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SUMMARY

This summary aims to give you an overview of the information contained in this document. As
this is a summary, it does not contain all the information that may be important to you. You
should read the entire document before you decide to invest in the [REDACTED]. There are
risks associated with any investment in the [REDACTED]. Some of the particular risks
associated with an investment in the [REDACTED] are set out in the section headed “Risk
Factors” in this document. You should read that section carefully before you decide to invest in
the [REDACTED].

BUSINESS OVERVIEW

For Gamers. By Gamers.™ We are the leading global lifestyle brand for gamers, according to
Newzoo, that offers an integrated portfolio of gaming hardware, software and services. The Razer
ecosystem delivers gamers a competitive edge, immersive gaming experiences and access to a
comprehensive catalogue of digital entertainment.

We operate in a large and growing addressable market of hardware, software and services for
gamers. Games are a pervasive element of popular culture and integral to the modern way of life
of the world’s approximately 2.1 billion active gamers in 2016, which is estimated to grow to
approximately 2.7 billion active gamers in 2021, according to Newzoo. According to Frost &
Sullivan, the global games market is the fastest growing segment within the global entertainment
industry. In 2016, the global games market revenue of US$101.1 billion exceeded both the global
cinema and global music markets, which according to Frost & Sullivan, generated US$39.9 billion
and US$48.4 billion respectively. As an early mover in professional competitive games, also known
as esports, we are strategically positioned to capitalize on the opportunities in this segment which
has grown rapidly in the past few years and has emerged as a standalone industry.

The Razer Brand

Razer was founded by gamers. Our passion for gaming and focus on creating premium gaming
products that cater to the demanding requirements of gamers have propelled us to become a lifestyle
brand for gamers. Our brand is recognized for its authenticity and we have built an intensely
devoted fan base. Razer has become an aspirational brand for gamers and millennials, who we
believe, recognize our brand as one synonymous with high performance and industry leading
technology. Our users include early adopters of technology, millennials and some of the most
prominent trendsetters, such as top esports athletes, movie stars, leading music artists and social
media celebrities.

Online social networks play a key role for us to attract and engage gamers. We partner with social
media celebrities who promote our products to their millions of fans, and we sponsor top esports
athletes who promote our brand at professional gaming events. We have one of the largest online
social media followings globally among games and esports brands. As of December 31, 2016, we
had approximately 7.5 million “Likes” on Facebook, 2.7 million followers on Twitter, 1.2 million
followers on Instagram, 1.2 million subscribers on YouTube, 250,000 followers on WeChat and
140,000 followers on Weibo.

We are a leading brand in esports and have sponsored top esports athletes for over 12 years. As of
December 31, 2016, Team Razer, our esports brand, comprised of 160 top esports athletes from 22
different countries.

Through our loyal fan base, video streaming, strong social media presence and viral marketing, and
as one of the pioneers of esports, we believe we are in a prime position to market to the growing
gamer market worldwide.
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The Razer Ecosystem

We believe we have one of the largest integrated gaming ecosystems in the world. The Razer
ecosystem consists of hardware, software and services designed and developed to integrate
seamlessly and enhance personalized user experiences for gamers across different entertainment
genres.

We believe our robust brand-centric ecosystem contributes to the successful launches of new
hardware, software and services, creating a virtuous cycle.

Hardware

Since our founding, we have been able to continually innovate, develop and sell category-defining
hardware. Our hardware, which includes premium gaming peripherals (including high-precision
mice, fully customizable keyboards, audio devices, mouse mats and gaming console controllers)
and systems (including laptops), deliver a competitive edge and immersive experiences for our
users. To date, we have sold over 25 million connected devices, and we have sold over US$1 billion
worth of hardware during the Track Record Period.

Software

At the core of our ecosystem is our Razer Software Platform, which had over 35 million registered
users as of May 31, 2017. Our platform comprises of Razer Synapse, an IoT platform, which allows
users to access our software platform via our hardware devices; Razer Chroma, our proprietary
RGB lighting technology system; and Razer Cortex, an all-in-one game launcher, game optimizer,
game aggregator and price comparison engine. We believe these software offerings bring users to
our ecosystem, keep them engaged and allow us to offer additional services to them.

Services

We have just begun to monetize our Razer Software Platform by offering services to our users. In
March 2017, we launched our zGold virtual credits service, which allows gamers to purchase zGold
and exchange it for digital content and items from various content providers. We have recently
entered into an arrangement with MOL Global, which has a wide distribution network for virtual
credits in Southeast Asia, whereby their virtual credits, MOLPoints, will be rebranded as
“zGold-MOLPoints.” At the same time, we have announced a partnership with Three Group, the
mobile telecommunications division of CK Hutchison, to distribute zGold in Hong Kong and
Europe. We intend to further expand the reach of zGold and our services offerings directly and
through more partnerships.

Global Leadership

We are a market leader in high-performance gaming products worldwide. Razer is the leading global
brand in terms of ownership, across each of the peripheral categories based on an aggregate of
China, Europe and the United States, according to Newzoo. Razer is also the third most popular
gaming system brand among gamer-focused brands, behind companies which offer broader product
portfolios.

We are currently the number one global gaming peripherals brand in China in terms of both
awareness and preference, according to Newzoo. According to Newzoo, 39.5% of gamers in China
named Razer as their preferred global brand in gaming peripherals, 10% more gamers than any other
brand. In addition, according to Frost & Sullivan, the Razer brand is considered more authentic than
any other gamer lifestyle brand in China.

We have established a global footprint in the games industry. We have a geographically diverse
revenue base, generating 50.1% of our revenue from the Americas, 27.0% from EMEA and 22.9%
from Asia, including 12.7% in China, in 2016. Our software platform can be accessed worldwide
and our sales and distribution network extends across six continents and 76 countries, as of
December 31, 2016.
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OUR INDUSTRIES AND COMPETITIVE LANDSCAPE
Global Entertainment Industry

The global entertainment industry includes cinema, TV and video and games. Total revenue for the
global entertainment industry was US$869.8 billion in 2016 and is expected to grow to US$950.9
billion in 2021. According to Frost & Sullivan, the global entertainment industry is likely to benefit
from several social, demographic and economic trends.

Global Games Market

The global games market comprises gaming console, mobile and PC games (excluding hardware).
According to Frost & Sullivan, the global games market is the fastest growing segment within the
global entertainment industry. The global games market generated US$84.7 billion in revenue in
2014, US$101.1 billion in 2016 and is expected to generate US$132.7 billion in 2021.

According to Newzoo, there were approximately 2.1 billion active gamers worldwide in 2016,
which is expected to grow to approximately 2.7 billion active gamers in 2021.

Global Gaming Hardware Market

The global gaming hardware market primarily consists of gaming peripherals, gaming systems and
mobile devices. In 2016, the global gaming peripherals market generated US$2.2 billion in revenue,
while the gaming systems market generated US$19.3 billion, according to Newzoo.

Razer is the leading global brand in terms of ownership, across each of the peripheral categories
based on an aggregate of China, Europe and the United States, according to Newzoo. Razer is also
the third most popular gaming system brand among gamer-focused brands, behind companies which
offer broader product portfolios.

Global Gaming Software and Services Market

The emergence of independent third-party software applications is closely connected to the growing
popularity of desktop and laptop PC gaming and competitive gaming. The main types of software
applications that are generally used while gaming, but are independent of the games themselves,
include game launchers (such as Razer Cortex), game-related cloud software (such as Razer
Synapse and Razer Chroma), game video recording (such as Razer Cortex: Gamecaster feature) and
communication software. With the increasing focus on the sale of “in-game” downloadable digital
content, most games now have their own virtual credits service, which players can use to purchase
“in-game” items. Notably, there is no single virtual credits service that is widely adopted by all
game publishers globally.

Global Esports Market

With a global audience of 322 million people in 2016, esports has become a standalone industry,
generating around US$500 million in sponsorships, advertising, fees from game publishers, media
rights, merchandise and tickets in 2016. Global esports revenue is forecasted to increase with a
24.1% CAGR from 2017, set to reach US$1.65 billion in 2021. Brands, media and sports companies
across the globe are increasingly investing in this industry. The global esports audience is expected
to grow to 386 million in 2017 and will continue to increase rapidly, with a 14.6% CAGR, reaching
665 million in 2021. China has the largest esports audience with 106 million people in 2016 and is
expected to remain the largest in 2021, reaching a total of 218 million at a CAGR of 14.6% from
2017.

See the section headed “Industry Overview” for more information on our industries.
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OUR STRENGTHS

We believe the following strengths create a unique and leading position for us within the global
games industry:

. Leading global lifestyle brand for gamers;
. Global footprint;

. Leading position in a large and growing addressable market;

. Superior gaming and entertainment experience enabled by our integrated ecosystem;

. Strong track record of innovation and creation of category-defining experiences;

. Established strategic relationships with leading players in the games and entertainment

industry; and

. Visionary management team with deep industry experience and a strong gaming-focused
culture.

OUR STRATEGY

Our principal business objectives are to focus on enhancing the gamer experience through an
integrated ecosystem of gaming hardware, software and services. We intend to continue this focus
and broaden the appeal of our brand and ecosystem to include verticals appealing to gamers and
millennials by pursuing the following strategies:

. Broaden the appeal of our brand;
. Continue to introduce innovative, category-defining experiences; and
. Deepen global market penetration.

OUR CUSTOMERS

We sell our products directly through RazerStores and on our online store, and indirectly through
a global distribution network of distributors and retailers. Our products can be found in large global
online and offline retailers such as Amazon, Best Buy and Walmart in North America; Fnac,
MediaMarkt and Saturn in Europe; and JD.com and Tmall in China. In 2015 and 2016, our largest
customer was a distributor in China. In 2015, Eternal Asia, whose contract terms are substantially
similar to our standard framework agreement accounted for approximately 13.5% of our revenue,
and in 2016, Eternal Asia accounted for approximately 10.9% of our revenue. Our top five
customers accounted for 35.2%, 38.9% and 34.8% of our revenue in 2014, 2015 and 2016,
respectively. To the best of our knowledge, as of the Latest Practicable Date, all of our distributors
and retailers were independent third parties and none of our distributors and retailers were
controlled by former employees of Razer. The Company changed its primary China distributor from
Beijing Digital to Eternal Asia in 2014, due to commercial reasons.

OUR SUPPLIERS

Our suppliers primarily include (i) contract manufacturers and suppliers for our hardware and other
products, (ii) data storage and bandwidth providers, and server hosting and bandwidth leasing
companies and (iii) payment channels.

Contract manufacturers and suppliers. We work closely with our manufacturers to ensure a
smooth production process. These manufacturers are responsible for producing mock-ups,
prototypes, certain aspects of mechanical and electronic design as well as production tooling. Our
contract manufacturers are primarily located in China and Taiwan. We utilized 49, 54 and 51
independent contract manufacturers as of December 31, 2014, 2015 and 2016, respectively, for our
peripherals and systems products. We generally engage multiple manufacturers. For product
categories where we engage only one manufacturer, we believe there are alternative manufacturers
which are readily accessible in the market.
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Purchases from our five largest suppliers (including both manufacturers and service providers) for
each of 2014, 2015 and 2016 accounted for approximately 80.5%, 80.9% and 77.2% of our total
purchase amount during those periods, respectively. Our largest supplier for each of 2014, 2015 and
2016 accounted for approximately 31.3%, 30.9% and 27.9% of our total purchase amount during
those periods, respectively. As of December 31, 2016, we had maintained business relationships
with our five largest suppliers for at least four years.

Data storage and bandwidth. We employ the services of commercial cloud service providers for
most of our content delivery network (CDN) needs and for most of our computing, storage, sever
hosting and bandwidth needs to run our Internet-based applications.

Payment channels. We engage third-party software and service providers for our online store and
RazerStores. We have entered into or are planning to enter into payment service agreements with
payment channels including PayPal, major credit cards, prepaid cards, prepaid methods, and direct
carrier billing companies.

OUR DESIGN PROCESS

We achieve truly holistic design by controlling the entire design process in-house from product
development to software coding to final packaging. Our typical hardware design process involves
producing multiple design iterations, creating mock-ups for evaluation and then multiple working
prototypes for in-the-field testing and validation, followed by extensive testing. We then go through
the rigor of this process as many times as necessary to produce an uncompromisingly high-
performance product with our distinctive look and feel. We conduct research and development of
software technology in-house, from product development to user interface design, engineering
development, and the development of technology components. Our design teams are led by Mr. Tan,
our co-founder and chief executive officer, who is supported by design teams based in California,
Singapore and Taiwan. We had 192, 248, and 309 in-house research and design team personnel as
of December 31, 2014, 2015 and 2016, respectively.

RISK FACTORS

Our business and the [REDACTED] involve certain risks, which are set out in the section headed
“Risk Factors” in this document. You should read that section in its entirety before you decide to
invest in the [REDACTED]. Some of the major risks we face include:

. We are dependent on our brand, our distinctive logo and our reputation in the gamer
community and among millennials for our sales and future growth.

. If we are unable to continue to develop innovative and popular products, demand for our
products may suffer.

. We have incurred operating and net losses in the past and may incur operating and net losses
in the future or be unable to achieve or maintain profitability.

. Our revenue, gross margins and profitability can vary significantly depending on multiple
factors, which can result in unanticipated fluctuations in our operating results.

. We may not be able to continue or manage our rapid growth. If we are unable to continue or
manage our growth, our corporate culture may deteriorate and our business, financial
condition and results of operations may be materially and adversely affected.

. If the games industry does not grow as expected or declines, our ability to expand our business
and generate positive operating results could be materially and adversely affected.

. We are subject to government regulation across our business, and the implementation of laws
and regulations which negatively impact our business and gaming may cause us to incur
substantial costs or require us to change our business practices.

. Any changes to the regulatory landscape or any unforeseen regulatory regime related to our
new products and services or any litigation related to unknown or unforeseen risks with the
use of our products and services could materially and adversely affect our business, financial
condition and results of operations.

_5_
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. Technological developments or other changes in our industry could render our products and
services less competitive or obsolete, which would negatively impact our business, our
financial condition and results of operations.

. A significant portion of our revenue is derived from the peripherals category.

[REDACTED] INVESTMENTS

The Company has issued six rounds of Preferred Shares, a summary of which is set out below:

Series A Series B-1 Series B-2 Series B-3 Series C Series D
Preferred Preferred Preferred Preferred Preferred Preferred
Shareholders'” Shareholders'”  Shareholders Shareholders Shareholders Shareholders
Cost per Preferred US$76.1532 US$386.83 US$511.483 US$1,737.43  US$1,737.438 US$2,304.80
Share paid. .. ..
Date of the May 16, October 1, April 17, September 30, February 21, April 12,
agreement(s) ... 2007, October 2011 and 2013 2014 2016 and 2017
25, 2007 and January 20, September 4,
January 1, 2012 2016
2010
Date on which February 3, March 19, May 29, 2013 March 31, December 1, May 15, 2017
investment was 2010 2012 2015 2016
fully settled ...
Total number of 78,051 36,926 24,341 2,877 71,945 18,804
Preferred Shares
issued ........
Cost per Share HK$0.15 HKS$0.78 HK$1.04 HKS$3.52 HK$3.52 HK$4.67
paid after taking
into account the
effect of the
[REDACTED]|®.
Discount to the [REDACTED]% [REDACTED]% [REDACTED]% [REDACTED]% [REDACTED]% [REDACTED]%
[REDACTED]|®.
Notes:
(1) These represent the preferred shares originally allotted and issued by Razer (Asia Pacific) which were exchanged for

the same number of Preferred Shares that the Company allotted and issued on November 8, 2012, pursuant to the
restructuring as further described in the section headed “History and Corporate Structure — Our Corporate History
and Major Shareholding Changes of Our Group — 6. 2012 Restructuring, Allotment and Issue of Shares, Series A
Preferred Shares and Series B Preferred Shares by the Company.”

(2) Cost per Share paid calculated by dividing the total consideration paid by the total number of Shares held following
conversion of the relevant Preferred Shares to Shares and the [REDACTED] in relation to each series of the
[REDACTED] Investments.

3) The discount to the [REDACTED] is calculated based on the assumption that the [REDACTED] is

HK$[REDACTED] per Share, being the mid-point of the indicative [REDACTED] of HK$[REDACTED] to
HK$[REDACTEDY], on the basis that [REDACTED] Shares are expected to be in issue immediately upon completion
of the [REDACTED] and the [REDACTED] (including completion of the conversion of the Preferred Shares into
Shares) and without taking into account the Deferred Settlement Shares.

Pursuant to the Shareholders’ Agreement entered into by the Company and the [REDACTED]
Investors, the [REDACTED] Investors have been granted certain special rights, all of which shall
automatically upon [REDACTED] when the Preferred Shares are converted into Shares.

Upon the completion of the [REDACTED] and the [REDACTED], the Shares held by the
[REDACTED] Investors (i.e. all [REDACTED] Investors excluding Chen Family (Hivemind)
Holdings Limited, Lim Teck Lee Land Pte Ltd, Primerose Ventures Inc. and Sandalwood Associates
Limited) will count towards part of the public float.

For the details of the allotment and issue of the Series A, Series B-1, Series B-2, Series B-3, Series
C and Series D Preferred Shares and the conversion of such Preferred Shares into Shares, please
refer to the section headed “History and Corporate Structure — Our Corporate History and Major
Shareholding Changes of Our Group” in this document.
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SUMMARY

For the details of the allotment and issue of Shares by the Company as consideration for the
transactions involving Slot Speaker Technologies, Inc. (formerly known as THX Ltd.), Nextbit
Systems Inc., and MOL Global, please refer to the section headed “History and Corporate Structure
— Our Corporate History and Major Shareholding Changes of Our Group” in this document.
Shareholders which were allotted Shares in connection with the [REDACTED] Investments do not
have any special rights.

