATOM is a privacy by design audience builder, where the audience model is built
directly on the device. User data stays on the device and only generic audiences are shared. This
technology is currently testing with beta publishers and agencies and is also part of the Publicis testing
framework for privacy-first solutions. Moreover, Verve Group’s DSP is integrating 3™ party
technologies like LiveRamp (RamplID — pseudonymous identifier), ID5 (universal ID), Google (FloC —
interest cohort) in order to safely and securely exchange user-level identification with cookie-less and

privacy by design solutions.

2021 also marks the year Verve Group brought contextual expertise in-house with the acquisition of
Beemray. A vast majority of the web-based digital advertising world still runs on cookies to target
consumers — a world that has an expiration date. Thanks to advances in Artificial Intelligence, Beemray
redefines contextual targeting with its ability to classify published content in real-time within the bid
stream. Built for a programmatic world, Beemray can process 100% of the bid requests that come its
way — almost three times more than that of comparable solutions out in the market today. With the
deprecation of cookies up ahead, marketers have a small frame of time to test and iterate on alternate
solutions. Verve Group is actively working with advertising partners to educate and help them adopt
privacy-first solutions such as ATOM and Beemray, that cannot just secure their advertising spends,

but also offer a sustainable technology to scale their marketing efforts.

All advertising and publishing partners of Verve Group are required to follow strict content guidelines
that forbid serving prohibited content such as sensitive adult content, violence, drugs or the like. The
policy is available publicly on the Verve website and the content guidelines are also included in the

client onboarding.
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Additionally, our exchange and Verve DSP products have implemented an integration with 3™ party
technology GeoEdge to automatize real-time scanning of creatives, in order to prevent showing
malicious creatives (sexual harassment, violence, hidden malware, etc.) by providing publishers with
an advanced machine learning solution to combat malicious advertising. Those creatives are registered
in our system, so they get filtered out for future transactions. In 2021, the Verve DSP checked
1,603,879 impressions with potential incidents for a total of 772 incidents. Partners can also directly
reach out to the Exchange or the Verve DSP to signal problematic creatives which could have been
overlooked and we have a dedicated flow to handle such requests. The DSP received 47 complaints
from partners in 2021. Additionally, when the Exchange sees incoming bid requests with a COPPA flag
(Children’s online privacy protection act), they zero out all Pll (personal identifiable information) in the
request. This means that when publishers specify that the request is coming from COPPA enabled

device, there is no user level targeting and the user data will not be stored.

In order to keep our products up to date with the latest developments in the field of security (e.g., data
security, fraud prevention) and to adapt them to changing conditions and new challenges, Verve Group
also cooperates with various experts from the industry. Verve, for example, announced the addition
of Pixalate’s analytics tool to its ad fraud detection and measurement mechanisms. Having previously
implemented Pixalate’s MRC-accredited invalid traffic (IVT) detection solutions across its platform,
Pixalate’s analytics tool enables Verve Group to measure invalid traffic more effectively by showcasing
the time and source of fraudulent activity from inventory sources and thus ensures a safer, more

transparent advertising ecosystem by addressing ad fraud from all angles.

To incorporate and receive their publisher and advertisers’ feedback on a frequent basis, Verve Group
has established a more streamlined process to gather feedback from supply and demand partners in

quarterly and annual feedback loops which should also improve the service quality every year.

Verve Group has also continued to share thoughts and insights on current themes especially when it
comes to top of mind topics such as privacy and identity or transparency in the advertising industry
across media outlets, panels or podcasts and is also active in numerous industry associations such as
the Mobile Marketing Association, Prebid, or IAB, which, among other things, seek to foster industry
collaboration to create frameworks, standards, and industry programs, as well as accelerate change

and innovation in the digital advertising industry and the technologies that enable its advancement.

Lastly, Verve Group has continued its successful cooperation with AdTechCares which it initiated in
2020. This year the focus was to fight COVID-19 misinformation and support Black Lives Matters efforts

in addition to launching a vaccination trust campaign and supporting the COVID-19 crisis in India as
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well as promoting solidarity for the AAPI community. In total, more than 22 million impressions were
contributed to AdTechCares. Additionally, Verve Group has supported Ad Relief and ThinkLA, which
both support individuals from the Southern Californian advertising and promotions community in

difficult situations such as financial impacts due to COVID-19, earthquakes or fires.

Outlook

In addition to our initiated or continued projects, we have also started the application process with
“Playing for the Planet” for our games unit gamigo group. By joining the initiative, which was founded
in 2019, we hope to benefit from a fruitful and enriching discussion and exchange with other games
companies and to strengthen our environmental engagement by further decarbonizing our platforms
and engaging and educating our players on taking green action. Additionally, gamigo will introduce
events connected to sustainability themed days such as the World Water Day, Earth Hour, World
Environment Day or World Wildlife Day. These events are aimed at educating our gamers in a fun and

playful way about the respective issues as well as raising awareness about them in our community.

Looking into 2022, Verve Group is looking to continue its cooperation with AdTechCares. In 2022, the
initiative will try to focus on identifying organizations that combat climate change and that address the

climate crisis as well as other initiatives that work towards the greater good of the society as a whole.

5. PROVIDING DATA PROTECTION AND SECURITY

Being a globally operating games and ad software company, data protection and security are of the
utmost importance to MGI. We have a strong focus on the topic and correspondingly devote many
resources to it. It is important to emphasize that this applies to both internal and external processes,
e.g., in the media segment, where we always work with a “privacy by design” approach in the provision

and further development of our products and services.

While the measures we have reported on in our last sustainability report are still valid and applied
throughout the organization, we have continued to work on the topic and introduced new
initiatives such as increasing the effectiveness of instruments aimed to control and mitigate
vulnerabilities or increasing our incident response capabilities. We also want to take the
opportunity in this year’s report to give further insights into the organizational structure of our

Data Protection and Security Department.
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At Group level, MGI has a legal data protection unit that is headed by the Head of Group Data
Protection. In addition, an In-House Cookie Manager as well as a CIPP/US and CIPP/EU qualified lawyer
(Certified Information Privacy Professional) support the legal data protection team. Additionally, EU
representatives according to Article 27 of the General Data Protection Regulation (GDPR) are

appointed for both business segments, games and media.

Beyond that, the internal Data Protection Team is supported by different external partners. Both
segments, gamigo group and Verve Group, have a dedicated external Data Protection Officer that helps
and evaluates both business segments in terms of data protection. Additionally, an external US council
specialized in CCPA (California Consumer Privacy Act) as well as a German council for GDPR are working

closely with the Legal Data Protection unit.

As part of this groupwide set up for data protection and security, numerous data protection and data
security training sessions were held throughout the year, which every employee is required to attend
once a year. The CCPA training has been completed by all employees, while the GDPR training has a
completion rate of 60% due to the rollout of a new training tool in Q4 2021. All employees are required
to complete the GDPR training and regular invitations are sent to new employees. All privacy policies
are kept up to date and in place for both segments, and there is strict compliance with GDPR, CCPA,

LGDP (Brazil) and all other applicable data protection laws throughout the Group.

To ensure continued compliance with GDPR, CCPA, LGPD (Brazil) as well as other applicable laws, the
Data Protection unit has reviewed and updated all privacy policies for both business segments
wherever adjustments to the policies were necessary during the last year. The relevant privacy policies
can be found on each concerned website and anyone who wants to get in contact with the Company
about the privacy policies or any data related issues can find the relevant contact and corresponding
e-mail addresses in the privacy policy as well as additional information on how to get in touch with the
Legal Data Protection unit. Concerned parties also have the opportunity to raise complaints with the
data protection authorities. Moreover, a groupwide common cookie practice including a necessary
active user opt-in for non-essential cookies, which is in line with the legal requirements, was

implemented wherever necessary.

To support the work of the data protection unit, several new tools were implemented. Amongst them
is a half-automated data processing directory tool which has been implemented in 2021 for gamigo
group, and which is currently under review by the data protection officer and shall be rolled out to the
media segment thereafter. The chosen tool is provided by OneTrust which allows to comply with all

relevant privacy laws while offering the possibility to follow checklists and data processing
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automatically while it is also privacy by design. For the group, we have also implemented and
exchanged the new Standard Contractual Clauses for data transfers to third countries within the
required deadline and set up an in-house task force for the self-assessment of MGI’s data transfer from

the EU to third countries (Schrems Il).