OUR SHAREHOLDING STRUCTURE
The Controlling Shareholders

Immediately following the completion of the [REDACTED] and the [REDACTED] (assuming the
[REDACTED)] is not exercised and without taking into account the Deferred Settlement Shares),
Chen Family (Hivemind) Holdings Limited will directly hold [REDACTED]% of the issued share
capital in the Company. Chen Family (Hivemind) Holdings Limited is in turn jointly controlled by
Chen Family (Global) Holdings Limited and Mr. Tan. Chen Family (Global) Holdings Limited is
wholly-owned by the Chen Family Trust established by Mr. Tan as the settlor with Julius Baer Trust
Company Guernsey Limited as the trustee. The beneficiaries of the Chen Family Trust are Mr. Tan
and his family members. Accordingly, Mr. Tan will, together with Chen Family (Global) Holdings
Limited, and in turn through Chen Family (Hivemind) Holdings Limited, be interested in
[REDACTED]% of the issued share capital in the Company. Therefore, Mr. Tan, Chen Family
(Global) Holdings Limited and Chen Family (Hivemind) Holdings Limited are the Controlling
Shareholders of our Company.

None of our Controlling Shareholders nor any of our Directors is, as of the Latest Practicable Date,
interested in or engaged in any business, other than our Company, which competes or is likely to
compete, either directly or indirectly with our Group’s business and which requires disclosure
pursuant to Rule 8.10 of the Listing Rules. Our Directors believe that our Company is capable of
carrying out its business independently of our Controlling Shareholders and his or its associates. For
further information, please see the section headed “Relationship with our Controlling
Shareholders.”

2016 Equity Incentive Plan

The Company adopted a 2016 Equity Incentive Plan by a resolution of our Board on July 25, 2016
and a resolution of our Shareholders on August 23, 2016 (and subsequently amended by our Board
and our Shareholders on [®], 2017). RSUs granted under the 2016 Equity Incentive Plan are not
subject to the provisions of Chapter 17 of the Listing Rules as they do not involve the grant of
options by our Company to subscribe for new Shares. Please refer to the section headed “Appendix
IV — Statutory and General Information — E. 2016 Equity Incentive Plan” in this document for
further details.
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SUMMARY

FINANCIAL PERFORMANCE DURING THE TRACK RECORD PERIOD

During the Track Record Period, our revenue increased from US$315.2 million in 2014 to US$392.1
million in 2016, representing a CAGR of 11.5%. From 2014 to 2016, our revenue increased from
US$135.2 million to US$196.7 million in the Americas, from US$96.6 million to US$105.7 million
in EMEA and from US$83.5 million to US$89.7 million in Asia Pacific including China. In 2016,
we generated 76.2% of our revenue from Peripherals and 23.1% from Systems. Software and
services revenue was immaterial in 2016.

We had a profit of US$20.3 million in 2014, and our losses were US$20.4 million and US$59.7
million in 2015 and 2016, respectively. Excluding the impact of share-based payments, a one-time
settlement payment in 2015, expenses related to a contemplated securities offering incurred in 2015
and impairment of acquisition-related intangible assets in 2016, we had an adjusted profit of
US$20.3 million in 2014, and our adjusted losses were US$6.2 million and US$20.3 million in 2015
and 2016, respectively. See “Financial Information — Non-IFRS Measure: Adjusted Profit/(Loss).”

SUMMARY OF FINANCIAL INFORMATION

The following tables set forth a summary of our financial information for the three years ended
December 31, 2014, 2015 and 2016 and should be read in conjunction with our financial
information included in the section headed “Appendix I — Accountants’ Report” in this document,
including the notes thereto. Our financial information has been prepared in accordance with IFRS.
The basis of preparation is set forth in Note 2 of section B of the section headed “Appendix I —
Accountants’ Report” in this document.

SELECTED CONSOLIDATED STATEMENTS OF PROFIT OR LOSS AND OTHER
COMPREHENSIVE INCOME ITEMS

For the Year Ended December 31,

2014 2015 2016
US$ (in thousands)

Revenue ........... ... ... ... ... . . . .. ... 315,247 319,706 392,099
Costofsales............................. (207,274) (219,505) (282,648)
Gross profit ......... ... ... ... .. 107,973 100,201 109,451
Selling and marketing expenses ............. (34,290) (41,110) (69,993)
Research and development expenses ......... (23,640) (29,818) (52,175)
General and administrative expenses ......... (24,787) (41,348) (49,606)
Impairment of goodwill ... ................. — — (805)
Operating income/(loss) ................... 25,256 (12,075) (63,128)
Share of results of joint venture, net of tax ... (681) 731 —
Other non-operating expense ............... (3,331) (5,993) (653)
Profit/(loss) from operations .. .............. 21,244 (17,337) (63,781)
Finance income .......................... 176 201 525
Finance costs . .......... ... ... ... ... ...... (74) (10) (14)
Net finance income . ...................... 102 191 511
Profit/(loss) before income tax . ............. 21,346 (17,146) (63,270)
Income tax (expenses)/benefit............... (1,014) (3,210) 3,654
Profit/(loss) for the year ................... 20,332 (20,356) (59,616)
Owners of the Company ............... 20,332 (20,356) (59,332)
Non-controlling interest . ............... — — (284)
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SELECTED CONSOLIDATED STATEMENTS OF FINANCIAL POSITION ITEMS

As of December 31,
2014 2015 2016
US$ (in thousands)

Assets
Non-current assets . ...................... 14,966 23,165 52,722
Current assets. . .............. ... ... .... 174,516 165,245 263,758
Total assets .. ........................... 189,482 188,410 316,480
Liabilities
Non-current liabilities ................... 4,534 4,145 3,516
Current liabilities. . . .................. ... 95,908 104,881 164,776
Total liabilities . ......................... 100,442 109,026 168,292
Equity
Share capital. . ......... ... ... ... .. ...... 8 8 8
Share premium . .......................... 51,451 56,451 187,211
Reserves . ... .. 37,581 22,925 (42,618)
Total equity attributable to equity

holders of the Company ................ 89,040 79,384 144,601
Non-controlling interest .................. — — 3,587
Total equity ... .......................... 89,040 79,384 148,188
Total equity and liabilities ................ 189,482 188,410 316,480

SELECTED CONSOLIDATED CASH FLOWS STATEMENTS ITEMS

For the Year Ended December 31,

2014 2015 2016
USS$ (in thousands)

Net cash generated from operating activities. . . 34,414 3,532 1,678
Net cash used in investing activities ......... (17,827) (2,908) (32,360)
Net cash (used in)/generated from financing

activities .. ............. .. (104) (44) 77,134
Net increase in cash and cash equivalents .. .. 16,483 580 46,452
Effect of exchange rate fluctuations on

cashheld ............................. (36) (75) (54)
Cash and cash equivalents at the beginning

oftheyear .......... ... ... ... .. ...... 57,779 74,226 74,731
Cash and cash equivalents at the end of

the year ........ ... ... . ... . ... ... ... 74,226 74,731 121,129
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SUMMARY

APPLICATION FOR [REDACTED] ON THE STOCK EXCHANGE

We have applied to the [REDACTED] of the Stock Exchange for the [REDACTED] of, and
permission to deal in, the Shares in issue (including the Shares on conversion of the Preferred
Shares), the Shares to be issued pursuant to (i) the [REDACTED], (ii) the [REDACTED]
(including the additional Shares which may be issued upon the exercise of the [REDACTED]) and
(iii) the RSUs granted or to be granted under the 2016 Equity Incentive Plan and the Deferred
Settlement Shares.

We [REDACTED] reference to (i) our revenue for the year ended December 31, 2016, being
US$392.1 million (equivalent to approximately HK$3,058 million), which is over HK$500 million,
and (ii) our expected market capitalization at the time of [REDACTED], which, based on the
low-end of the indicative [REDACTED], exceeds HK$[REDACTED].

DIVIDEND POLICY

Our Board has absolute discretion as to whether to declare any dividend for any year, and in what
amount. The Company has not paid or declared any dividend since its inception. No distributable
reserves of the Company were available for distribution to the owners during the Track Record
Period. We will continue to re-evaluate our dividend policy in light of our financial condition and
the prevailing economic climate. However, the determination to pay dividends will be made at the
discretion of our Board and will be based upon our earnings, cash flow, financial condition, capital
requirements, statutory fund reserve requirements and any other conditions that our Directors deem
relevant. Our Shareholders may at a general meeting approve any declaration of dividends, which
must not exceed the amount recommended by the Board. The payment of dividends may also be
limited by legal restrictions and by financing agreements that we may enter into in the future. There
can be no assurance that dividends of any amount will be declared or distributed in any year.

For further details on the timing, amount and form of future dividends, if any, our Company’s ability
to pay cash dividends, the factors affecting the payment of dividends, please see “Financial

Information — Dividend Policy and Distributable Reserves.”

[REDACTED] STATISTICS

Based on an Based on an

[REDACTED] of [REDACTED] of

HK$[REDACTED] HK$[REDACTED]

[REDACTED] of our Shares” .. ... ... HK$[REDACTED] HKS$[REDACTED]
[REDACTED|® ... .. ... .. ......... HK$[REDACTED] HKS$[REDACTED]

Notes:

(D) The calculation of the market capitalization is based on the assumption that [REDACTED] will be in issue and
outstanding immediately following the completion of the [REDACTED] and the [REDACTED] (assuming the
[REDACTED] is not exercised and without taking into account the Deferred Settlement Shares).

(2) The [REDACTED] of our Company per Share in the above table is calculated after the adjustments referred to in the
section headed “Appendix I — [REDACTED]” in this document and on the basis of [REDACTED] in issue
immediately following the completion of the [REDACTED] and the [REDACTED] (assuming the [REDACTED]
is not exercised and without taking into account the Deferred Settlement Shares).

For further details, see “Future Plans and Use of [REDACTED].”
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[REDACTED] EXPENSES

We will incur [REDACTED] expenses in connection with the [REDACTED], which include
professional fees, [REDACTED] commissions and other fees. Assuming an [REDACTED] of
HK$[REDACTED] per Share, being the mid-point of the range of the [REDACTED] as stated in
this document, the [REDACTED] expenses to be borne by us are estimated to be approximately
HKS$[REDACTED]. The [REDACTED] expenses will be either charged to our consolidated
income statement or recorded as deferred expense that will be charged against equity upon a
successful [REDACTED].

The [REDACTED] expenses above are the latest practicable estimate and are provided for
reference only, and actual amounts may differ. Our Directors do not expect [REDACTED] expenses
to be incurred after the Track Record Period to have a material and adverse impact on our financial
results for the year ending December 31, 2017.

USE OF [REDACTED]

Assuming an [REDACTED] of HK$[REDACTED], being the mid-point of the [REDACTED]
stated in the document, we estimate that we will receive net [REDACTED] of approximately
HKS$[REDACTED] (equivalent to approximately US$[REDACTED]), after deduction of
[REDACTED] fees and estimated expenses in connection with the [REDACTED]. If the
[REDACTED] is exercised in full, we estimate that we will receive additional net [REDACTED]
of approximately HK$[REDACTED] (after deducting [REDACTED] fees and estimated expenses
in connection with the [REDACTED]), assuming an [REDACTED] of HK$[REDACTED] per
Share, being the mid-point of the range of the [REDACTED] as stated in this document.

Our Directors intend to apply the net [REDACTED] from the [REDACTED] as follows:

See “Future Plans and Use of [REDACTED].”

Amount of the estimated net

[REDACTED]

Intended use of net [REDACTED]

Approximately HK$[REDACTED]
(equivalent to approximately
USS$[REDACTED)]) (representing
[REDACTED]% of net
[REDACTED])

Approximately HK$[REDACTED]
(equivalent to approximately
USS[REDACTED]) (representing
[REDACTED]% of net
[REDACTED])

Approximately HK$[REDACTED]
(equivalent to approximately
USS[REDACTED]) (representing
[REDACTED]% of net
[REDACTED])

Approximately HK$[REDACTED]
(equivalent to approximately
USS$[REDACTED]) (representing
[REDACTED]% of net
[REDACTED])

Approximately HK$[REDACTED]
(equivalent to approximately
USS[REDACTED]) (representing
[REDACTED]% of net
[REDACTED])

Develop new verticals in the gaming and digital
entertainment industry including mobile devices

Finance acquisitions that will continue the expansion
of our ecosystem

Expand our research and development capabilities

Implement our sales and marketing initiatives to
broaden the appeal of the Razer brand and increase
user awareness of our new products including zGold,
our virtual credits service, and other products

For general working capital purposes

—11 -
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SUMMARY

RECENT DEVELOPMENTS

In the first half year of 2017, we achieved several milestones:

On January 26, 2017, we completed the acquisition of certain assets of Nextbit Systems Inc.
in exchange for 8,633 Shares.

In March 2017, we launched our zGold virtual credits service, which allows gamers to
purchase zGold and exchange it for digital content and items from various content providers.

On May 12, 2017, we completed the investment in 19.9% of MOL Global’s in exchange for
8,634 Shares and entered into various cooperation agreements with MOL AccessPortal Sdn.
Bhd., a wholly-owned Malaysian subsidiary of MOL Global.

On May 15, 2017, we completed the Series D Preferred Shares investments and issued 18,804
Series D Preferred Shares for an aggregate consideration of US$43.3 million.

On June 17, 2017, we announced a partnership with CK Hutchison’s Three Group and opened
our sixth RazerStore in Hong Kong.

For more information on the foregoing recent developments, see the section headed “History and
Corporate Structure.”

Our Directors confirm that there has been no material adverse change in our financial or trading
position, indebtedness, mortgage, contingent liabilities, guarantees or prospects of our Group since
December 31, 2016, the date of our latest audited consolidated financial statements.
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DEFINITIONS

Technical Terms” in this document.

In this document, unless the context otherwise requires, the following expressions have the
following meanings. Certain other terms are defined in the section headed “Glossary of

“2016 Equity Incentive Plan”

“affiliate”

“Articles” or “Articles of
Association”

“Associate(s)”

“Audit and Risk Management
Committee”

“Board of Directors” or “Board”

“Business Day”

“CAGR”

the 2016 Equity Incentive Plan approved by the Board on
July 25, 2016 and our Shareholders on August 23, 2016 (and
subsequently amended by the Board and our Shareholders
on [®], 2017) for the grant of, among others, RSUs to
eligible participants, a summary of the principal terms of
which is set forth in the section headed “Appendix IV —
Statutory and General Information — E. 2016 Equity
Incentive Plan”

with respect to any specified person, any other person,
directly or indirectly, controlling or controlled by or under
direct or indirect common control with such specified
person

[REDACTED]

the articles of association of our Company adopted on [®],
2017 and which will become effective on the
[REDACTED], as amended from time to time, a summary
of which is set out in the section headed “Appendix III —
Summary of the Constitution of our Company and Cayman
Islands Companies Law” in this document

has the meaning ascribed to it under the Listing Rules

the audit and risk management committee of the Board

our board of Directors

any day (other than a Saturday or Sunday or public holiday
in Hong Kong) on which banks in Hong Kong are generally
open for normal banking business to the public

compound annual growth rate

— 13 -
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DEFINITIONS

“Cayman Islands”

s

“Cayman Islands Companies Law’

“CCASS”

“CCASS Clearing Participant”

“CCASS Custodian Participant”

“CCASS Investor Participant”

“CCASS Participant”

“China” or “PRC”

“Companies Ordinance”

“Companies (Winding Up and
Miscellaneous Provisions)
Ordinance”

“Company” or “our Company”

[REDACTED]

the Cayman Islands, a British Overseas Territory

the Companies Law, Cap. 22 (Law 3 of 1961), as
consolidated and revised of the Cayman Islands

the Central Clearing and Settlement System established and
operated by HKSCC

a person admitted to participate in CCASS as a direct
clearing participant or a general clearing participant

a person admitted to participate in CCASS as a custodian
participant

a person admitted to participate in CCASS as an investor
participant, who may be an individual or joint individuals or
a corporation

a CCASS Clearing Participant, a CCASS Custodian
Participant or a CCASS Investor Participant

the People’s Republic of China, which for the purpose of
this document and for geographical reference only, excludes
Hong Kong, Macau and Taiwan

the Companies Ordinance (Chapter 622 of the Laws of Hong
Kong), as amended, supplemented or otherwise modified
from time to time

the Companies (Winding Up and Miscellaneous Provisions)
Ordinance (Chapter 32 of the Laws of Hong Kong), as
amended, supplemented or otherwise modified from time to
time

Razer Inc., an exempted company incorporated in the
Cayman Islands with limited liability on May 18, 2012
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DEFINITIONS

“Controlling Shareholders”

“Credit Suisse”

“Deferred Settlement Shares”

“Director(s)” or “our Director(s)”
“EMEA”

“gy”

“Financial Advisor”

“Frost & Sullivan”

“GDP”

“Grantee(s)”

“Group”, “our Group” or “Razer”

“HKSCC”

“HKSCC Nominees”

“HK$” or “Hong Kong dollars”
or “HK dollars” or “HK cents”

has the meaning ascribed to it under the Listing Rules and
unless the context requires otherwise, refers to Mr. Tan,
Chen Family (Global) Holdings Limited and Chen Family
(Hivemind) Holdings Limited

Credit Suisse (Hong Kong) Limited

(a) the 1,220 Shares to be issued to Archview Capital Ltd. on
October 5, 2017 pursuant to the asset purchase agreement
entered into between Razer Tone, Inc. and Slot Speaker
Technologies, Inc. (formerly known as THX Ltd.) dated
October 5, 2016; (b) the 1,295 Shares to be issued to Nextbit
Systems Inc. on January 26, 2019 pursuant to the asset
purchase agreement entered into between Razer USA Ltd.
and Nextbit Systems Inc. dated December 30, 2016; and (c)
the 1,727 Shares to be issued to Nextbit Systems Inc. on or
before January 26, 2019 upon the satisfaction of certain
conditions, pursuant to the asset purchase agreement entered
into between Razer USA Ltd. and Nextbit Systems Inc.
dated December 30, 2016

the director(s) of our Company or any one of them

Europe, the Middle East and Africa

the European Union

Evercore Asia Limited

Frost & Sullivan (S) Pte Ltd.