Lastly, to ensure the safety of the data and its system, MGI has a dedicated cyber security team for
both of its segments, gamigo group and Verve Group, which work closely together with the Legal Data
Protection unit. There have been no incidents that were subject to a formal process within the last two
years. More details on how both gamigo group and Verve Group are handling cyber security and

specific measures in terms of data protection and security can be found in the following paragraphs.

Games Segment

Data Protection and Security

Gamigo group is involved in the game — Verband der deutschen Games-Branche e.V, which is very
active in setting standards and implementing self-regulation for various topics related to games such
as data privacy or youth protection. Gamigo group works actively together with and participates in

various work-streams of the game — Verband der deutschen Games-Branche e.V..

As announced in last year’s sustainability report, we have rolled out a fully automatized “deleted my
account” function on all our games backends in 2021, making sure that all players can quickly and
efficiently exercise their rights under GDPR and CCPA. Furthermore, during 2021 we have revised our
customer support tools and reply forms to increase transparency regarding our gamigo group

companies as described in the previous chapter.

Cyber Security

Gamigo’s Information Security Strategy is aimed to effectively decrease cybersecurity risks for both
the company’s assets as well as for our client data by taking a proactive approach by implementing
and evolving better solutions and practices for granting confidentiality, integrity of information and
availability of our services, with compliance to the current privacy laws and data protection
requirements such as GDPR, CCPA and PClI DSS (Payment Card Industry Data Security
Standard). Gamigo’s Information Security Management System (ISMS) is based on the “Center for
Internet Security” (CIS) Critical Security Controls that recommends effective sets of actions for cyber

defence that provide specific and actionable ways to stop today’s most pervasive and dangerous
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attacks. The ISMS is managed by gamigo’s internal Cybersecurity Team who implements the necessary

security controls and permanently improves them.

Gamigo group as a games publishing company is actively investing in internal and cloud infrastructure
security and boundary defence. Our products and portals are secured by modern DoS (Denial of
Service) and WAF (Web Application Firewall) protection. Gamigo group’s IT systems are included in a
Vulnerability Management Program that permanently monitors the system for security bugs and
actively updates with the latest security patches. Moreover, gamigo group has a strong security
culture, which is applied throughout the company and applies to all employees. Under our Security
Awareness Program all employees are periodically trained with different trainings aimed to recognize
and fight instances such as phishing or social engineering attacks and our IT teams are trained to

develop, implement and maintain systems with best and safe practices.

Media Segment

Data Protection and Security

In the Media segment we have taken additional initiatives during 2021 to support and increase our
Data Protection and Security. During 2021, we have appointed one groupwide Data Protection Officer
who is responsible for the whole Verve Group including the acquisitions of Beemray, Smaato and
Match20ne and who supports the media segment in reacting adequately and precisely to the more

and more complex changes in data protection regulation.

With the same idea of having more effective, faster, and unified responses to privacy matters, a
groupwide workflow has been created to handle all rights of data subjects and related opt-out requests
for regulations such as GDPR or CCPA. This workflow will embed the latest acquisitions (Beemray,

Smaato and Match20ne) in 2022.

Verve Group is a member of IAB Tech Lab, which is a community that enables growth and trust in the
digital media ecosystem and has received the IAB Tech Lab’s Open Measurement (OM) SDK
certification for display and native video ad formats. This certification provides Verve Group partners
with stronger ad viewability measurements and verification for in-app advertising. Moreover, Verve
Group continues to support the IAB Europe’s Transparency and Consent Framework (TCF 2.0), which
defines regulations and technical specifications for digital operators to align them on transparency and
user choice requirements based on the EU privacy and data protection laws. Additionally, Verve is

constantly working with their partners to ensure a similarly high level of data protection with their
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partners e.g. by frequently sending them questionnaires about their data protection efforts. This is

particularly important as the consent string contains many different partners.

Next to these already established memberships, Verve Group is also active in numerous industry
associations such as the Mobile Marketing Association or Prebid and advocates for full transparency
in the open advertising ecosystem by promoting and actively contributing to these initiatives. All
initiatives seek to foster industry collaboration to create frameworks, standards and industry
programs, as well as accelerate change and innovation in the digital advertising industry and the
technologies that enable its advancement. Prebid, for example, is a global community of ad tech
experts that develop open-source technologies to allow web and mobile publishers to implement

header bidding on their websites and apps.

In all services that Verve Group provides, it strives for the highest possible transparency towards the
customer to form the antithesis to the walled gardens of Facebook, Google and Apple. For us, this also
means that we are using open-source software as much as possible to be fully transparent. During
2021, at Verve Group, we have also invested into the innovation and development of “privacy by
design” products and services. On the forefront of this is the anonymized targeting solution “ATOM”
which is currently in testing with beta publishers and agencies. This innovative in-house product was
explicitly developed to ensure user acquisition without the use of an “identifier for advertisers” (IDFA)
or, in the future, cookies, while operating with a full privacy first approach. Currently, we have handed
in the patent application (non-provisional) for ATOM to both the European Patent Office and the US

Patent and Trademark Office.
Cyber Security

During 2021, Verve Group has implemented a regular penetration test in collaboration with Cobalt.
Cobalt’s penetration test platform is coupled with an exclusive community of testers that deliver real-
time insights that are needed to remediate risks quickly and innovate securely. The tests are run in
seven stages: the penetration test is planned, defining the assets and the frequency that you want to
test and the scope is evaluated meaning how deeply you will test and what resources will be needed.
Then the test is executed, and the results are evaluated. Discovered vulnerabilities will be mitigated
and the results are reported to relevant stakeholders. The fixes are then retested and the whole
process is repeated in the frequency that has been agreed previously. Following the completion of the
initial internal penetration test, the Cyber Security Team will set up a responsible disclosure program

with ongoing public penetration tests.
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Outlook

Data Protection and security is an ongoing and flexible topic which constantly evolves and to which we
need to adapt on a constant basis as a company. Therefore, we have some additional actions in place

that are either ongoing or planned for next year.

For the whole group, compliant cookie banners will be extended to all new Group companies,
which join MGI through mergers or acquisitions by using the Consent Management Platform provided
by OneTrust. Moreover, we will evaluate a data protection management software during the next year.
Additionally, a short data protection guideline is to be published and all legal texts will be

supplemented with short age-appropriate summaries.

In Q1 2022, the legal data protection team will also appoint In-House Data Protection Coordinators.
All employees that are appointed as In-House Data Protection Coordinator will receive specialized
training to prepare them for their duties. In the long term, the In-House Data Protection Coordinators
should serve as a link between the different departments and the Legal Data Protection unit and should

help to resolve any potential issues relating to data protection and security.

At gamigo group, we are currently planning to expand the services of the Youth Protection Officer to
perform regular audits and exceptional audits due to ad-hoc events that might occur. Additionally, it
is discussed that he should support the legal department in youth protection matters and laws more

extensively.

To further increase our youth protection efforts and while some of our games already have age
restrictions, we are also discussing how to evaluate our game portfolio regarding an age rating, to get
the games labelled according to USK and ESRB and if we should implement age restrictions for the

whole portfolio on a game-by-game basis.

At Verve Group, we are currently evaluating to get the 1SO27001 certification for all platforms.
Platform161, Verve Group’s Demand-Side-Platform is already certified. The 1S027001 is an
international standard, covering over 140 requirements in the area of information technology, security

techniques and information security management systems.

In 2022, Verve Group will also introduce a new security awareness training program to replace the
existing training programs of the individual companies. Under the new Security Awareness Program all
employees are periodically trained with different trainings aimed to recognize and fight instances such

as phishing or social engineering attacks. Additional focus for 2022 will be on the migration of all
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employee accesses for existing and new group members to a primary identity provider, which will
ensure that employees have secure and efficient access to our systems. In the implementation, the

existing concept of least privilege will be improved and applied centrally.