gross domestic product
[REDACTED]

the grantee(s) of RSUs under the 2016 Equity Incentive Plan
[REDACTED]

our Company and its subsidiaries

Hong Kong Securities Clearing Company Limited, a
wholly-owned subsidiary of Hong Kong Exchanges and
Clearing Limited

HKSCC Nominees Limited, a wholly-owned subsidiary of
HKSCC

Hong Kong dollars and cents respectively, the lawful
currency of Hong Kong

- 15 -
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DEFINITIONS

“Hong Kong” or “HK”

“Hong Kong Stock Exchange” or
“Stock Exchange”

“Hong Kong [REDACTED]”

“IFRS”

“Independent Third Party(ies)”

“Industry Consultants”

“INEDs”

the Hong Kong Special Administrative Region of the
People’s Republic of China

[REDACTED]

The Stock Exchange of Hong Kong Limited

[REDACTED]

the Hong Kong [REDACTED] dated [REDACTED]
relating to the [REDACTED] entered into among our
Company, the Controlling Shareholders, the [REDACTED],
the Joint Sponsors and Hong Kong [REDACTED] as
further described in the section headed “[REDACTED] —
[REDACTED] and Expenses — [REDACTED] — Hong
Kong [REDACTED]” in this document

the International Financial Reporting Standards

party or parties which is/are not connected (as defined in the
Listing Rules) to our Company, so far as our Directors are
aware after having made reasonable enquiries

Newzoo and Frost & Sullivan

the independent non-executive Directors

[REDACTED]
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DEFINITIONS

“IREDACTED]”
“IREDACTED]”
“IREDACTED]”

“Joint Sponsors”

“Latest Practicable Date”

“IREDACTED]”

“Listing Committee”

“IREDACTED]”

“Listing Rules”

“Main Board”

“Maximum [REDACTED]”

[REDACTED]

[REDACTED] (in alphabetical order)
[REDACTED] (in alphabetical order)
[REDACTED] (in alphabetical order)

Credit Suisse and UBS Securities Hong Kong Limited (in
alphabetical order)

June 20, 2017, being the latest practicable date prior to the
printing of this document for the purpose of ascertaining
certain information contained in this document

the [REDACTED] of the Shares on the Main Board of the
Stock Exchange

the Listing Committee of directors of the Stock Exchange

the date expected to be on or about [REDACTED] on which
the Shares are [REDACTED] and from which dealings
therein are permitted to take place on the Stock Exchange

the Rules Governing the Listing of Securities on The Stock
Exchange of Hong Kong Limited, as amended,
supplemented or otherwise from time to time

the stock exchange (excluding the option market) operated
by the Stock Exchange which is independent from and
operated in parallel with the Growth Enterprise Market of
the Stock Exchange. For the avoidance of doubt, the Main
Board excludes the Growth Enterprise Market

HKS$[REDACTED] per [REDACTED], being the
maximum [REDACTED] in the [REDACTED] stated in
this document
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DEFINITIONS

“Memorandum” or “Memorandum  the amended and restated memorandum of association of our

of Association” Company adopted on [®], 2017 and which will become
effective on the [REDACTED], as amended from time to
time
“MOL Global” MOL Global, Inc.
“Mr. Tan” Mr. Min-Liang Tan (F[&5%), a co-founder, chairman of the

Board, chief executive officer, an executive Director of the
Company and one of our Controlling Shareholders

“MSRP” Market Suggested Retail Price

“Newzoo” Newzoo International B.V.

“Nomination Committee” the nomination committee of the Board

“[REDACTED]” the final Hong Kong dollar price per [REDACTED] (before

brokerage of 1%, SFC transaction levy of 0.0027% and
Stock Exchange trading fee of 0.005%) at which
[REDACTED] are to be subscribed or purchased pursuant
to the [REDACTED], which will be not more than
HK$[REDACTED] and is expected to be not less than
HK$[REDACTED], to be determined as described in the
section headed “Structure of the [REDACTED] — Pricing
and Allocation” in this document

“[REDACTED]” the [REDACTED] and the [REDACTED], together with,
where relevant, any Shares which may be issued by the
Company pursuant to the exercise of the [REDACTED]

[REDACTED]
“Preferred Shareholders” the holders of any Preferred Shares from time to time
“Preferred Shares” the Series A Preferred Shares, Series B Preferred Shares,

Series C Preferred Shares and Series D Preferred Shares

“[REDACTED] Investment(s)” the [REDACTED] investments in the Company undertaken
by the [REDACTED] Investors pursuant to the Preferred
Shares subscription agreements, details of which are set out
in the section headed “History and Corporate Structure” in
this document
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DEFINITIONS

“[REDACTED] Investors”

“IREDACTED]”

“QIBs”

“Razer (Asia-Pacific)”

“Regulation S”

“Relevant Persons”

“Remuneration Committee”
({RMB I

“RSU Trustee(s)”

“RSUs”

“Rule 144A”

“S$,” “SGD” or “Singapore
Dollars”

“Series A Preferred Shareholders”

“Series A Preferred Shares”

“Series B Preferred Shareholders”

the Series A Preferred Shareholders, the Series B Preferred
Shareholders, the Series C Preferred Shareholders and the
Series D Preferred Shareholders

the date, expected to be on or about [REDACTED] (Hong
Kong time) and in any event no later than [REDACTED],
on which the [REDACTED] is to be fixed

qualified institutional buyers within the meaning of Rule
144A

Razer (Asia-Pacific) Pte. Ltd., a company incorporated in
Singapore with limited liability on December 19, 2003 and
wholly-owned by the Company

Regulation S under the U.S. Securities Act

[REDACTED] the Joint Sponsors [REDACTED] the
Controlling Shareholders, any of their or our Company’s
respective directors, officers or representatives or any other
person involved in the [REDACTED]

the remuneration committee of the Board
Renminbi, the lawful currency of China

the trustee(s) of the 2016 Equity Incentive Plan to be
appointed on or before the [REDACTED] to hold Shares
pending the vesting of RSUs granted or to be granted

restricted stock units, being contingent rights to receive
Shares which are granted pursuant to the 2016 Equity
Incentive Plan

Rule 144A under the U.S. Securities Act

Singapore dollars, the lawful currency of Singapore

the holders of the Series A Preferred Shares

the series A convertible preferred shares of the Company
with a par value of US$0.01 per share, 78,051 shares of
which have been issued and are held by the Series A
Preferred Shareholders

the holders of the Series B Preferred Shares
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DEFINITIONS

“Series B Preferred Shares”

“Series B-1 Preferred
Shareholders”

“Series B-1 Preferred Shares”

“Series B-2 Preferred
Shareholders”

“Series B-2 Preferred Shares”

“Series B-3 Preferred
Shareholders”

“Series B-3 Preferred Shares”

“Series C Preferred Shareholders”

“Series C Preferred Shares”

“Series D Preferred Shareholders”

“Series D Preferred Shares”

“SEC”

“SFO”

“SFTZ”

“Share(s)”

the Series B-1 Preferred Shares, the Series B-2 Preferred
Shares and the Series B-3 Preferred Shares

the holders of the Series B-1 Preferred Shares

the series B-1 convertible preferred shares of the Company,
with a par value of US$0.01 per share, 36,926 shares of
which have been issued and are held by the Series B-1
Preferred Shareholders

the holders of the Series B-2 Preferred Shares

the series B-2 convertible preferred shares of the Company,
with a par value of US$0.01 per share, 24,341 shares of
which have been issued and are held by the Series B-2
Preferred Shareholders

the holders of the Series B-3 Preferred Shares

the series B-3 convertible preferred shares of the Company,
with a par value of US$0.01 per share, 2,877 shares of which
have been issued and are held by the Series B-3 Preferred
Shareholders

the holders of the Series C Preferred Shares

the series C convertible preferred shares of the Company,
with a par value of US$0.01 per share, 71,945 shares of
which have been issued and are held by the Series C
Preferred Shareholders

the holders of the Series D Preferred Shares

the series D convertible preferred shares of the Company,
with a par value of US$0.01 per share, 18,804 shares of
which have been issued and are held by the Series D
Preferred Shareholder

the Securities and Futures Commission of Hong Kong

the Securities and Futures Ordinance (Chapter 571 of the
Laws of Hong Kong), as amended, supplemented or
otherwise modified from time to time

China (Shanghai) Pilot Free Trade Zone

ordinary share(s) of US$0.01 each in the issued share capital
of our Company
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“Shareholder(s)”

“Shareholders’ Agreement”

“Singapore”

“Singapore Government”

“Stock Borrowing Agreement”

“subsidiary(ies)”
“Substantial Shareholder(s)”
“Takeovers Code”

“THX”

“Track Record Period”

“IREDACTED]”

“IREDACTED]”

“United States” or “U.S.”

“US$” or “U.S. dollars”

“U.S. Securities Act”

holder(s) of Shares

the shareholders’ agreement entered into between our
Company and the [REDACTED] Investors on May 29, 2013
and amended and restated on each of September 30, 2014,
March 30, 2017, and May 15, 2017, and which will be
terminated with effect from the [REDACTED]

the Republic of Singapore
the government of Singapore
[REDACTED]

the stock borrowing agreement expected to be entered into
on or about the [REDACTED] between the [REDACTED]
(or its affiliate) and [@]

has the meaning ascribed to it under the Listing Rules
has the meaning ascribed to it under the Listing Rules
the Hong Kong Code on Takeovers and Mergers

THX Ltd. (formerly known as Razer Tone, Inc.), a company
incorporated in Delaware, the United States on August 19,
2016 and our 80%-owned subsidiary

the periods comprising the three financial years ended
December 31, 2014, 2015 and 2016

[REDACTED]

the International [REDACTED] and the Hong Kong
[REDACTED]

the International [REDACTED] and the Hong Kong
[REDACTED]

the United States, as defined in Regulation S

United States dollars, the lawful currency of the United
States

the United States Securities Act of 1933, as amended

[REDACTED]
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DEFINITIONS

u% ”»

[REDACTED]

percentage points

In this document:

Unless otherwise expressly stated or the context otherwise requires, all data in this document

is as of the date of this document.

Unless otherwise specified, all references to any shareholdings in our Company assume that
the [REDACTED] has not been exercised.

Unless otherwise specified, all references to “2014,” “2015” and “2016” are to the years
ended December 31, 2014, 2015 and 2016, respectively.
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GLOSSARY OF TECHNICAL TERMS

This Glossary contains definitions of certain terms used in this document in connection with our
business. These terms and their definitions may not correspond to industry standard definitions,
or usage, and may not be directly comparable to similarly titled terms adopted by other
companies operating in the same industries as our Company.

“active gamer”

“augmented reality” or “AR”

“Baby Boomer”

“cloud-based”

>

“connected devices’

“console games”

“esports”

“first-person shooter games” or
«pps”

“gamers”

“games ”»

’

“gaming system’

“Generation X”
“JoT”
“massively multi-player online

role-playing games” or
“MMORPG”

an individual who plays games at least once a month or
spends at least one hour on average per week playing games

computer-generated sensory input that modifies in real-time
the perception of real-world environments

individuals born between early 1940s and mid-1960s

gaming and other digital products, services and resources
delivered over networks that are hosted on infrastructure
operated by service providers

hardware devices which can connect to a software platform
and interact with other connected devices and software
services

games that are played on a console as opposed to a personal
computer

professional competitive gaming

game genre centered around other weapon-based combat in
a first-person perspective

individuals who play games across any platform without any
time or frequency qualifications

games played primarily on PCs, mobile devices and
consoles

PCs, both desktops and laptops, that have been purchased
primarily with playing games in mind, and are branded and
advertised as such

individuals born between mid-1960s and early 1980s

internet-of-Things, system of interrelated computing
devices which collect and exchange data over a network

game genre that involves a large number of players who
adopt roles as “characters” and interact with each other in a
fictional world where the evolution of the game world is
determined by the actions of the players and the storyline
continuously evolves
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“millennials”

“mobile games”

“multi-player online battle arena
games” or “MOBA”

“non-millennials”
(A'PC »

“peripherals”

“real-time strategy games” or
A'(RTS”

“smartphone”

“virtual reality” or “VR”

individuals between the ages of 12 and 35 years old
games that can be played on mobile devices

video game genre where a player controls a character in
team-based competition

individuals between the ages of 36 and 65 years old
personal computer

hardware devices, such as mice, keyboards, headsets, audio
devices and controllers, used to play games in conjunction
with a PC or a console

game genre that focuses on strategic planning and tactical
thinking to achieve victory in a game

mobile personal computer that uses an operating system
with features designed for handheld use

computer technology that uses headsets to generate realistic
sensations to simulate physical presence in a virtual
environment
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FORWARD-LOOKING STATEMENTS

This document contains forward-looking statements that relate to our current expectations and
views of future events. These forward-looking statements are contained principally in the sections
headed “Summary,” “Risk Factors,” “Future Plans and Use of [REDACTED],” “Financial
Information,” “Industry Overview” and “Business” in this document. These statements relate to
events that involve known and unknown risks, uncertainties and other factors, including those listed
in the section headed “Risk Factors,” in this document, which may cause our actual results,
performance or achievements to be materially different from any future results, performance or
achievements expressed or implied by the forward-looking statements.

In some cases, these forward-looking statements can be identified by words or phrases such as
“may,” “will,” “expect,” “anticipate,” “aim,” “estimate,” “intend,” “plan,” “believe,” “potential,”
“continue,” “is/are likely to” or other similar expressions. These forward-looking statements

include, among other things, statements relating to:

9% EEIY3

. our operations and business prospects, including without limitation, our projected production
or capacity;

. our financial conditions and our operating results and performance;

. industry trends and competition;

. our services and products under development or planning;

. our strategies and initiatives, business plans, objectives and goals;

. our ability to attract users and further enhance our brand recognition;

. our dividend distribution plans;

o the amount and nature of, and potential for, future development of our business;

. general political and economic conditions; and

. changes to regulatory and operating conditions in the markets in which we operate.

These forward-looking statements are subject to risks, uncertainties and assumptions, some of
which are beyond our control. In addition, these forward-looking statements reflect our current
views with respect to future events and are not a guarantee of future performance. Actual outcomes
may differ materially from the information contained in the forward-looking statements as a result
of a number of factors, including, without limitation, the risk factors set out in the section headed
“Risk Factors” in this document.

The forward-looking statements made in this document relate only to events or information as of
the date on which the statements are made in this document. Except as required by law, we
undertake no obligation to update or revise publicly any forward-looking statements, whether as a
result of new information, future events or otherwise, after the date on which the statements are
made or to reflect the occurrence of unanticipated events. You should read this document
completely and with the understanding that our actual future results or performance may be
materially different from what we expect.

In this document, statements of, or references to, our intentions or those of any of our Directors are
made as of the date of this document. Any of these intentions may change in light of future
developments.

— 25—



This document is in draft form, incomplete and subject to change and the information must be read in conjunction with the section
headed “warning” on the cover of this document.

RISK FACTORS

You should carefully consider all of the information in this document, including the following
risk factors before making an investment in relation to the [REDACTED]. Our business,
financial condition, results of operations and/or prospects could be materially and adversely
affected by any of these risks and uncertainties. The market price of the [REDACTED] could
decrease significantly due to any of these risks and uncertainties, and you may lose all or part
of your investment.

We believe that there are certain risks involved in our operations, many of which are beyond our
control. We have categorized these risks and uncertainties into: (i) risks relating to our business
and industries and (ii) risks relating to the [REDACTED]. Additional risks and uncertainties
presently not known to us or not expressed or implied below or that we currently deem
immaterial could also harm our business, financial condition and operating results. You should
consider our business and prospects in light of the risks we face, including the ones discussed
in this section.

RISKS RELATING TO OUR BUSINESS AND INDUSTRIES

We are dependent on our brand, our distinctive logo and our reputation in the gamer community
and among millennials for our sales and future growth.

Our brand, our distinctive triple-headed snake logo and our signature acid green and black
aesthetics are widely recognized by the gamer community. We believe our brand, logo and colors
are seen as being synonymous with high performance and industry leading technology and represent
the gamer lifestyle. The value of our brand and our distinctive logo could be affected by a number
of factors. For example, our success depends largely on our ability to anticipate, gauge and respond
to changing consumer preferences and trends in a timely manner, while maintaining the authenticity
of our brand and quality and relevance of our products. As a result, our success depends on our
ability to continue to introduce high-performance, industry leading products with iconic designs.
Achieving market acceptance of new designs and products requires substantial marketing efforts
and expenditures and is subject to uncertainty. If we introduce new products or services that do not
meet the expectations of gamers and millennials or gain market acceptance, it could materially and
adversely affect our brand image and our business, financial condition and results of operations.
Moreover, because we believe our fan base is very passionate in their appreciation and following
of our brand, any reputational harm or damage to our brand may be exacerbated, causing
impassioned fans to temporarily boycott our products or cease following our brand altogether, and
even to influence other fans to do the same. Our brand and reputation may also be harmed by
imposters and counterfeit products. See “— We are susceptible to counterfeiting of our products,
and this may harm our reputation and force us to incur expenses in enforcing our intellectual
property rights.”

We believe that the fact that our brand has a strong reputation and passionate following within the
gamer community has increased our sales and supports our pricing strategy. Without compromising
our premium brand image and pricing, we plan to target a wider audience by, for example,
increasing our spending in traditional marketing channels. However, as we continue to expand our
business into new products, product categories and services, we risk losing the strength of our
reputation and our followers may not be as passionate, particularly if our products are perceived to
have decreased in quality or to have become commoditized. Moreover, as we transition from a
private company to a [REDACTED] company, our customers may view our brand differently,
which could adversely affect our reputation, brand leadership, perception of authenticity and
passionate following and thereby harm our sales and ability to maintain our pricing strategy. If we
lose our strong connections to the gamer community due to our attempts to broaden our appeal, our
ability to successfully implement our growth strategy may be materially and adversely affected,
which in turn could materially and adversely affect our business, financial condition and results of
operations.
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If we are unable to continue to develop innovative and popular products, demand for our
products may suffer.

We are subject to rapidly changing preferences of gamers and millennials and the trends in our
industry. Our success depends on our ability to anticipate, gauge and respond to these changing
consumer preferences and trends in a timely manner, while maintaining the authenticity of our
brand and quality and relevance of our products. Market acceptance of new designs and products
is subject to uncertainties and we cannot assure you that our efforts will be successful. Achieving
market acceptance for new products will also require substantial marketing efforts and expenditures
to drive demand, which could challenge our management, financial and operational resources.
Failure to develop new products which respond to the changing preferences of gamers and
millennials and the trends in our industry could materially and adversely affect our business,
financial condition and results of operations.

In recent years we have developed new product categories, products and services. These initiatives
represent new areas of growth for us and could include the offering of new products and services
that may not be accepted by the market. For example, in January 2017 we acquired certain assets
of San Francisco-based mobile phone manufacturer Nextbit Systems Inc. to accelerate our mobile
device strategy, and in March 2017 we launched our zGold virtual credits service to begin the
monetization of our software platform, which allows gamers to purchase zGold and exchange it for
digital content and items across various partner platforms. We plan to continue to introduce new
products and services to further diversify our revenue streams, including those with which we have
little or no prior development or operating experience. There can be, however, no assurance that
such developments or introductions will be successful.

The markets we operate in and others we may decide to enter into are intensively competitive and
are dependent on consumer demand, over which we have little or no control. If any new business
in which we invest or attempt to develop does not progress as planned, we may be adversely
affected by investment expenses that have not led to the anticipated results, by write-downs of our
equity investments, by the distraction of management from our core businesses or by damage to our
brand or reputation. In addition, as we continue to build an ecosystem to better serve our users, we
plan to implement multiple growth strategies, some of which are still at the inception or trial stage
and may not prove successful. If our current or future strategies do not succeed as we anticipate,
we may not be able to maintain or increase our revenue, generate profits or achieve positive
operating cash flows. Furthermore, we may not be able to identify suitable business partners for our
new initiatives. If these new products and services fail to engage users, or if our intended strategies
for any of our current or future endeavors are ineffective or fail to meet our expectations and
forecasts, we may fail to generate sufficient revenue and profit to justify our investments, and our
business, financial condition and results of operations may suffer as a result. Moreover, if our
strategies fail, the costs associated with implementing these strategies could materially and
adversely affect our business, financial condition and results of operations.

We have incurred losses in the past and may incur losses in the future or be unable to achieve
or maintain profitability.

We have incurred operating losses in the past and expect to incur operating losses in the future. For
the years ended December 31, 2015 and 2016, we experienced losses of US$20.4 million and
US$59.6 million, respectively, due to increases over the Track Record Period in operating expenses
in connection with the expansion of our product offerings and an initial grant of RSUs to our
employees, among other reasons. Our losses may continue as we incur additional costs and expenses
related to expansion of operations, development of new products and services, development of
relationships with strategic business partners, acquisitions, branding and marketing and other
activities. If our operating expenses exceed our expectations, our financial performance will be
adversely affected. Furthermore, as a public company, we will incur additional legal, accounting,
and other expenses that we did not incur as a private company. We plan to continue to introduce new
products and services to further diversify our revenue streams, including those with which we have
little or no prior development or operating experience. For example, we currently plan to launch our
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first mobile device in late 2017 or early 2018 though this date may change subject to design and
engineering changes. If these new products and services fail to engage users or business partners,
we may fail to generate sufficient revenue and profit and achieve an investment return to justify our
investments, and our business and operating results may suffer as a result. We may also encounter
unforeseen expenses, operating delays, or other unknown factors (some of which may be beyond our
control) that may result in losses in future periods. Our ability to achieve or maintain profitability
is also affected by market developments and competition. If we do achieve profitability, we may not
be able to sustain or increase such profitability.

Our revenue, gross margins and profitability can vary significantly depending on multiple
factors, which can result in unanticipated fluctuations in our operating results.

Our revenue, gross margins and profitability can vary due to user demand, competition, product life
cycle, new product introductions, unit volumes, product mix, prices of components and raw
materials, supply chain costs, geographic sales mix, foreign currency exchange rates and the
complexity and functionality of new product innovations. In particular, when a new product is first
introduced, we may experience lower gross margins and lower profit until we achieve economies
of scale. In addition, revenue from the sale of goods in the course of ordinary activities is measured
at the fair value of the consideration received or receivable, net of estimated product returns, and
expected payments for cooperative marketing arrangements and pricing programs (if any). We
recognize revenue when the significant risks and rewards of ownership have been transferred to the
buyer, recovery of the consideration is probable, the associated costs and possible return of goods
can be estimated reliably, there is no continual managerial involvement with the goods and the
amount of resources can be measured reliably. Any materially inaccurate estimation may adversely
affect our financial results.

In addition, our gross margins may vary significantly by product category, sales geography and user
type. If the product mix sold shifts from higher margin product categories to lower margin product
categories or from higher margin sales geographies to lower margin sales geographies, our overall
revenue and gross margins may be adversely affected.

As we further expand into other new categories, our gross margins may decrease as these products
may have lower gross margins than our existing products. User demand in these consumer product
categories, based on style, color and other factors, tends to be less predictable and tends to vary
more across geographic markets. As a result, we may face higher up-front investments and
inventory costs associated. If we are unable to offset these potentially lower margins by enhancing
the margins in existing products, this could materially and adversely affect our business, financial
condition and results of operations.

We may not be able to continue or manage our rapid growth. If we are unable to continue or
manage our growth, our corporate culture may deteriorate and our business, financial condition
and results of operations may be materially and adversely affected.

We have experienced rapid growth since our inception. We will not be able to sustain this rapid
growth rate as our scale increases. Our past growth rate should not be taken as an indicator of future
growth rates. Our future growth will depend upon various factors, including the continued strength
of our brand image, broad market acceptance of our current and future products, competitive
conditions, our ability to manage increased revenue, the implementation of our growth strategy and
our ability to manage our anticipated growth.

We plan to significantly expand our infrastructure and our geographical presence and add personnel,
particularly in research and development and sales. We also expect to increase our marketing spend
as we continue to grow our brand. Our management team may not possess sufficient experience to
manage this increasing scale, including the increasing complexity of our business, new and distinct
business models and our global expansion. Our future success will depend substantially on our
ability to manage our anticipated growth. If we are unable to manage our growth effectively, we
may not be able to maximize the benefits of our corporate culture, which could materially and
adversely affect our business, financial condition and results of operations.
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If the games industry does not grow as expected or declines, our ability to expand our business
and generate positive operating results could be materially and adversely affected.

Over the past two decades, games has grown from a relatively niche industry to a significant
segment of the global entertainment industry with a wide following across various demographic
groups globally. However, the continued growth of the games industry will depend on numerous
factors, many of which are beyond our control, including but not limited to:

. the rate of growth of PCs or the migration of gamers to mobile devices or consoles away from
PCs, which historically have been the core focus of our business;

. general economic conditions, particularly economic conditions adversely affecting
discretionary consumer spending;

. social perceptions of gaming, especially those related to the impact of gaming on health and
social development;

. the relative availability and popularity of other forms of entertainment; and

. changes in consumer demographics, tastes and preferences.

A significant portion of our revenue is generated from gaming-related products. As a result, any
decline or slowdown in the growth of the games industry or the declining popularity of the games
industry could materially and adversely affect our ability to expand our business and generate
positive operating results. In addition, there is no assurance that millennials as a whole will
continue to buy into and drive the growth in gamer culture and the games industry overall. If
millennials lose interest in gaming, this could materially and adversely affect our business, financial
condition and results of operations.

We are subject to government regulation across our business, and the implementation of laws and
regulations which negatively impact our business and gaming may cause us to incur substantial
costs or require us to change our business practices.

Our business is impacted by laws and regulations across many jurisdictions that affect the markets
our business operates in, and their scope has increased significantly in recent years. We are subject
to a variety of regulations, including those related to games, privacy and data protection, labor laws,
intellectual property, virtual credits services and electronic payment services regulation. These laws
vary significantly from jurisdiction to jurisdiction and are often evolving, unclear or inconsistent
with other applicable laws. Future expansion in terms of products and services and geographic
coverage could subject us to additional regulatory requirements and other risks that may be costly
or difficult to comply with. This may require us to devote substantial resources or require us to
change our business practices, which could materially and adversely affect our business, financial
condition and results of operations.

Our business, financial condition and results of operations are directly impacted by laws and
regulations which may discourage gaming, reduce access to gaming or prohibit gaming. Various
countries, including the United States, South Korea and China, have implemented or have attempted
to implement laws and regulations designed to limit access to games or reduce the amount of time
spent playing games due to perceived harm caused by video games, especially to minors.
Compliance with such laws and regulations may cause us to incur substantial costs or require us to
change our business practices in a manner that could materially and adversely affect our business,
financial condition and results of operations. The impact of such laws and regulations on third
parties, such as game developers, could also adversely affect our business, financial condition and
results of operations, to the extent that it adversely impacts the games industry as a whole.
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For example, the Chinese government has adopted a number of policies which may negatively
impact gaming as a result of adverse public reaction to perceived addiction to online games. In
2007, the Chinese government issued a notice requiring all Chinese online game operators to adopt
an “anti-fatigue system” in an effort to curb perceived addiction to online games by minors. China
further restricts the establishment of Internet cafes by implementing Regulations on Administration
of Business Premises for Internet Access Services (“the Internet Cafés Regulation™), imposing
higher capital and facility requirements, and license or permit requirements for the establishment
of Internet cafes. Business license for internet culture is required for such Internet cafes. In 2016,
the Internet cafes Regulation was amended to require, among others, the establishment of the credit
monitoring system to further regulate Internet cafes. Internet cafes are a major venue for gaming
in China and their regulation could negatively impact our expansion into the Chinese market. Any
negative impact on our expansion into the Chinese market could materially and adversely affect our
business, financial condition and results of operations.

Any changes to the regulatory landscape or any unforeseen regulatory regime related to our new
products and services or any litigation related to unknown or unforeseen risks with the use of our
products and services could materially and adversely affect our business, financial condition and
results of operations.

As we develop new products, product categories and services in a rapidly-changing industry, not all
of the products and services we develop fall under a defined legal or regulatory regime. Our
products and services, may be subjected to unexpected and unforeseen regulatory regimes, such as
regulations related to, but not limited to, health and safety, hazardous materials usage, product-
related energy consumption, packaging, recycling and environmental matters. In addition, some of
our untested products may carry with them unknown or unforeseen risks to consumers’ health and
safety, which could expose us to future litigation. For example, virtual reality technology’s
long-term effect on users’ health is unknown. If we were to enter the virtual reality space in a more
significant way, and if it were proven that virtual reality had an adverse effect on consumers’ health,
we could be liable for significant damages and be forced to halt sales of virtual reality devices. Any
long-term, adverse effect of our products on health and safety would be difficult to foresee.

Our success depends in part on our strategy to sell products through our online store,
www.razerzone.com, both on computers and mobile devices. In addition, we recently launched
zGold, and we plan to expand our software and services offerings in the future. These business
activities are subject to regulations related to electronic payment services and data privacy, which
have increased in recent years and are currently in a state of flux and uncertainty worldwide.
Regulatory regimes for these businesses vary significantly from jurisdiction to jurisdiction, adding
to the complexity of compliance with these laws and regulations. For example, we are subject to a
variety of regulations aimed at preventing money laundering and financing criminal activity and
terrorism, financial services regulations, electronic payment services regulations, consumer
protection laws, currency control regulations, and privacy and data protection laws. Throughout the
many territories and jurisdictions in which we operate, we may be required to implement various
measures such as Know Your Customer (KYC) procedures and ongoing customer due diligence to
facilitate the prevention of money laundering and terrorism financing offences and to comply with
consumer protection laws, which imply certain statutory guarantees as to the quality of services
provided and prohibit misleading and deceptive trade practices and the imposition of unfair contract
terms.

zGold is available in a number of jurisdictions, and the regulatory regimes in any such jurisdictions
remain uncertain. It is possible that authorities in certain jurisdictions may take the position that we
are required to obtain licenses or otherwise comply with laws and regulations which we believe are
not required or applicable to our business activities and therefore we may be subject to penalties,
fines and sanctions. This problem could be exacerbated as we increase the offerings within our
Razer Software Platform (including with respect to the number of jurisdictions in which our
services are offered) and expand our service offerings more generally. As a result, we may be
required to change the activities that we conduct in such markets, obtain licenses or otherwise
comply with regulations. Compliance with these laws may be costly, and there is no guarantee that
costs associated with ongoing compliance will not further increase in the future. See “Business —
Regulation.”
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In certain jurisdictions, governments have not yet issued relevant regulations or implementation
guidelines to relevant regulations, but may issue new regulations or implementation guidelines in
the future. In other jurisdictions, the application of existing laws to our business activities may not
be entirely clear. The implementation of new regulations or guidelines could require us to change
the way we conduct our business, incur new expenses or retain legal counsel or additional staff to
ensure compliance with such regulations, which may be significant given the global nature of our
business. Any of the foregoing could have a material and adverse effect on our business, financial
condition, results of operations and growth prospects. As we further expand internationally, the
geographical scope and complexity of the regulation frameworks to which we are subject will
increase.

In addition, we receive, store and process personal information and other data. The regulatory
framework for privacy issues worldwide is currently in a state of flux and uncertainty and is likely
to remain so for the foreseeable future. Practices regarding the collection, use, storage, transmission
and security of personal information by companies operating over the internet and mobile platforms
have recently come under increased public scrutiny. Various government and consumer agencies
have called for new regulation and changes in industry practices. It is possible that obligations
imposed under applicable laws may be interpreted and applied in a manner that is inconsistent from
one jurisdiction to another and may conflict with other rules or our practices. Any failure or
perceived failure by us to comply with our privacy policies, our privacy-related obligations to our
users or other third parties, or our privacy-related legal obligations, or any compromise of security
that results in the unauthorized release or transfer of information or other data, may result in
governmental enforcement actions, litigation or public statements against us by consumer advocacy
groups or others and could cause our users to lose trust in us, which could have an adverse effect
on our business. Furthermore, if third parties with whom we work, such as individual users,
distribution partners, content providers and online merchants, violate applicable laws or our
policies, such as sharing our customers’ data without our permission or falling short of required data
privacy controls and then suffering a data breach, leak or cyber-attack, such violations may reflect
on our own business and could result in sanctions or penalties against us or have an adverse effect
on our reputation and business. See “— Risks Relating to our Business and Industries — Any
security and privacy breaches may damage our customer relations, our reputation and expose us to
liability.”

Technological developments or other changes in our industry could render our products and
services less competitive or obsolete, which would negatively impact our business, our financial
condition and results of operations.

Our industry is characterized by rapidly evolving technology and standards. These technological
developments require us to integrate new technology and standards into our products and services,
create new and relevant product categories and adapt to changing business models in a timely
manner. Our competitors may develop or acquire alternative and competing technologies and
standards that could allow them to create new and disruptive products and produce similar
competitive products at lower costs of production. In addition, advances in the development of
gaming, computing and audio-visual technology could render our products and services less
competitive or obsolete. As a result, we may need to invest significant resources in research and
development to maintain our market position, keep pace with technological changes and compete
effectively. Our research and development expenses were US$23.6 million, US$29.8 million,
US$52.2 million in the years ended December 31, 2014, 2015 and 2016, respectively, representing
7.5%, 9.3% and 13.3% of our revenue, respectively. Our failure to improve our products and
services, create new and relevant product categories and adapt to changing business models in a
timely manner could materially and adversely affect our business, financial condition and results of
operations.
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A significant portion of our revenue is derived from the peripherals category.

We depend on the hardware category, and in particular, our peripherals, to generate the majority of
our revenue. For the years ended December 31, 2014, 2015 and 2016, approximately 87.1%, 88.3%
and 76.2% of our revenue, respectively, was derived from the sale of peripherals (which includes
gaming mice, gaming keyboards, audio devices and other peripheral devices). Although we expect
the portion of our revenue derived from our non-peripherals segments and our software and services
offerings to increase over time, our peripherals are expected to continue to account for a significant
portion of our revenue for the foreseeable future. We cannot assure you that these peripherals
categories will continue to enjoy market acceptance or that we will be able to grow or sustain their
historical level of sales. A decrease in customer demand for these product categories could result
in a material decrease in our revenue. Moreover, demand for peripherals may be adversely impacted
to the extent that gamers migrate from PCs to mobile gaming platforms. Furthermore, we may not
be able to quickly diversify our product categories. For example, we recently launched zGold in
March 2017, in an attempt to further monetize our software platform base. If we are unable to
develop new product or service categories or maintain the current sales levels for our products or
replace them with equally successful ones in a timely manner, we will not be able to maintain or
grow our revenue, and this could materially and adversely affect our business, financial condition
and results of operations.

Acquisitions, investments and strategic alliances and partnerships could adversely affect our
business and results of operations.

In recent years, we have acquired and invested in a number of businesses. We may in the future
acquire or invest in technologies, businesses or assets that are complementary to our business or
enter into strategic alliances. We cannot assure you that we will be able to continue identifying
suitable acquisition or investment targets in the future. In addition, any transactions that we enter
into could be material to our financial condition and results of operations. The process of integrating
an acquired company, business, asset or technology may create unexpected operating difficulties
and expenditures. The areas where we face risk include:

. significant costs of identifying and consummating acquisitions;

. diversion of management time and focus from operating our business to acquisition
integration challenges;

. difficulties in integrating management, technologies and employees of the acquired
businesses. In particular, assimilation and retention of personnel may be made more difficult
by the fact that our employees are dispersed throughout various locations worldwide, thus
requiring the coordination of operations separated by geography and time zones and the
integration of personnel with disparate business backgrounds, cultures and languages;

. implementation or remediation of controls, procedures and policies at the acquired businesses;

. coordination of products and services, engineering and sales and marketing functions;

. retention of employees from the acquired businesses;

. liabilities for activities of the acquired businesses before the acquisition;

. potential significant impairment losses related to goodwill and other intangible assets
acquired;

. significant expenses in obtaining approvals for the transactions from shareholders and

relevant government authorities;

. the need to integrate operations across different cultures and languages and to address the
particular economic, currency, political and regulatory risks associated with specific
countries;

. litigation, whether or not we are directly involved in a lawsuit; and

. failure to achieve the intended objectives, benefits or revenue-enhancing opportunities.
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Our failure to address these risks or other issues encountered in connection with our future
acquisitions and investments could cause us to fail to realize the anticipated benefits of such
acquisitions or investments, incur unanticipated liabilities and harm our business generally. If we
use our equity securities to pay for acquisitions, we may dilute the value of our Shares. If we borrow
funds to finance acquisitions, such debt instruments may contain restrictive covenants that could,
among other things, restrict us from distributing dividends. Such acquisitions may also generate
significant amortization expenses.