6. A GREAT TEAM AND AN INSPIRING WORKPLACE

Being a globally operating company with two major business segments that grow rapidly both
organically as well as inorganically through acquisitions, MGI recognizes the importance of having a
strong and united set of values as a foundation of the corporate culture. Integrity and trust are
important pillars for a sustainable work environment and an open and diverse corporate culture and
joint values are a key factor for long-term development and sustainable success as a company.
Therefore, the leadership team and the HR department are focused on building a workspace that
fosters teamwork, commitment, and ensures psychological safety to employees. A flat hierarchy and
a culture of no politics encourage individuals to be creative and to develop to their maximum potential
resulting in the collectively built success of the organization. 2021 was recognized globally as the year
of the Great Resignation and Great Talent Shortage. MGlI’s internal HR initiatives prevented the major

turnover and assured significant organic growth despite the competitiveness of the international talent

market.
Workforce by Gender Board of Directors by Gender
0.55%
® Female = Male Diverse m Female = Male
Nationalities New Hires
different nationalities at MGl new hires in 2021
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For additional data on our workforce, please consider Chapter 9 starting on Page 55.

Recruiting & Onboarding

To meet the ambitious hiring plans, MGI decided to strengthen the Talent Acquisition team and adjust
processes to make them more effective and efficient. Investment in Talent Acquisition headcount, a
new hiring strategy focused on sourcing and talent mapping, targeted employer branding campaigns,
and a competency-based interview process including unconscious bias training for managers to avoid
any discriminatory recruiting are examples of innovations that were introduced in 2021. Plans for 2022
include further improvements since the goal of the team is to be able to quickly adapt to the global

talent market transformation.

Having a well-structured onboarding process is crucial to ensure the smooth integration of the new
joiners with the team and to guarantee higher operational effectiveness. Among the new initiatives
it’s worth mentioning the refreshed onboarding materials related to the relocation and visa assistance
as well as buddy program, newcomer recognition in the newsletter and team communication channels,
structured 30 — 60 — 90 orientation plan, and many more. Additionally, different product workshops
about the individual departments were introduced to allow new joiners to get a comprehensive

overview over the Group.

Training & Coaching

To meet the self-development needs of employees at MGI, the HR department together with the
leadership decided to introduce the unified learning & development policy across the group. The
training not only supports individuals by enabling them to grow but also supports the organizational
needs of developing specific competencies amongst the current headcount. The new training budget
can be used by each employee to improve functional, technical, or soft skills through an e-learning
platform, onsite courses, or certifications. Moreover, we are continuing with our well used English and
German courses and simultaneously, Verve Group runs a trial internal mid-level leadership academy
to strengthen new managers’ skills which covers topics like neuroleadership, employee motivation,
and communication. These trainings take place once a quarter with an extension of topics and target

groups planned.

Retention and Wellbeing

2021 continued to be a year of remote and distant relations. Retaining the team spirit was a challenge

due to the ongoing pandemic. Covid and lockdown didn’t allow the team to participate in the onsite

2

49



Media and Games Invest SE
Annual Report 2021 — Sustainability Report

events despite the original plans, however, multiple online events helped to sustain high morale and
to maintain connectivity between employees. Online summer parties with a cocktail workshop, a
Halloween Party, Secret Santa, and multiple smaller initiatives run by the internal culture team allowed
MGI to keep the team spirit positive. The Office Management was pimping online meetings with fun
items and giving small recognitions to make up for missing live events, but we surely hope to be able

to go back to more live fun action next year.

During 2021 we have also aligned the benefits, which apply equally for both full-time and part-time
employees, across the group and changed our approach to a more people-centric concept for the
whole MGI group. Recognition and appreciation expressed in company anniversaries, benefits and
budgets for internal social activities (team events, lottery lunches) and benefits like support of public
transport or private pension insurance were reviewed in the process. We also continue our bi-annual
360 degree valuations, which are our regular employee surveys where we have a completion rate of

100% and have worked on our feedback loops.

Employees’ health and wellbeing were prioritized throughout the year. For many years, MGl is already
supported by external providers in identifying hazards and minimizing risks in the workspace. All
employees are educated about occupational health and safety on a regular basis as required by law.
New hires receive health & safety information during onboarding and are also informed about the legal
requirements in the respective countries. Measures to improve the occupational health services are
set in regular meetings in cooperation with the external provider. Throughout 2021 there have been

no work-related injuries.

Next to the suggestions of the external providers, MGI also has own initiatives implemented to
promote employee health. Among the most relevant initiatives, internal workshops about the health
in the remote setup are worth mentioning as well as a global wellness competition. All initiatives were

highly appreciated by employees.

The most effective and successful initiative related to burnout prevention was Recharge Week run in
June as a pilot in the media segment. The leadership decided to slow down operations for two weeks
and ensured each employee takes a special paid time off to rest and recharge before the second part
of the year. The level of engagement and effectiveness of work increased significantly. The initiative
was later also introduced by other global companies, however, MGl was one of the first organizations

to plan events like this.

2

50



Media and Games Invest SE
Annual Report 2021 — Sustainability Report

Lastly, to support maintaining the health and safety of our employees in a global pandemic, wherever
possible, MGI has cooperated with the local health authorities to offer Covid-19 vaccinations or a flu
vaccination for everybody. The offer was well received by the employees: the flu vaccinations have
been proposed by HR and have been given out during the fourth quarter and Covid boosters have

followed in January 2022.

Outlook

Although MGI introduced a lot of initiatives throughout 2021, the plan is to further adapt and evolve
internal processes. The ultimate objective of the Group is to become an employer of choice and build
a people-centric organization. The HR team identified the main steps that will allow the company to
achieve the goal: strengthening mid-level leadership, creating a culture of people-centricity, fostering
diversity and inclusion, and encouraging purpose-driven work. Having a clear direction and defined
milestones helps MGI to continue being innovative and to quickly react to the talent market

transformation happening on a global scale.

The HR department will continue to focus on retention, recruitment, and building a scalable
infrastructure. The 2022 roadmap includes initiatives like formulating internal communication and
organizational guidelines, refreshing the rewards and recognition system, improving the recruitment
craft with initiatives such as cooperations with universities, introducing more internal as well as
external training and introducing modern recruitment and HR tools. By constantly working in these
areas, we are aiming to provide a workspace with flexibility in which each employee can profit from

the benefits that suit their lifestyle and needs best.

Apart from running activities related to building a sustainable workplace, the MGl community wants
to further contribute to global movements protecting the climate and supporting those in need. In
2022, the team will participate in events such as waste collection, donations and will continue to learn

how to be cautious and protect the environment in everyday life.
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7. WORKING TOWARDS A GREENER FUTURE

Taking care of our planet should be a priority for anyone. At MGI we have implemented measures to

reduce our ecological footprint.

One important aspect for us is to reduce our energy consumption. Whenever possible, we try to reduce
the use of energy resources. This means that we host our data in the cloud rather than on own physical
servers, reducing our energy consumption. Large parts of our cloud operations are hosted with Google
Cloud. Google is investing heavily into switching the energy supply throughout all its operations to
carbon-free energy and Google Cloud customers are benefiting from this through the usage of the
cloud operations. We also continuously adjust our resource allocation based on game needs and shut
down no longer needed resources. In addition, in the media segment, we are actively working on
optimizing our bidding processes to reduce our volumes to be more efficient with our energy
consumption. Lastly, and even before the Covid-pandemic, we try to reduce business trips to a
minimum. On average, we hold around 24.000 virtual meetings per year and have over 36.000

individual calls.

During 2021, we also continued our successful cooperation with Planetly, which we initiated in 2020.
While the primary goal of our cooperation is to identify possible potential for emission reductions, we
have also offset our emissions of 2020 as these emissions lie in the past and can no longer be reduced

or avoided.

Our first step was to analyze the year 2020: we have recorded and verified all carbon emissions
throughout the whole organization, the emissions of our suppliers and the emissions of our players.
The overall analysis allowed us to gain a picture of where we are creating emissions and then to identify

potentials for reduction. A total of 4,949t CO, (including a 10% safety margin) was

measured for MGI which also included any emissions from data centers,

CARBON
NEUTRAL
completed, we have asked our employees to choose the projects we should .planetly

offices, travelling, suppliers and MGI gamers. After the data collection was

support for the offset. Employees were able to choose between 11 projects in
the following categories: community projects, nature-based projects and renewable energy projects.
The chosen projects were a Clean Water Project in Rwanda, a REDD+ Rainforest Project in Borneo
(REDD: Reducing Emissions from Deforestation and Forest Degradation) and a Solar Power Project in
Kenya. The Water Project in Rwanda so far provided 11,870 people with access to safe water and saves
around 10,000 t CO2e each year while the project in Borneo prevents 64,500 hectares of carbon-rich

peat swamp forests with high biodiversity from conversion into palm oil plantations. The aim of the
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program in Kenya is the dissemination of battery-charged solar home systems (SHS) to provide basic
lighting service to households currently using fossil fuel-based lighting. By reducing our carbon
footprint and offsetting our carbon emissions, MGl has now for the first time reached carbon neutrality

for 2020, earlier than anticipated.