For example, in 2016 our subsidiary acquired certain assets from Slot Speaker Technologies, Inc.
Our subsidiary, THX, is now operated independently as a subsidiary of Razer, and our chief
executive officer Mr. Tan acts as the chief executive officer of THX. Our chief executive officer
may be substantially involved with the management and day-to-day operations of THX and relevant
work associated with post-acquisition growth of THX. The time commitment and focus required by
THX may materially and adversely affect our chief executive officer’s ability to focus on the
Company.

Negative publicity about the games industry, our directors, management, shareholders,
employees, strategic partners and other third parties, such as our service providers, may
materially and adversely affect our business, financial condition and results of operations.

Any negative development in the games and gaming-related industries, such as recent controversies
related to online bullying and harassment within the gaming community stemming from claims of
lack of diversity and sexism in certain game publishers’ offerings, could harm our reputation.

Negative publicity about our directors, management, shareholders and employees, whether related
to work or otherwise, could harm our reputation.

We may in the future enter into strategic alliances with various third parties to further our business.
Strategic alliances with third parties could subject us to a number of risks, including risks associated
with sharing proprietary information, non-performance by the counterparties, reputation risk,
regulatory risk and an increase in expenses incurred in establishing new strategic alliances, any of
which may materially and adversely affect our business. To the extent the third parties suffer
negative publicity or harm to their reputations from events relating to their business, we may also
suffer negative publicity or harm to our reputation by virtue of our association with such third
parties. Negative publicity or harm to our reputation could materially and adversely affect our
business, financial condition and results of operations.

In addition, negative publicity about our service providers or counterparties, such as a failure to
comply with applicable laws and regulations or to otherwise meet certain quality and service
standards, could compromise our image, undermine the trust and crediblity we have established and
harm our reputation.

We depend on key personnel to operate our business, and if we are unable to retain, attract and
integrate qualified key personnel, our ability to develop and successfully grow our business could
be harmed.

Our future success will depend substantially on the continued service of our senior management
team. In particular, our co-founder and chief executive officer, Mr. Tan, has been instrumental to
the vision and creativity of our business, and continues to be intimately involved in the development
and design of our products. Mr. Tan, together with our senior management team and key personnel,
are the main drivers of our innovative and creative corporate culture. In the event that Mr. Tan or
another key member of our senior management becomes unavailable for any reason, our business
may be adversely affected. We do not maintain key-man life insurance on our senior management.
In addition, our continued success will depend in large part on our ability to attract and retain
qualified and highly skilled personnel, particularly research and development and sales and
marketing personnel. Competition for such key personnel is intense and is expected to remain so
for the foreseeable future. Failure to retain, hire and motivate key management team members and
qualified personnel could impair our ability to grow our business. Such failure could also materially
and adversely affect our financial condition and results of operations.
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If we are unable to attract, assimilate and retain new personnel, including managers and
software and hardware engineers, we may not be able to grow or successfully operate our
business.

Our success has in part been the result of significant contributions by our employees, not limited
to the members of our current senior management and product design teams. However, to be
successful in continuing to grow our business, we will need to continue to attract, assimilate, retain
and motivate highly talented employees with a range of skills and experience, especially managers,
employees trained in software development and coding and engineers for research and development
purposes. Competition for employees in our industry is intense and we have from time to time
experienced difficulty in attracting the personnel necessary to support the growth of our business
and to ensure the levels of innovation consumers and the industry have come to expect from us as
a company. We expect competition for our personnel with other companies to remain intense for the
foreseeable future, particularly for those with relevant technical expertise. In addition, we must
carefully balance the size of our employee base with our current infrastructure, management
resources and anticipated operating cash flows. If we are unable to manage the size of our employee
base, particularly engineers, we may fail to develop and introduce new products successfully and
in a cost-effective and timely manner. Volatility or lack of positive performance in our share price,
including any potential declines in our share prices, may also affect our ability to retain key
employees, particularly those positions and personnel granted equity incentives.

These problems could be exacerbated as we attempt to execute our strategy of expanding our
hardware, software and services offerings and as we attempt to grow by acquisition or strategic
investments. The acquisition of other companies in the past has greatly increased the number and
diversity of our employee base, and there is no guarantee that we can maintain the morale and
satisfaction of our growing employee base. Further, varying demands and expectations from our
office personnel across regions could increase our chances of litigation. If we are unable to attract,
assimilate and retain additional employees with the necessary skills to meet our strategy, or if we
are not able to maintain employee morale, we may not be able to grow or successfully operate our
business. Such failure could also materially and adversely affect our business, financial condition
and results of operations.

Our operating results are difficult to predict and fluctuations in results may cause volatility in the
price of our Shares.

Our operating results have historically fluctuated and may continue to fluctuate from period to
period, and we expect that this trend will continue as a result of a number of factors, many of which
are outside of our control and may be difficult to predict, including:

. the volume and timing of orders received during the period, which are difficult to forecast;

. our ability to forecast inventory needs and place orders with our third-party manufacturers in
advance of firm orders from retailers and distributors;

. our third-party manufacturers’ ability to meet our specifications and demand,;

. shortages or interruptions in the supply of components used in our products;

. pricing pressure as a result of competition or otherwise;

. political, social or economic instability, including but not limited to, in the United States, the

EU, Singapore and the People’s Republic of China, excluding, for purposes of this document,
Hong Kong, Macau and Taiwan, where we have manufacturing operations, distribution centers
or offices or other jurisdictions which are relevant to our business;

. our relationships with suppliers, retailers, distributors and users;

o seasonal variations;

. our ability to adapt to changing consumer preferences and industry trends;

. general economic conditions, both locally in the markets in which we operate and globally;
. fluctuations in foreign currency exchange rates and interest rates;
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. the cost of and potential outcomes of existing and future claims or litigation, which could have
a material adverse effect on our business;

. class action lawsuits;

. changes in laws that affect our business and operations;

. cash collection/receivables; and

. future accounting pronouncements and changes in our accounting policies.

Any one of the factors above or the cumulative effect of multiple of the factors referred to above
may result in significant fluctuations in our operating results. This variability and unpredictability
could result in our failure to meet our revenue or other operating result expectations or those of
investors for a particular period. If we fail to meet or exceed such expectations for these or any other
reasons, the market price of our Shares could fall substantially, and we could face costly lawsuits,
including securities class action suits. Any such result could materially and adversely affect our
business, financial condition and results of operations.

Our RazerStores have required and will continue to require a substantial investment and
commitment of resources and are subject to numerous risks and uncertainties.

Our RazerStores operated by us have required substantial investment in equipment and leasehold
improvements, information systems, inventory, personnel and management time. We have entered
into substantial operating lease commitments for retail space. Our retail locations are “experience
stores” with a dual-focus on both marketing and promotion brand awareness, as well as serving as
effective direct channels for sales of goods. Because these stores often contain unique design
elements, premium locations and larger retail spaces than would otherwise be required for a
company in our line of business, these stores require a substantial amount of investment. Due to the
high cost structure associated with our stores, a decline in sales or the closure or poor performance
of individual or multiple stores could result in significant lease termination costs, write-offs of
equipment and leasehold improvements and severance costs.

Many factors unique to retail operations, some of which are beyond our control, pose risks and
uncertainties. These risks and uncertainties include, but are not limited to, macro-economic factors
that could have an adverse effect on general retail activity, as well as our inability to manage costs
associated with store construction and operation, our failure to manage relationships with its
existing retail partners such as those partners operating as third-party RazerStores, challenging
environments in varied retail environments across many regions, increased liability to patrons who
visit our stores (through so-called “premises” or “slip-and-fall” liability), costs associated with
unanticipated fluctuations in the value of on-site retail inventory and the Company’s inability to
obtain and renew leases in quality retail locations at a reasonable cost. Any inability to manage or
effectively address these risks could materially and adversely affect our business, financial
condition and results of operations.

We may face challenges in meeting target product launch timelines and production quantities
because of our unique product design process.

We have a holistic design approach that prioritizes the ergonomic and functional needs of gamers,
while incorporating the distinctive look and feel of our products. Each product has a unique design
and is subject to custom manufacturing processes. As a result of this approach, we may face delays
in the design process and our third-party manufacturers could face challenges in meeting our
specifications and quality requirements. Consequently, we may face challenges in bringing our
products to the market in a timely manner or in quantities sufficient to avoid shortages. Our ability
to meet target launch timelines or production quantities for our products is further subject to the risk
and uncertainty that we must complete any necessary adjustments to our designs or third-party
manufacturing processes in a timely manner that meets the requirements of our third-party
manufacturers and adheres to our holistic design approach. Launch delays or product shortages
could materially and adversely affect our business, financial condition and results of operations.
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If we are unable to obtain and adequately protect our intellectual property rights, our business
could suffer.

We rely on various intellectual property rights arising throughout the world, including trademarks,
trade dress, trade secrets, copyright, designs and patents to protect our brand name, reputation,
product appearance and technology. If we fail to obtain, maintain or enforce the intellectual
property rights used in or necessary to our business, our competitors and others may be able to copy
our designs, or use our brand name, trademarks or technology. As a result, if we are unable to
successfully protect, maintain or enforce our intellectual property rights throughout the world, or
obtain any intellectual property rights necessary to our business, or resolve any intellectual
property-related conflicts or disputes effectively or at a reasonable cost, our business, financial
condition and results of operations may be materially and adversely affected. Effective intellectual
property protection is expensive to develop and maintain, and the costs of defending and
maintaining our rights may be significant. The scope of the intellectual property rights we obtain
may not be sufficient to provide us with a competitive advantage, and may be successfully
challenged, narrowed, invalidated, circumvented, misappropriated or infringed. Our competitors
may also be able to independently develop products that are substantially equivalent or superior to
our products or design around our patents, which could have a material adverse impact on our
business and operations.

Moreover, our products are sold internationally, and we are dependent on the laws of a wide range
of countries to protect, maintain and enforce our intellectual property rights throughout the world.
We have not sought intellectual property protection in all jurisdictions where our products are
ultimately sold, and we may significantly expand our business into jurisdictions in which we have
not yet sought intellectual property protections. The laws of these jurisdictions may not be sufficient
to protect our intellectual property rights to the same extent or in the same manner as the laws of
the jurisdictions in which we currently have sought intellectual property protections or of the
jurisdictions where investors may be located. In addition, many companies have encountered
significant problems in protecting, obtaining and defending intellectual property rights in certain
foreign jurisdictions. In particular, the legal systems of certain developing countries do not favor
or consistently enforce patents, trade secrets, trademarks and other forms of intellectual property
protection, which could make it difficult and time-consuming to stop the infringement,
misappropriation or other violation of our intellectual property rights. Competitors may be able to
use our proprietary technology and other intellectual property rights in jurisdictions where
intellectual property protection is disfavored to import or export otherwise infringing products into
territories in which we operate, which could materially and adversely affect our business, financial
condition and results of operations.

While we seek to protect the trademarks we use in the United States and in other countries where
we operate throughout the world, we may be unsuccessful in obtaining trademark registrations
and/or otherwise protecting these trademarks. In this respect, we have faced objections in certain
jurisdictions with respect to our applications for trademarks with respect to our marks. Moreover,
we may find that third parties, including competitors, own or use similar trademarks with greater
priority than our own marks in certain jurisdictions. If that were to happen, we may be prevented
from using our names, logos, brands and trademarks unless we enter into appropriate royalty,
license or coexistence agreements. Moreover, we may not be able to obtain such royalty, license or
coexistence agreements on terms acceptable to us (if at all) or may be restricted under such
agreements from using our names, brands and trademarks in certain territories or in connection with
certain products or activities. Any such restrictions on the use of our names, brands and trademarks
in the United States or other countries could substantially limit our ability to continue to sell our
existing products in certain jurisdictions, or to expand our business into new products or activities
which could materially and adversely affect our business, financial condition and results of
operations. For example, pursuant to a trademark settlement and co-existence agreement, followed
by a royalty agreement, with Razor USA LLC, we have agreed not to register or use the “RAZER”
mark and other related marks in connection with certain goods. See “Business — Intellectual
Property — Razor Trademark Settlement and Co-Existence Agreement” for more information.
Moreover, if we fail to comply with the terms and conditions of any such royalty, license or
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coexistence agreement, we may be subject to breach of contract or infringement claims which could
be costly to defend, subject us to substantial damages and prevent us from using our names, brands
and trademarks in certain territories or in connection with certain products or activities.

We own patents and have made patent applications in the United States, Japan, China, Singapore,
France, South Korea, the United Kingdom, Brazil, Germany, France and India, among others, that
cover the proprietary technology and designs contained within many of our products and software.
There can be no assurance as to the degree and scope of protection which our existing or future
patents may afford us over our current product offerings. Likewise, there can be no assurance that
any of our current or future patent applications will result in issued patents, that competitors will
not develop similar or superior products outside the protection of our patents, that competitors will
not infringe on our patents, that we will have adequate resources to enforce our patents, or that we
will obtain sufficient remedies in the case of infringement, misappropriation, or other violations of
our patents. Even if we do obtain issued patents that purport to provide adequate protection for our
products, the issuance of a patent is not conclusive as to its ownership, scope, validity or
enforceability, and as such, our patents may be challenged in courts and patent offices throughout
the world. Such challenges may result in our patents being narrowed in scope, invalidated or held
unenforceable, in whole or in part, which could limit our ability to stop others from using or
commercializing similar or identical technology and products.

If we are unable to successfully obtain, protect, maintain and enforce our intellectual property rights
throughout the world, this could materially and adversely affect our business, financial condition
and results of operations.

We may be subject to intellectual property infringement or misappropriation claims or other legal
challenges, which could cause us to incur significant expenses, pay substantial damages and
prevent us from selling our products.

Our success depends, in part, upon our intellectual property, products and operations not infringing,
misappropriating or violating the intellectual property rights owned by others and being able to
resolve claims of intellectual property infringement and/or misappropriation expeditiously without
major financial expenditures or adverse consequences. We have in the past been, are presently and
may in the future be, subject to claims in various jurisdictions where we operate and where our
products are sold that we have infringed, misappropriated or otherwise violated the intellectual
property rights of others. Patent and trademark infringement, trade secret misappropriation and
other intellectual property claims and proceedings brought against us, whether successful or not,
can be complex and time-consuming and could result in substantial costs and harm to our
reputation. Such claims and proceedings can also distract and divert our management and key
personnel from other tasks important to the success of our business. Moreover, the legal threshold
for initiating such claims and proceedings is low, so that even claims with a low probability of
success could be initiated and require significant resources and attention to defend. We could also
be subject to intellectual property claims related to alleged infringements by our manufacturers and
components suppliers. In addition, intellectual property litigation or disputes could force us to do
one or more of the following:

. cease developing, manufacturing or selling products that incorporate the challenged
intellectual property;

. cease the use and registration of certain names, domain names, brands or trademarks in
connection with some or all of our products and business activities in some or all jurisdictions
throughout the world;

. obtain and pay for licenses from the holder of the infringed intellectual property right, which
licenses may not be available on reasonable terms, or at all;

. redesign or reengineer products;

. change our business processes; and

. pay substantial damages, court costs and attorneys’ fees, including potentially increased

damages for any infringement or violation found to be willful.
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For example, in order to resolve a number of pending trademark opposition proceedings and
disputes throughout the world with Razor USA LLC, or Razor USA, over the use and registration
of the “RAZER” trademark, on May 8, 2015, we and Razor USA entered into a worldwide
Trademark Settlement and Co-Existence Agreement (“Razor Settlement Agreement”). Under the
Razor Settlement Agreement, Razor expressly agreed that we can use and license the “RAZER”
mark and other related marks, which we refer to collectively as the Razer marks, in connection with
our products and services primarily marketed for gaming use and/or for gamers existing as of March
17, 2015, all future versions or iterations of such products, and any future products or services
primarily marketed for gaming use and/or for gamers. In particular, we agreed that we would not
use, license or register our Razer marks in connection with, among others, phones and phablets and
their future versions or iterations.

We agreed that any such use of the Razer marks on any product packaging must also include our
“triple-headed snake” logo alongside such marks. In addition, Razor USA agreed not to use, license,
register or apply for any mark containing the term RAZER, while we agreed not to use, license,
register or apply for certain marks owned by Razor USA, including “RAZOR,” “RAZR,” “RAZER
USA” and variations or equivalents thereof, which we refer to collectively as the Razor USA marks.
We also agreed not to register the Razer marks for games (excluding computer and video games in
Class 9 or video game apparatus in Class 28), playthings, toys, sporting goods, vehicles, televisions,
phablets, phones and any goods in Class 12. Each party must also refrain from challenging,
opposing or attacking any of the other party’s marks that comply with the terms of the agreement.

On June 25, 2017, we entered into a Royalty Agreement with Razor USA, effective July 1, 2017
(“Royalty Agreement”), under which Razor USA consented to our use of the Razer marks and trade
name on or in connection with, firstly, phones, phablets and future versions or iterations thereof that
are manufactured, distributed or sold by us or on our behalf and which are branded with a Razer
mark on the device hardware or packaging, which we refer to as the “Razer phones,” and, secondly,
certain other third-party phones, phablets and future versions thereof that are manufactured,
distributed or sold by us or on our behalf, which we refer to as “third party phones.” In exchange
we agreed to pay Razor USA the higher of either a certain minimum royalty or an earned per-unit
royalty on an annual basis. The Royalty Agreement has a term of 15 years. If Razor USA abandons
the Razor USA marks with respect to Class 9 goods, we may terminate the agreement. We also have
the right to terminate the agreement at any time and for any reason. The agreement may also be
terminated by either party, first, for material breach (including our failure to pay any owed
royalties) by the other party that is not cured within 30 days, or, second, if the other party
permanently and fully discontinues the operation of its business. See “Business — Intellectual
Property — Razor Trademark Settlement and Co-Existence Agreement” for more information.

In addition, in order to resolve a number of pending trademark opposition proceedings and disputes
throughout Europe with a third party over the use and registration of the “RAZER” trademark, on
December 22, 2008, we entered into a License Agreement with the third party. Under this
agreement, we agreed not to use our RAZER marks on, and to limit our applications and
registrations for the RAZER marks such that they exclude computers and notebooks in Germany,
Austria, Benelux, France and Great Britain in view of the third party’s earlier rights. We further
agreed to restrict our use and registration of such RAZER marks in those territories in Class 9 to
certain specified products such as game consoles, mice, keyboards, headphones, control pads and
microphones, which were referred to as the permitted goods. On September 6, 2016, we entered a
Toleration Agreement with the same third party. Under this agreement, the third party consented to
us extending our use of the RAZER trademarks in Class 9 to gaming notebooks and ultraportable
notebooks in Europe, Switzerland and Norway. See “Business — Intellectual Property — License
Agreement and Toleration Agreement” for more information.
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Any intellectual property-related disputes or litigation, regardless of outcome or merit, could result
in substantial costs and expenses, adverse publicity or diversion of management resources, any of
which could materially and adversely affect our business, financial condition and results of
operations.

Our products and components are manufactured by a limited number of third-party
manufacturers, which may limit our control of the manufacturing process. Manufacturing
disruptions may adversely affect our customer demand and satisfaction.

Our products and components are manufactured for us by a limited number of third-party
manufacturers in a limited number of facilities. For the years ended December 31, 2014, 2015 and
2016, approximately 32.4%, 37.2% and 22.0%, respectively, of our revenue was generated by
products produced by our top manufacturer and approximately 72.0%, 85.6% and 89.8%,
respectively, of our revenue was generated by products produced by our top five manufacturers. We
depend on our manufacturers to deliver products and components that comply with our
specifications and meet our delivery requirements at competitive costs in a timely manner. If our
manufacturers fail to do so, the reliability and reputation of our products may suffer, and we and
our manufacturers may be exposed to returns, product liability or regulatory enforcement actions.
Moreover, although we generally engage multiple manufacturers for certain product categories, we
may engage a single manufacturer in certain circumstances. Although we believe there are
alternative manufacturers readily accessible in the market in such cases, there can be no assurance
that we will be able to find an alternative manufacturer quickly or at all. Our dependence on a
limited number of manufacturers may also impede our ability to grow rapidly if our manufacturers
cannot meet additional demand generated by increasing sales or new product launches.

If we fail to manage our relationships with our third-party manufacturers effectively or ensure the
quality of our manufacturers, we may be unable to fulfill our customers’ requirements, damaging
customer demand and satisfaction and harming our reputation and brand. The process of identifying
and qualifying acceptable alternative manufacturers is likely to disrupt our business and there can
be no assurance that we will be able to secure alternative manufacturers that comply with our
specifications and meet our delivery requirements on acceptable terms or in a timely manner, which
could materially and adversely affect our business, financial condition and results of operations.

We rely on a limited number of suppliers for certain key components. Any supplier shortage could
impair our ability to ship orders of our products or could cause us to miss the delivery
requirements of our retailers or distributors.

We currently purchase certain key components used in the manufacturing of our products from a
limited number of suppliers. Lead times for materials and components ordered by us or our
third-party manufacturers can vary significantly and depend on factors such as the supply and
demand for a component at a given time. We face competition for materials and components
supplies which may drive up prices and increase lead times. There can be no assurance that
shortages or interruptions in the supply of components will not occur as a result of adverse events,
such as natural disasters or disruptions in the labor market, in which case we would need to explore
alternative sourcing options.

If our growth outpaces our ability to source new suppliers and key components, we may experience
difficulty in meeting our delivery requirements. Furthermore, we do not have back-up suppliers for
some of our key components and we cannot guarantee that we will have the ability to procure key
components or products from alternative sources at commercially reasonable prices in a timely
manner. Our competitors may establish exclusive arrangements with our components suppliers,
which could lead to significant manufacturing disruptions for us. Shortages or interruptions in the
supply of such components could cause disruptions in our business and could also materially and
adversely affect our business, financial condition and results of operations.
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An increase in the market price of our raw materials and components used by our manufacturers
may materially and adversely affect our business, financial condition and results of operations.

Manufacturing our products requires substantial amounts of raw materials and components. Some
raw materials and components, such as petroleum-based plastics and rare earth metals, have been
susceptible to fluctuations in price and availability. We are not able to control these price and
availability fluctuations. Significant increases in raw material and component prices may affect the
prices that our manufacturers charge us and have a direct and negative impact on our gross margins,
and may also lead to component shortages. We may need to raise our product prices to recover the
higher raw material and component costs and maintain our gross margins, which may lead to lower
demand for our products. See “Industry Overview — Peripherals Components and Materials” and
“Industry Overview — Systems Components and Materials.” This, in turn, could materially and
adversely affect our business, financial condition and results of operations.

Our business and reputation could suffer if any of our manufacturers fails to use acceptable
labor practices or is subject to labor disruptions.

We do not control our manufacturers or their labor practices. The violation of labor or other laws,
or the divergence of our manufacturers’ labor practices from those generally accepted as ethical or
legal in the United States and other countries, could damage our reputation or disrupt the shipment
of our products. In addition, our manufacturers may experience disagreements with unions or labor
disputes. Such disagreements or labor disputes could lead to work slowdowns or stoppages and
make it difficult or impossible for us to meet scheduled delivery times for product shipments to our
customers, which could result in loss of business. In addition, disagreements with unions or labor
disputes could result in higher labor costs for our manufacturers, which may in turn cause our
manufacturers to pass the increased costs on to us.

We rely on manufacturing operations concentrated in China and Taiwan.

We rely on manufacturing operations concentrated in China and Taiwan. These operations could be
severely impacted by national or regional political or social trends or instabilities in the greater
China region, by evolving interpretation and enforcement of legal standards and contractual
disagreements, by strains on transportation, communications, trade and other infrastructures, by
labor unrest, by natural disasters, by competition for the available labor pool or manufacturing
capacity, by embargoes, increased tensions or escalation of hostilities between China and Taiwan
or with other countries, by local trade customs and practices and by import export issues and
currency transfer restrictions.

Inflation in China, coupled with rising prevailing wage levels and new legislation and government
policies designed to increase social welfare, could lead to increasing labor costs for our
manufacturers, which may in turn cause our manufacturers to pass the increased costs on to us.
Further, we may be exposed to fluctuations in the value of Chinese and Taiwanese currencies and
appreciation of local currencies and increased wage rates could increase our component and other
raw material costs which, in turn, could materially and adversely affect our business, financial
condition and results of operations.

If we are unable to successfully establish and maintain relationships with other games industry
participants and technology providers, our continued growth may be materially and adversely
affected.

Our relationships with other members of the games industry such as game content developers and
technology providers are vital to our business, financial condition and results of operations. We
have established relationships with game content developers in North America, Europe and Asia.
We intend to broaden our ability to reach customers and enhance customer preference for our
products by closely collaborating with game content developers in designing high-quality licensed
products and engaging in co-marketing campaigns. We have also established relationships with
technology providers that supply us with critical components and technology which we aggregate
into our products. However, reaching agreements with industry participants can be difficult and
time consuming. Furthermore, we compete with other companies for desirable collaborative
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arrangements with industry participants. If we are not successful in maintaining existing
relationships or creating new relationships, or if industry participants decide to cooperate with our
competitors, our ability to grow our business could be materially and adversely affected. Our
existing agreements with game content developers generally do not obligate a game content
developer to launch new games that fully support or utilize our products or grant exclusivity to us.
We may not be able to sell licensed products if the relevant licenses expire or are terminated and
we are unable to renew them. Our agreements with technology providers generally do not obligate
a provider to design or continue to produce technology or components that are suitable or
appropriate to our products. If our industry participants do not continue to collaborate with us or
are unwilling to do so on terms acceptable to us, this could materially and adversely affect our
business, financial condition and results of operations.

We rely on a limited number of key retailers and distributors. The loss or reduction of purchases
from these or other retailers and distributors could have a material adverse effect on our
business.

Our top five retailers and distributors accounted for approximately 35.2%, 38.9% and 34.8% of our
revenue in the years ended December 31, 2014, 2015 and 2016, respectively. There is no guarantee
that we will be able to maintain our relationships with these major retailers and distributors in the
future. As our existing retail and distribution agreements expire, we may be unable to renew these
agreements. We may also be unable to replace an underperforming retailer or distributor easily or
at all. In addition, in some markets we work with only one or two distributors, including in China.
If a distributor in one or more of these markets cannot effectively distribute our products or if our
relationship with any such distributor is disrupted or terminated, we may not be able to successfully
find a suitable replacement in a timely manner or at all. If our relationships with our retailers and
distributors deteriorate, our resources may be diverted and our business may be harmed.

In addition, competition for retailers and distributors is intense. We compete for retailers and
distributors with other companies that may have higher visibility, greater name recognition and
financial resources, and broader product selection than us. We do not have exclusivity provisions
in the substantial majority of our contracts that prevent our retailers and distributors from selling
the products of our competitors. Such retailers and distributors may dedicate more resources to
selling competing products and fail to adequately promote our products or provide sales services.
Our competitors may also restrict quality retailers and distributors from selling competing products
such as ours, limiting our ability to expand our reach and compete effectively.

As a result, these distributors and retailers generally may, with little or no notice or penalty, cease
ordering and selling our products or materially reduce their orders. Moreover, we rely on certain
prominent retailers to sell our products. These retailers may enjoy disproportional bargaining power
with us, which could potentially cause us to accept unfavorable commercial or legal terms. If certain
retailers, individually or in the aggregate, choose to no longer sell our products, reduce the number
of products they purchase or reduce the shelf space allocated to us, this could materially and
adversely affect our business, financial condition and results of operations.

If we do not effectively manage our network of retailers and distributors, our business, financial
condition and results of operations may be materially and adversely affected.

We have limited ability to manage the activities of our retailers and distributors, who are
independent from us. Our retailers or distributors may violate our agreements with them or engage
in activities which may negatively impact us. They may in turn be unable to control activities taken
by sub-distributors. Such activities may include, among other things:

. selling or leaking our products outside their designated territories, possibly in violation of the
rights of our other retailers, distributors or other third parties;

. selling our products at discounted prices by arbitraging geographical pricing differences
between distribution territories;

. failing to maintain the requisite licenses or comply with regulatory and legal requirements
when selling our products;
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. failing to maintain healthy inventory levels in our sales and distribution channels;
. failing to provide high quality services to our end-users; and
. failing to adequately promote our products.

Failure to adequately manage our network of retailers and distributors, or non-compliance by
retailers, distributors or sub-distributors with our agreements could disrupt our sales and harm our
brand. Our brand and reputation could be adversely affected if we become the target of any negative
publicity as a result of actions taken by our retailers, distributors or sub-distributors. If we are not
able to effectively manage our network of retailers and distributors, this could materially and
adversely affect our business, financial condition and results of operations.

We may be adversely affected by the financial condition of our retailers and distributors.

Some of our retailers and distributors have experienced financial difficulties from time to time.
Such financial difficulties may occur rapidly and without warning. A retailer or distributor
experiencing such difficulties will generally not purchase and sell as many of our products as it
would under normal circumstances and may cancel orders. In addition, a retailer or distributor
experiencing financial difficulties generally increases our exposure to uncollectible receivables. We
extend credit to our retailers and distributors based on our assessment of their financial condition,
generally without requiring collateral. While such credit losses have historically been met by our
reserves for credit losses, and while such credit losses have been insured, we cannot assure you that
this will continue to be the case. Financial difficulties on the part of our retailers or distributors
could materially and adversely affect our business, financial condition and results of operations.

Our results of operations could be materially harmed if we are unable to accurately forecast
demand for our products.

To ensure adequate inventory supply, we must forecast inventory needs and place orders with our
manufacturers before firm orders are placed by our customers. If we fail to accurately forecast
demand, we may experience excess inventory levels or a shortage of products.

Factors that could affect our ability to accurately forecast demand for our products include:

. changes in consumer demand;

. lack of consumer acceptance of our new products;

. changes in the competitive landscape;

. changes in general market conditions or other factors;

. weakening of economic conditions or consumer confidence in future economic conditions;
and

. terrorism or acts of war, or the threat thereof, which could adversely affect consumer

confidence and spending.

Inventory levels in excess of demand may result in inventory write-downs or write-offs and the sale
of excess inventory at discounted prices, which would have an adverse effect on our profitability.
In addition, if we underestimate the demand for our products, our manufacturers may not be able
to produce a sufficient number of products to meet such unanticipated demand, and this could result
in delays in the shipment of our products and damage to our reputation and retailer and/or
distributor relationships.

The difficulty in forecasting demand also makes it difficult to estimate our future results of
operations and financial condition from period to period. A failure to accurately predict the level
of demand for our products could materially and adversely affect our business, financial condition
and results of operations.
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Disruption in logistics may prevent us from meeting customer demand and our business,
financial condition and results of operations may suffer as a result.

We support our customers through third-party logistics facilities located in Hong Kong, the United
States and Germany. A serious disruption, such as a natural disaster, or impediments such as
increases in transportation or fuel costs or labor unrest at any of these logistics facilities could
damage our inventory and could materially impair our ability to distribute our products to
customers, including distributors and retailers, in a timely manner or at a reasonable cost. We could
incur significantly higher costs and experience longer lead times associated with distributing our
products during the time that it takes for us to procure the services of a replacement facility or wait
for such facility to reopen or replace a logistics facility. We are also susceptible to any problems
which may impact international delivery, freight and shipping such as Acts of God, wars, political
instability and terrorist attacks. Any such disruption to our logistics could materially and adversely
affect our business, financial condition and results of operations.

Our management team and most of our directors have limited experience in managing and
overseeing a public company.

Our management team has limited experience managing a [REDACTED] or complying with the
increasingly complex laws pertaining to public companies. Neither our chief executive officer nor
our chief financial officer has previously managed a publicly listed company. In addition, some of
our current directors have limited experience serving on the boards of public companies and several
of our directors have recently joined our board of directors. In addition, some of our directors may
not be familiar with our industry or the markets we operate in. In order to have an effective board,
these new directors and any other directors that join our board after the consummation of this
[REDACTED] will need to integrate with our other directors and management and become familiar
with our operations and growth strategies. Any failure of directors to successfully and effectively
engage with other directors and management could materially and adversely affect our business,
financial condition and results of operations.

Our sponsorship of individuals, teams and events with other personalities are subject to
numerous risks that could materially and adversely affect our business, financial condition and
results of operations.

We interact with the gaming community in numerous ways, including through the sponsorship of
esports events, tournaments, esports athletes and teams, as well as Internet personalities and
celebrities related to movies, music and the global entertainment industry generally. These
sponsored events and individuals are associated with our brand and represent our commitment to
the gamer community. We cannot assure you that we will be able to maintain our existing
relationships with any of our sponsored individuals or teams in the future or that we will be able
to attract new highly visible gamers to endorse our products. Additionally, certain individuals or
teams with greater access to capital may increase the cost of certain sponsorships to levels we may
choose not to match. If this were to occur, our sponsored individuals, teams or events may terminate
their relationships with us and endorse our competitors’ products, and we may be unable to obtain
endorsements from other comparable alternatives. In addition, if any of our sponsored individuals
or teams become unpopular or engage in activities perceived negatively in the gamer community or
more broadly, our sponsorship expenditures could be wasted and our brand reputation could be
damaged which, in turn, could materially and adversely affect our business, financial condition and
results of operations.

We are unable to independently verify the accuracy of the metrics related to our presence in social
media communities.

In this document, we refer to metrics related to our presence in social media communities, such as
the number of “Likes” on our Facebook page, the number of times videos on our YouTube page have
been viewed, the number of subscribers we have to our YouTube page and the number of followers
or subscribers we have on our Twitter, Instagram, YouTube, WeChat and Weibo accounts,
respectively. These social media communities generally have policies in place to discourage
duplicative user accounts or artificial activity designed to inflate such metrics. However, we are
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unable to independently verify the metrics provided by these social media services. We are also
unable to determine whether these figures include individuals with multiple accounts, deactivated
or inactive accounts, or multiple views, “Likes” or similar actions by the same user. If the metrics
related to our presence in social media communities are significantly lower than we have disclosed
in this document, then our global gamer community may not be as expansive as it appears based
on such metrics and our brand may not have achieved as strong a reputation, brand leadership and
passionate following among gamers as we believe.

We use open source software in our products that may subject our technology to general release
or require us to re-engineer some of our technologies, which may cause harm to our business.

We use open source software in connection with our products. From time to time, companies that
incorporate open source software into their products have faced claims challenging the ownership
of open source software and/or compliance with open source license terms. Therefore, we could be
subject to lawsuits by parties claiming ownership of what we believe to be open source software or
noncompliance with open source licensing terms. Some open source software licenses require users
who distribute or make available open source software as part of their software to publicly disclose
all or part of the source code to such software and/or make available any derivative works of the
open source code on unfavorable terms or at no cost. While we monitor our use of open source
software and try to ensure that none is used in a manner that would require us to disclose the source
code or that would otherwise breach the terms of an open source agreement, such use could
nevertheless occur and we may be required to release our proprietary source code, pay damages for
breach of contract, re-engineer our applications, discontinue sales in the event re-engineering
cannot be accomplished on a timely basis or take other remedial action that may divert resources
away from our development efforts. As a result, this could materially and adversely affect our
business, financial condition and results of operations.