We are currently working on preparing the data for the year 2021. Here, we are currently improving
our overall tracking systems in order to get clearer insights into what our largest drivers for our carbon
emissions are based on our different business units. Once, we have finished the data collection for

2021, we will inform our stakeholders about the results.

Lastly, after the successful collaboration with the Eden Reforestation Projects during 2020 and the
beginning of 2021, where we planted over 200,000 trees in cooperation with our players, we decided
to permanently support the Eden Reforestation Projects by establishing them as our first permanent
charity. We have created a permanent website in September 2021 which informs about the project
and have regular promotions and events around the topic, which has already generated additional

donations for more trees to be planted on an ongoing basis.

Outlook

During the second half of 2021, we have signed an agreement with Water.org to integrate a water
charity in our games. The project will be rolled out during the first half of 2022. Presently, 785 million
people, which is 1 person out of 9, are lacking access to safe water and 2 billion people, so 1 out of 3,
do not have access to sanitation. This has severe effects in different ways: nearly 1 million people die
each year due to health issues coming from unsafe water, lack of sanitation and hygiene-related
diseases. Woman and girls spend millions of hours every day to find safe sources of water, time that
could otherwise be used for education, working or taking care of family members. Water.org helps
people get access to safe water and sanitation through affordable financing such as small loans. We
will work together with Water.org by implementing a charity website, bringing attention to the issues
around water, as well as by creating themed events in our games to incentivize players to donate to

the charity.

Additionally, individual offices throughout the Group have planned different initiatives that educate
employees about our environment such as a Trash Tuesday which teaches employees about the

correct recycling in the office or a waste collection kayaking tour.
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8. CORPORATE GOVERNANCE

As part of our annual report, we will also include our Corporate Governance Report for the year 2021.
Please refer to the Governance Report for a complete overview over our governance structure.

Nevertheless, we want to present some highlights in this section.

During 2021 we have further expanded our efforts in terms of governance to reflect the strong growth
of the company over the past year and to prepare ourselves for higher requirements such as those of
a regulated market. This includes amongst others the further optimization of the internal control
system in cooperation with KPMG which was kicked off during Q2 2021. MGI has also decided to
implement a new external whistleblowing system in order to offer an even safer, simpler and more
efficient solution for employees and stakeholders to report any breaches of applicable law and/or our
regulations and policies. The new tool is provided by EQS Group and should keep the inhibition
thresholds for possible reports as low as possible and enables anonymous reporting. EQS is a leading
provider of software solutions in the area of regulatory technology focusing mainly on compliance
topics. Its whistleblower system is GDPR-compliant, meets the highest requirements for IT security and
data protection, and fulfils regulatory requirements for whistleblower protection based on the EU
Whistleblower Directive. It enables employees and stakeholders to report violations of the law or our

policies in the company in a secure and confidential way.

In our ongoing pursuit to raise awareness for compliance, MGI organized an in-depth compliance
training. During the first half of 2021, MGI employees completed a compliance workshop covering
topics such as anti-money-laundering, bribery, corruption, and sanctions. Employees were made
aware of the warning signs and pitfalls in connection to the aforementioned topics and how to act in
case critical situations arise. The training was given by lawyers from Baker McKenzie and was well
received by the employees. Overall, 123 employees (~ 17% of the total workforce) in relevant positions
were informed and trained about anti-corruption procedures, including all members of the Board of
Directors (4 out of 4, 100%). Business partners were not included in the training. Throughout 2021,
there have been no incidents of corruption confirmed, no employees were dismissed or disciplined
due to corruption and no business contracts were terminated due to violations related to corruption.
There have been no legal cases regarding corruption brought against MGl or its employees during the
reporting period. Additionally, there have been no cases of non-compliance with laws and regulations

during the reporting period.

Lastly, we have increased our sustainability governance as explained in chapter 3.1. For further details

about our governance, please refer to our governance report starting on page 70.
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Outlook

Si

As mentioned above, MGI has kicked off the implementation of an internal control system in 2021.

Alongside our internal control system, we are also improving our compliance management system.

Firstly, we will update our existing policies and supplement them with all other necessary policies and

guidelines. Secondly, we will complete our compliance management system by designing and

implementing training measures, processes and other organizational measures to ensure compliance

with legal requirements throughout the whole organization. Finally, we will implement an internal

control system according the COSO framework (Committee of Sponsoring Organizations).

9. DATA

Workforce

Employees
(Head count at the end of the reporting period) Female Male Diverse Total
Total 230 494 4 728
Germany 117 230 2 349
Netherlands 6 12 0 18
Spain 2 2 0 4
Sweden 2 10 0 12
Finland 0 6 0 6
Armenia 2 5 0 7
Poland 2 9 0 11
United Kingdom 1 0 0 1
Canada 0 1 0 1
USA 75 171 2 248
Brazil 2 2 0 4
South Korea 0 4 0 4
India 9 35 0 44
China 9 3 0 12
Singapore 3 4 0 7
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Permanent Employees
(Head count at the end of the reporting period) Female Male Diverse Total
Total 227 487 4 718
Germany 117 226 2 345
Netherlands 4 9 0 13
Spain 2 2 0 4
Sweden 2 10 0 12
Finland 0 6 0 6
Armenia 2 5 0 7
Poland 2 9 0 11
United Kingdom 1 0 0 1
Canada 0 1 0 1
USA 74 171 2 247
Brazil 2 2 0 4
South Korea 0 4 0 4
India 9 35 0 44
China 9 3 0 12
Singapore 3 4 0 7

Temporary Employees
(Head count at the end of the reporting period) Female Male Diverse Total
Total 3 7 0 10
Germany 0 4 0 4
Netherlands 2 3 0 5
USA 1 0 0 1

Non-Guaranteed Hours Employees
(Head count at the end of the reporting period) Female Male Diverse Total
Total 14 20 0 34
Germany 1 2 0 3
USA 13 18 0 31




Media and Games Invest SE @

Annual Report 2021 — Sustainability Report

Full-Time Employees

(Head count at the end of the reporting period) Female Male Diverse Total
Total 211 480 4 695
Germany 103 219 2 324
Netherlands 2 11 0 13
Spain 2 2 0 4
Sweden 2 10 0 12
Finland 0 6 0 6
Armenia 2 5 0 7
Poland 2 9 0 11
United Kingdom 1 0 0 1
Canada 0 1 0 1
USA 74 169 2 245
Brazil 2 2 0 4
South Korea 0 4 0 4
India 9 35 0 44
China 9 3 0 12
Singapore 3 4 0 7
Part-Time Employees
(Head count at the end of the reporting period) Female Male Diverse Total
Total 19 14 0 33
Germany 14 11 0 25
Netherlands 4 1 0 5
USA 1 0 3

Gender as specified by the employees themselves. Fluctuations are mainly due to the acquisitions of
Kingslsle, Beemray, Smaato and Match20ne and the closure of the affiliate and influencer marketing

activities.
Workers who are not employees at the end of the reporting period (in headcount)

In addition to our employees, MGI has employed 81 freelancers with unlimited contracts at the end of
the reporting period who are carrying out work for MGI on a monthly basis in the areas of product
management, engineering, community management, game art and design, game engineering,

recruitment and sales.
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Remuneration policies

The remuneration policy for senior executives is the same as for regular employees at MGI.
Remuneration is negotiated between employer and employee based on frequent employee reviews

considering performance, added value and motivation. Bonuses are linked to the economic success of

the company and department specific KPI’s.

Annual Total Compensation Ratio

Annual total compensation for the organization’s highest-paid individual to the median annual total

compensation for all employees (excl. the highest-paid individual): 5.38/1

As this is the first year in which this number is reported, there is no ratio of the percentage increase in

annual total compensation provided. This will be included in next year’s report using this year as a base

year.
New employee hires

New Hires*

(Head count at the end of the reporting period)

Female Male Diverse Total

Total 114 267 2 383
Germany 33 72 0 105
under 30 12 21 0 33
30-50 21 50 0 71
over 50 0 1 0 1
Netherlands 6 5 0 11
under 30 2 1 0 3
30-50