We are susceptible to counterfeiting of our products, and this may harm our reputation and force
us to incur expenses in enforcing our intellectual property rights.

As we are recognized as a premium gaming brand and enjoy a strong reputation and passionate
following within the gamer community, we sometimes encounter counterfeiting of our products,
such as unauthorized imitation or replication of our designs, products, packaging, trademarks and/or
labeling by third parties.

Counterfeit copies of our hardware and software may harm our business. Counterfeits may provide
consumers a way to benefit from our brand’s reputation without providing us the revenue for those
products. In addition, some purchasers of counterfeit copies of Razer products may have otherwise
purchased a legitimate Razer product, which would damage our revenue, gross profit and profit. The
availability of counterfeits may negatively impact the appeal of our brand and also reduce market
demand and consumer willingness to pay for our products, which could place undue price pressure
on our products. These effects individually or in the aggregate could materially and adversely affect
our business, financial condition and results of operations.

Also, the presence of counterfeit Razer products or pirated Razer software in the market could have
a negative impact on, and dilute, the value and image of our brand and result in a loss of consumer
confidence in our brand. This could in turn materially and adversely affect our business, financial
condition and results of operations.

Although we are and have been actively taking actions to combat counterfeiting of our products,
counterfeiters may continue to violate our intellectual property rights by using our trademarks or
imitating or copying our products, and the actions we take may not be adequate to protect the full
scope of our product offerings. Our trademark applications may fail to result in registered
trademarks or provide the scope of coverage necessary to protect all of our products, and others may
seek to invalidate, cancel or narrow the scope of our trademarks based on their prior rights in similar
trademarks. Moreover, if certain of our applications for trademark registration in the United States
are ultimately unsuccessful, we will be unable to register such trademarks with the U.S. Customs
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and Border Protection to help prevent the importation of counterfeit products. We also have
expended and will continue to expend significant resources developing software to enhance our
product-user experience and face the risk of current or new competitors pirating such software and
thus reducing its value. Actions to combat counterfeiting and piracy can be expensive and
complicated to resolve, require substantial management time and resources, and may not provide a
satisfactory or timely result. Furthermore, certain countries may not protect and enforce trademarks
and other intellectual property rights to the same extent as the laws of the United States and other
similar jurisdictions. See “Risk Factors — If we are unable to obtain and adequately protect our
intellectual property rights, our business could suffer” for more information.

Any expenses related to combating counterfeiting and piracy, and any unsatisfactory results of our
efforts could materially and adversely affect our business, financial condition and results of
operations.

We are susceptible to the copycatting of our products, and this may harm our reputation, increase
price pressures and make it more difficult to generate returns on our investments.

As we are recognized as a premium gaming brand, we may encounter companies who seek to copy
our products and services. Other companies may be able to mimic the hardware, software or
services by reverse engineering or otherwise copycatting the results of our research and
development at a lower or negligible cost than what it cost us to design or develop them. These
companies could also copy the design, color and look of our products so that they have a very
similar look and feel to our products. These companies could also mimic our marketing and
advertising methods to create the impression that they are offering a Razer product. While we intend
to vigorously protect our intellectual property and trademarks by taking action against copycat
products, we may not be able to successfully stop copycat products from being sold unless we can
establish that they have infringed on our intellectual property. In this case, these companies may
then be able to offer these copycat products and services at a significant discount to what we would
have been able to charge with no copycats in the market. Copycat products could create downward
price pressure on our products while at the same time detracting from our brand, which may be
related to our ability to offer unique products to our users. This could in turn materially and
adversely affect our business, financial condition and results of operations.

We may not be able to protect know-how, confidential information and trade secrets from
unauthorized copying, use or disclosure.

We take significant measures to protect the value and secrecy of our know-how, confidential
information and trade secrets, including our designs, prototypes and proprietary source code.
However, if unauthorized disclosure of our confidential information and trade secrets occurs
through security breach, cyber-attack, malicious software (malware) or by any other means, it could
materially and adversely affect our business, financial condition and results of operations. Even if
the measures we take to safeguard the confidential information on our information technology
systems are adequate to protect against direct external threats and attacks by third parties, our
employees may be susceptible to phishing, keyloggers and other similar efforts by third parties by
which such parties may be able to gain access to the confidential information and trade secrets on
our systems. Any advanced disclosure of confidential information about our designs and prototypes
negatively impacts our marketing efforts and decreases the impact of our product launches. Our
competitors could acquire confidential information about our current and future products through
such disclosures and copy such products’ functionality and designs, which would harm our
competitive position.

In addition, we seek to protect these trade secrets, in part, by entering into non-disclosure and
confidentiality agreements with parties who have access to them, such as our employees, corporate
collaborators, manufacturers, consultants, advisers and other third parties. Despite these efforts, any
of these parties may breach such agreements, intentionally or unintentionally, and disclose our
proprietary information, including our trade secrets, and we may not be aware of, or able to obtain,
adequate remedies for such breaches. Detecting the disclosure and/or misappropriation of a trade
secret is difficult to prove, and as such, trade secret misappropriation claims can be difficult,
expensive and time-consuming, with no guarantee of success or adequate remedies.
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Such disclosures could also lead to a loss of trade secret protection, which could materially and
adversely affect our business, competitive position, financial condition and results of operations.

We may not be able to obtain rights to intellectual property developed by our employees or third
parties engaged by us, which may harm our business.

We rely on confidentiality agreements with our employees, that provide that all confidential
information developed by or made known to the individual during the individual’s relationship with
us is to be kept confidential and not disclosed to third parties before it becomes public. In addition,
our management team and research and development employees have entered into intellectual
property, confidentiality and non-compete agreements with us, which provide that all of the
technologies conceived by the relevant individuals arising from their performance of duties or use
of our materials or technologies are our exclusive property. We have also entered into agreements
with confidentiality provisions with our consultants and other advisers. However, these agreements
may not be honored, may not effectively assign intellectual property rights to us, and may not
provide adequate remedies if there were to be a breach. Moreover, enforcing a claim that a party
illegally obtained intellectual property rights is difficult, expensive and time consuming and the
outcome is unpredictable. We may fail to obtain such rights or prevent others from obtaining such
rights, which would harm our business and future product development and could also materially
and adversely affect our business, financial condition and results of operations.

We may incur increased costs and liabilities as a result of product liability claims.

Although we currently maintain product liability insurance coverage, we may not be able to obtain
such insurance on acceptable terms in the future, if at all, or obtain insurance that will provide
adequate coverage against potential claims. Product liability can arise for any number of issues with
products, including defective components (such as batteries in products which may unexpectedly
ignite), marketing or “failure-to-warn” liability (including warning related to radioactive emission
from portable electronic device), design defects or faulty manufacturing claims. Product liability
claims can be expensive to defend and can divert the attention of management and other personnel
for long periods of time, regardless of the ultimate outcome. An unsuccessful product liability
defense could materially and adversely affect our business, financial condition and results of
operations. Product liability claims could also damage our brand and our reputation for quality
premium products, regardless of the ultimate outcome.

In the event of product liability claims regarding defective components or faulty manufacturing, we
can attempt to seek compensation from the relevant suppliers or manufacturers. However,
warranties provided by suppliers and manufacturers may be for periods shorter than the warranty
periods we provide to our customers and warranty claims against suppliers and manufacturers may
be subject to certain conditions precedent which may not be satisfied. While we have
indemnification arrangements with most of our suppliers and manufacturers, these indemnification
arrangements may not cover the types of claims made against us or may be limited in amount, or
the manufacturer may not be credit worthy/able to pay.

If we are subject to product liability claims or we attempt to enforce indemnification arrangements,
we may incur increased litigation costs and our management’s attention may be diverted. This, in
turn, could materially and adversely affect our business, financial condition and results of
operations.

We have granted restricted stock units (RSUs) under the 2016 Equity Incentive Plan, and may
grant other share-based awards under the 2016 Equity Incentive Plan which may result in
increased share-based compensation expense and dilution to the shareholding of existing
Shareholders.

We adopted an Equity Incentive Plan in 2016 for the purpose of granting share-based compensation
awards to employees, directors and consultants to incentivize their performance and align their
interests with ours. As of December 31, 2016, RSUs in respect of 61,190 Shares remain outstanding,
which following the completion of the [REDACTED] will represent [REDACTED] Shares. We
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incurred share-based compensation expense of US$38.5 million in 2016 (and will incur expenses
in connection therewith over the next three years), and we may grant additional share-based awards
under the 2016 Equity Incentive Plan. See “Financial Information — Critical Accounting Policies,
Estimates and Judgments — Share-based Compensation.” Any additional grant of share-based
awards, including options, by us will further increase our share-based compensation expense, and
dilute existing shareholders’ shareholdings.

Our revenue and operating income fluctuate on a seasonal basis and decreases in sales or
margins during our peak seasons could have a disproportionate effect on our results of
operations.

Historically, we have experienced greater revenue in the second half of the year, which we believe
is primarily due to a concentration of shopping during the fall and holiday seasons. Given the
seasonal nature of our sales, accurate forecasting is critical to our operations. We anticipate that this
seasonal impact on our revenue is likely to continue and any shortfall in expected sales during the
holiday buying season would cause our results of operations to suffer significantly.

We operate in intensely competitive markets.

The market for our products is intensely competitive and rapidly changing. With the emergence of
new technologies and market entrants, competition is likely to intensify in the future. Many of our
current and potential competitors have significant competitive advantages, including greater
financial, distribution, marketing and other resources, longer operating histories, better name
recognition among certain groups of consumers, greater economies of scale and more established
relationships with many of our larger retailers and distributors than us. As a result, these
competitors may be better equipped to influence consumer preferences or otherwise increase their
market share by:

. quickly adapting to changes in consumer preferences;

. readily taking advantage of acquisition and other investment opportunities;

. adopting aggressive pricing policies, including discounting;

. devoting greater resources to the marketing and sale of their products, including significant

advertising, media placement and product endorsement; and

. engaging in lengthy and costly intellectual property and other disputes.

If we are unable to protect our brand image and reputation, we may be unable to effectively
compete. As a result, our market share, sales of our products and gross margins could be materially
and adversely affected and our future growth may be harmed. See “Business — Competition” for
more information.

Our insurance coverage may be inadequate to cover all significant risk exposures.

We maintain limited third-party insurance policies covering certain potential liabilities including
product liability, property, commercial liability and director and officer insurance. There can be no
assurance that such coverage will be available or sufficient to cover all our risk exposures. If
insurance coverage is unavailable or insufficient to cover any such exposures, we may incur
substantial costs which, in turn, could materially and adversely affect our business, financial
condition and results of operations.

We are subject to governmental import and export controls and economic sanctions laws that
could subject us to liability and impair our ability to compete in international markets.

The United States and various foreign governments have imposed controls, export license
requirements and restrictions on the import or export of some technologies. Our products are subject
to U.S. export controls, including the U.S. Commerce Department’s Export Administration
Regulations, and various economic and trade sanctions regulations established by the U.S. Treasury
Department’s Office of Foreign Assets Controls, and exports of our platform must be made in
compliance with these laws. Furthermore, U.S. export control laws and economic sanctions prohibit
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the provision of products and services to countries, governments and persons targeted by U.S.
sanctions. Our products could be provided to U.S. sanctioned targets, including by our distributors
and retailers. Any such provision could have negative consequences, including government
investigations, penalties and reputational harm. Our failure to obtain required import or export
approval (if any) for our products could harm our international and domestic sales and adversely
affect our revenue. In addition, failure to comply with such regulations could result in penalties,
costs and restrictions on export privileges, which could materially and adversely affect our
business, financial condition and results of operations.

Our online operations are subject to numerous risks that could materially and adversely affect
our business, financial condition and results of operations.

Our online operations subject us to certain risks that could have a material adverse effect on our
business, financial condition and results of operations. The operation and expansion of our online
store may harm our relationships with our retailers and distributors. In addition, certain risks
beyond our control, such as government regulation of the Internet and economic conditions specific
to the Internet and online commerce could materially and adversely affect our business, financial
condition and results of operations. We can provide no assurance that our online operations will
meet our sales and profitability plans and the failure to do so could materially and adversely affect
our business, financial condition and results of operations. In addition, our online store is partially
handled by a third-party ecommerce service provider. We rely on this service provider to handle,
among other things, payment and processing of online sales. If the service provider does not
perform these functions satisfactorily, we may find another third-party service provider or
undertake such operations ourselves, but we may not be able to successfully do either. In either
case, our online sales and our customer service reputation could be adversely affected which, in
turn, could materially and adversely affect our business, financial condition and results of
operations.

We rely on our information technology systems to help ensure uninterrupted business operations.
If our information technology systems fail to adequately perform these functions, or if we
experience an interruption in their operation, our operating results could be adversely affected.

The efficient operation of our business depends on our information technology systems. We rely on
our information technology systems, policies, processes and controls to effectively manage
materials planning, financial control and financial reporting, inventory management and customer
relationship management. The failure of our information technology systems to perform as we
anticipate could disrupt our business and product development and could result in decreased sales
and increased overhead costs. In addition, our information technology systems are vulnerable to
damage or interruption from:

. earthquake, fire, flood and other natural disasters;

. attacks by computer viruses or hackers;

. power loss; and

. computer systems, Internet, telecommunications or data network failure.

Any such interruption could result in reputational harm, lengthy service downtime, an inability to
meet customer expectations, ineffective inventory management, losses of critical data and data
security breaches, all of which could have an adverse effect on our operating results. Moreover,
there can be no assurance that any data backup systems will work. If we suffer interruptions and
our data backup systems fail to work as we expect, this could have significant adverse effects on
our operating results and could materially and adversely affect our business, financial condition and
results of operations.

Our business could be harmed by a failure of our commerical cloud service providers.

We rely on the services of commerical cloud service providers, such as Amazon Web Services, for
most of our content delivery network (CDN) needs, and for most of our computing, storage, server
hosting and bandwidth needs to run our Internet-based applications. These commerical cloud
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service providers could be vulnerable to damage or interruption from circumstances beyond our
control and we might be subject to disruptions in accessing our data, loss of our data software
failures or computer viruses. Cyber-attacks and other malicious Internet-based activities continue
to increase in frequency and magnitude and may target cloud-based storage. There is no assurance
that our service providers will be able to implement adequate preventive measures and our
information might be lost or subject to unauthorised access and misappropriation. Any interruption,
loss of information or misappropriation of information from our information technology systems
and cloud-based storage systems could materially and adversely affect our business, financial
condition and results of operations.

Our business could be adversely affected if our software contains bugs.

Our website, our online store and our software could contain undetected errors or “bugs” that could
adversely affect their performance, cause loss or corruption of data, damage software, hardware or
other computer equipment, cause the inadvertent transmission of computer viruses or expose our
users to increased risk of cyber-attacks, malicious software (malware) or security breaches. The
occurrence of errors in any of these may damage our reputation and brand name and result in
liability claims which, in turn, could materially and adversely affect our business, financial
condition and results of operations.

Any security and privacy breaches may damage our customer relations, our reputation and
expose us to liability.

We electronically collect and store sensitive personal information. We process that data and deliver
our products and services by using computer systems and telecommunications networks operated by
both us and by third-party service providers. If we are unable to protect, or our users perceive that
we are unable to protect, the security and privacy of this information:

. our users may lose confidence in our services;
. our reputation may be harmed;
. we may be subject to litigation or claims under applicable data security and privacy laws,

which could be complex, expensive and time-consuming to defend and may ultimately carry
monetary or other penalties;

. we may be exposed to unbudgeted or uninsured financial liability;
. we may be subject to increased regulatory scrutiny; and
. our expenses may increase as a result of potential remediation costs.

While we believe we use secure applications and processes designed for data security, there can be
no assurance that our use of these applications and processes will be sufficient to counter all current
and emerging technology threats designed to breach our systems in order to gain access to
confidential client information. Moreover, despite using such applications and processes for data
security, such measures may not address all internal threats, whether inadvertent or not, such as
through employee error, malfeasance, faulty password management and other irregularities.
Additionally, if third parties with whom we work, such as our online platform suppliers, advertisers,
vendors or developers, violate applicable laws or our policies, such violations may also put our
users’ information at risk. The risk of these types of events is likely to increase as we expand our
network of suppliers, advertisers, vendors and other third parties and begin operations in additional
markets. Any of the foregoing and/or any other failures or inadequacies in our security and privacy
measures could adversely affect our reputation and brand and the market’s acceptance of our
products, which could materially and adversely affect our business, financial condition and results
of operations.
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We may fail to make timely filings related to financial and regulatory reporting.

We have, in the past, failed to make certain immaterial financial and regulatory filings within the
prescribed time. Because of the number of jurisdictions we operate in and the large number of
different regulatory regimes applicable to our business, we cannot guarantee that we will make
regulatory filings or reports in a timely manner or that the consequence of such failure will be
immaterial. We may be required to pay certain fines, and our reputation, cash flow and results of
operations may be adversely affected.

We face business, political, operational, financial and economic risks as an international
company.

As an international company, we face business, political, operational, financial and economic risks
inherent in international business, many of which are beyond our control, including:

. difficulties in us or our manufacturers obtaining export, import and other governmental
approvals, permits and licenses, and compliance with laws, which could halt, interrupt or
delay our operations if we or our manufacturers cannot obtain such approvals, permits and
licenses;

. difficulties encountered by our international distributors or us in staffing and managing global
operations or international sales, including higher labor costs;

. longer payment cycles for, and greater difficulty collecting, accounts receivable;

. trade restrictions, higher tariffs, currency fluctuations or the imposition of additional
regulations relating to import or export of our products, especially in China, where
substantially all of our products are manufactured, which could force us to seek alternate
manufacturing sources or increase our expenses;

o political and economic instability, including wars, terrorism, political unrest, boycotts,
curtailment of trade and other business restrictions; and

. natural disasters and epidemics.

Any of these factors could limit the future growth of our business, which could materially and
adversely affect our business, financial condition and results of operations.

The impact of worldwide economic conditions may materially and adversely affect our business,
financial condition and results of operations.

Our results of operations are subject to worldwide economic conditions and their impact on game
content developers’ investments in new game developments and consumer spending on gaming
products. If the worldwide economic conditions materially deteriorate, game content developers
may elect to reduce investments in developing new games. This in turn could affect our plans to
introduce new products or new generations of existing products. In addition, a worldwide economic
downturn may cause gamers to reduce spending on gaming products. Consumer purchases of
discretionary items generally decline during recessionary periods and other periods in which
disposable income is adversely affected. In particular, purchasing new generations of existing
products or new gaming products may be viewed by some of our existing and potential customers
as a low priority. Both reductions in investments by game content developers and customer
spending on gaming products could materially and adversely affect our business, financial condition
and results of operations.
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We are exposed to exchange rate fluctuation risk, and fluctuations in exchange rates could result
in foreign currency exchange losses.

Fluctuations in exchange rates can occur due to governmental policies and depend to a large extent
on domestic and international economic and political developments as well as supply and demand
across the jurisdictions in which we operate. We usually fix the sales prices for our products in U.S.
dollars as the primary currency when the products are introduced and where relevant, a fixed local
currency equivalent to our U.S. dollar prices. If there is a significant weakening of the local
currency in which the revenue is generated prior to the sale and subsequent to our fixing of local
currency prices, then our eventual collection in U.S. dollars after foreign currency exchange and
expected margins may be reduced. Furthermore, many of our distribution contracts are denominated
in U.S. dollars. If local currencies such as the Euro weaken significantly against the U.S. dollar, our
distributors may be negatively impacted and may attempt to discontinue or renegotiate their
contracts with us.

We enter into forward contracts as a hedging mechanism to manage our foreign currency risks in
order to minimize any negative effects caused by exchange rate fluctuations, there are limited
instruments available for us to reduce our foreign currency risk exposure at reasonable costs. There
can be no assurance that we will be able to do so successfully, and fluctuations in exchange rates
could materially and adversely affect our business, financial condition and results of operations, and
such fluctuations could reduce the value of, and dividends payable on, our Shares.

If we fail to maintain and observe a robust system of internal controls, we may not be able to
adequately address business control failures or accurately report our financial results in a timely
manner, which could cause current and potential shareholders to lose confidence in our financial
reporting and in turn affect the trading price of our Shares.

Ensuring that we have adequate internal controls to oversee our employees, systems, policies and
processes allows us to anticipate and contain internal control failures which may adversely affect
our business operations and brand reputation. Having adequate internal financial and accounting
reporting controls and procedures in place to enable us to produce accurate financial statements on
a timely basis is a costly and time-consuming effort that needs to be re-evaluated frequently.

We have and will continue to incur significant expenses and management resources to comply with
the requirements for adequate internal controls on an ongoing basis. We cannot be certain that the
measures we have taken to assess, document, improve, remediate and validate through testing the
adequacy of our internal control processes will ensure that we maintain such adequate controls over
our business and financial reporting processes in the future. Implementing the necessary changes to
our internal controls may require additional IT investments, personnel, specific compliance training
of our directors, officers and employees, entail substantial costs in order to modify our existing
accounting systems and require a significant period of time to complete. Failure to implement
required new controls could cause us to fail to meet our governance and reporting obligations,
which in turn could cause current and potential shareholders to lose confidence in our ability to
manage the business as well as meeting our financial reporting obligations. Inferior internal controls
or the determination that our internal control over financial reporting is not effective might cause
investors to lose confidence in our reported financial information, which could cause volatility in
or otherwise adversely affect the market price of our shares.
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The production and sale of gaming consoles in China is highly regulated and we may not be able
to meet all of the requirements should we decide to enter the market.

In September 2013, China established the China (Shanghai) Pilot Free Trade Zone (SFTZ), which,
among other things, allows foreign-invested companies, including wholly foreign owned companies
established in the SFTZ, to engage in the production and sale of gaming and entertainment devices
within the SFTZ and to sell gaming and entertainment devices in China’s domestic market after
passing a content review conducted by the Shanghai cultural authorities. Such review requires that
gaming and entertainment devices to be sold in China cannot contain content that, among other
things, violates Chinese laws and regulations, impairs the national dignity of China or is
reactionary, obscene, superstitious, fraudulent or defamatory. Additionally, the devices’ outer
appearances, content and gaming instructions must use languages generally accepted in China. In
June 2015, China issued a notice which permits production and sale of gaming devices by
foreign-invested and domestic companies in China after passing a content review conducted by the
local cultural authorities. Such review requires that gaming and entertainment devices to be sold in
China cannot contain gambling content. Additionally, the gaming devices production and sales
companies must establish self-examination system of the content and submit report annually to
cultural authorities at provincial level.

We do not currently sell any gaming consoles in China. However, it is possible we, either alone or
with a partner, may in the future develop, produce and sell gaming consoles. If any of our products
are deemed to be gaming console-related accessories, are deemed to be accessories of gaming
devices in China or we decide to sell gaming consoles in China in the future, we must meet all the
legal requirements before we are able to sell these products in China, including passing required
content review before we sell them in China. We cannot ensure that we will be able to meet all such
requirements if and when we decide to enter into China’s domestic gaming console-related market.
Any failure to meet all such requirements could materially and adversely affect our business,
financial condition and results of operations.

We may be subject to fines for failing to register and file lease agreements with the relevant
government authorities in the PRC.

According to the Administrative Measures for Commodity Housing Tenancy (/)5 & & & 2
%) promulgated by the Ministry of Housing and Urban-Rural Development, all leases are to be
registered and filed with the relevant real estate administration bureaus in the PRC. As of the Latest
Practicable Date four of the lease agreements with respect to four out of our six leased properties
in the PRC had not been registered and filed with the relevant land and real estate administration
bureaus in the PRC.

Our PRC legal advisers, Grandall Law Firm, have advised us that failure to complete the
registration and filing of lease agreements will not affect the validity of such leases or result in our
being required to vacate the leased properties. However, the relevant government authorities may
impose a fine ranging from RMB1,000 (approximately US$146) to RMB10,000 (approximately
US$1,462) for each non-registered lease. If such fines are imposed, the maximum penalty we may
be required to pay would be approximately RMB40,000 in aggregate. See “Business — Properties.”

RISKS RELATING TO THE [REDACTED]

There has been no prior public market for our Shares and the liquidity and market price of our
Shares may be volatile.

Prior to completion of the [REDACTED], there has been no public market for our Shares. There
can be no guarantee that an active trading market for our Shares will develop or, if it does develop,
that it will be sustained after completion of the [REDACTED]. The [REDACTED] is the result of
negotiations between our Company and the [REDACTED] (for themselves and on behalf of the
[REDACTED]), which may not be indicative of the price at which our Shares will be traded
following completion of the [REDACTED]. The market price of our Shares may drop below the
[REDACTED] at any time after completion of the [REDACTED].
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The market price for our Shares may be volatile, which could result in substantial losses to you.

The market price for our Shares may be volatile and subject to wide fluctuations in response to
factors such as actual or anticipated fluctuations in our periodic results of operations, short sellers
changes in financial estimates by securities research analysts, negative publicity, studies or reports,
changes in the economic performance or market valuations of other companies operating in our
industry, announcements by us or our competitors of material acquisitions, investments, strategic
relationships, joint ventures or capital commitments, fluctuations of exchange rates, intellectual
property litigation, release of [REDACTED] or other transfer restrictions on our outstanding
Shares, and economic or political conditions of the countries where we primarily operate our
business, such as Singapore, China, the United States and Germany. Volatility in global capital
markets, as was experienced during the global financial crisis and the European debt crisis, could
also have an adverse effect on the market price of our Shares. Furthermore, the securities market
has from time to time experienced significant price and volume fluctuations that are not related to
the operating performance of particular companies. These market fluctuations may also materially
and adversely affect the market price of our Shares.

You will incur immediate and substantial dilution and may experience further dilution in the
future.

As the [REDACTED] of our Shares is higher than the net tangible book value per Share of our
Shares immediately prior to the [REDACTED], purchasers of our Shares in the [REDACTED] will
experience an immediate dilution. If we issue additional Shares in the future, purchasers of our
Shares in the [REDACTED] may experience further dilution in their shareholding percentage.

The actual or perceived sale or availability for sale of substantial amounts of our Shares,
especially by our Directors, executive officers and Controlling Shareholders or other substantial
Shareholders, could adversely affect the market price of our Shares.

Future sales of a substantial number of our Shares, especially by our Directors, executive officers
and Controlling Shareholders, or the perception or anticipation of such sales, could negatively
impact the market price of our Shares and our ability to raise equity capital in the future at a time
and price that we deem appropriate.

The Shares held by our Controlling Shareholders are subject to certain [REDACTED] periods
beginning on the date on which trading in our Shares commences on the Stock Exchange. While we
currently are not aware of any intention of such persons to dispose of significant amounts of their
Shares after the expiry of the [REDACTED] periods, we cannot assure you that they will not
dispose of any Shares they may own now or in the future.

Our Controlling Shareholders may exert substantial influence over us and may not act in the best
interests of our independent Shareholders.

Immediately following completion of the [REDACTED] and the [REDACTED] (assuming the
[REDACTEDY] is not exercised and without taking into account the Deferred Settlement Shares),
our Controlling Shareholders will beneficially own approximately [REDACTED]% of our issued
Shares. Our Controlling Shareholders will be in a position to exert significant influence over the
affairs of our Company and will be able to influence the outcome of any Shareholders’ ordinary
resolutions, irrespective of how other shareholders vote. The interests of our Controlling
Shareholders may not necessarily be aligned with the interests of our Shareholders as a whole, and
this concentration of ownership may also have the effect of delaying, deferring or preventing a
change in control of our Company.
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We have no plans to pay regular dividends, so you may not receive funds without selling your
Shares.

We have no plans to pay regular dividends on our Shares, and have not declared or paid any
dividends since our incorporation. We generally intend to invest our future earnings, if any, to fund
our growth. Any payment of future dividends will be at the discretion of our board of directors and
will depend on, among other things, our earnings, financial condition, capital requirements, level
of indebtedness, statutory and contractual restrictions applying to the payment of dividends and
other considerations that our board of directors deems relevant. Accordingly, you may have to sell
some or all of your Shares in order to generate cash flow from your investment. You may not receive
a gain on your investment when you sell your Shares and you may lose the entire amount of your
investment.

You may face difficulties in protecting your interests because we are incorporated under Cayman
Islands law.

We are an exempted company incorporated in the Cayman Islands with limited liability, and the law
of the Cayman Islands differs in some respects from that of Hong Kong, the U.S. or other
jurisdictions where investors may be located.

Our corporate affairs are governed by our Memorandum and Articles, the Cayman Islands
Companies Law and common law of the Cayman Islands. The rights of shareholders to take legal
action against our Directors and us, and actions by minority shareholders and the fiduciary
responsibilities of our Directors to us under Cayman Islands law are to a large extent governed by
the common law of the Cayman Islands. The common law of the Cayman Islands is derived in part
from comparatively limited judicial precedent in the Cayman Islands as well as from English
common law, which has persuasive, but not binding, authority on a court in the Cayman Islands. The
rights of our shareholders and the fiduciary responsibilities of our directors under Cayman Islands
law are not as clearly established as they would be under statutes or judicial precedents in Hong
Kong, China, the United States or other jurisdictions where investors may be located. In particular,
the Cayman Islands have a less developed body of securities laws and provide significantly less
protection to investors.

As a result of all of the above, our public shareholders may have more difficulty in protecting their
interests through actions against our management, directors or major shareholders than would
shareholders of a Hong Kong company, a United States company or companies incorporated in other
jurisdictions. For example, the Cayman Islands does not have a statutory equivalent of section 724
of the Companies Ordinance, which provides a remedy for shareholders who have been unfairly
prejudiced by the conduct of the company’s affairs.

There can be no assurance of the accuracy or completeness of certain facts, forecasts and other
statistics obtained from various government publications, market data providers and other
independent third-party sources, including the industry expert reports, contained in this
document.

This document, particularly the section headed “Industry Overview,” contains information and
statistics relating to the gaming and other industries. Such information and statistics have been
derived from market data providers, independent third-party sources, third-party reports
commissioned by us, various government publications and other publicly available sources. We
believe that the sources of the information are appropriate sources for such information, and we
have taken reasonable care in extracting and reproducing such information. However, we cannot
guarantee the quality or reliability of such source materials.
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The information/facts, forecasts and other statistics have not been independently verified by us or
any of the Relevant Persons, and no representation is given as to their accuracy and/or
completeness. Collection methods of such information may be flawed or ineffective, or there may
be discrepancies between published information and market practice, which may result in the
statistics included in this document being inaccurate or not comparable to statistics produced for
other economies. You should therefore not place undue reliance on such information. In addition,
we cannot assure you that such information is stated or compiled on the same basis or with the same
degree of accuracy as similar statistics presented elsewhere. See “— Risks Relating to our Business
and Industries — Differences in the assumptions and estimates adopted by the two industry
consultants that we commissioned to prepare reports, and limitations on certain data available to
them may impact the comparability of certain industry data.” In any event, you should consider
carefully the importance placed on such information or statistics.

Differences in the assumptions and estimates adopted by the two industry consultants that we
commissioned to prepare reports, and limitations on certain data available to them may impact
the comparability of certain industry data.

In connection with the [REDACTED], we commissioned Newzoo and Frost & Sullivan to conduct
market research on the global entertainment industry, certain gaming-related industries, our brand
and the lifestyle of gamers. We commissioned Newzoo to conduct market research on global games,
gaming peripherals and systems, esports, mobile gaming, smartphones and software, as well as
virtual reality, augmented reality, virtual credits and the lifestyle of millennials. We commissioned
Frost & Sullivan to conduct market research on the global entertainment industry, our competitive
landscape, our brand and the lifestyle of gamers. Each of Newzoo and Frost & Sullivan uses
different assumptions and estimates, and limitations on certain data available to them may impact
the comparability of certain industry data.

You should read the entire document carefully and should not rely on any information contained
in press articles or other media regarding us and the [REDACTED)].

We strongly caution you not to rely on any information contained in press articles or other media
regarding us and the [REDACTED]. Prior to the publication of this document, there has been press,
media and/or research analyst coverage regarding us and the [REDACTED]. Such press and media
coverage may include references to certain information that does not appear in this document,
including certain operating and financial information and projections, valuations and other
information. We have not authorized the disclosure of any such information in the press, media or
research analyst reports and do not accept any responsibility for any such press, media or research
analyst coverage or the accuracy or completeness of any such information or publication. We make
no representation as to the appropriateness, accuracy, completeness or reliability of any such
information or publication. To the extent that any such information is inconsistent or conflicts with
the information contained in this document, we disclaim responsibility for it and you should not rely
on such information.
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In preparation for the [REDACTED], we have sought the following waivers and exemption from
strict compliance with the relevant provisions of the Listing Rules or the Companies (Winding Up
and Miscellaneous Provisions) Ordinance.

WAIVER IN RELATION TO MANAGEMENT PRESENCE IN HONG KONG

Pursuant to Rules 8.12 of the Listing Rules, we must have sufficient management presence in Hong
Kong. This normally means that at least two of our executive Directors must be ordinarily resident
in Hong Kong.

Our headquarters and most of our business operations are based, managed and conducted in
Singapore and the United States. Currently, all of our executive Directors are ordinarily resident in
Singapore. The majority of the senior management team is based in Singapore and they manage the
Group’s business operations from Singapore. Historically, the Board has typically met in Singapore.
As the executive Directors play very important roles in our Company’s business operations, it is in
our best interests for them to be based in the places where our Group has significant operations.
Therefore, our Company does not, and in the foreseeable future will not, have sufficient
management presence in Hong Kong for the purpose of satisfying the requirements under Rules
8.12 of the Listing Rules.

Accordingly, we have applied to the Stock Exchange for, and the Stock Exchange [has granted us],
a waiver from strict compliance with the requirements under Rules 8.12 of the Listing Rules, subject
to the following conditions. In order to maintain regular and effective communication with the
Stock Exchange, we will put in place the following measures between the Stock Exchange and us:

(a) We have appointed Mr. Tan and Mr. Chan Thiong Joo Edwin as our authorized representatives
(“Authorized Representatives”) for the purpose of Rules 3.05 of the Listing Rules, and have
appointed Mr. Choo Wei Pin, as the alternate authorized representative. The Authorized
Representatives will act as our Company’s principal channel of communication with the Stock
Exchange. The Authorized Representatives will be readily contactable by phone, facsimile and
email to promptly deal with enquiries from the Stock Exchange, and will also be available to
meet with the Stock Exchange to discuss any matters within a reasonable period of time upon
request of the Stock Exchange. Their contact details (including mobile phone numbers, office
phone numbers, email addresses, facsimile numbers and correspondence addresses) have been
provided to the Stock Exchange;

(b) When the Stock Exchange wishes to contact the Directors on any matter, each of the
Authorized Representatives will have all necessary means to contact all of our Directors
(including our independent non-executive Directors) and senior management team promptly
at all times. Our Company will also inform the Stock Exchange promptly in respect of any
changes in the Authorized Representatives. We have provided the Stock Exchange with the
contact details (i.e. mobile phone number, office phone number, fax number (if available) and
email address) of each Director to facilitate communication with the Stock Exchange;

(c¢) In addition to the appointment of the Authorized Representatives, Ms. Chan Wai Ling, one of
our joint company secretaries and a Hong Kong resident, will, among other things, act as our
Company’s additional channel of communication with the Stock Exchange and be able to
answer enquiries from the Stock Exchange. Ms. Chan will maintain contact with our Directors
and senior management through various means, including regular meetings and telephone
discussions whenever necessary;

(d) Each Director who does not ordinarily reside in Hong Kong possesses or can apply for valid
travel documents to visit Hong Kong and can meet with the Stock Exchange within a
reasonable period upon request of the Stock Exchange;
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(e) We have appointed Anglo Chinese Corporate Finance, Limited as our compliance adviser (the
“Compliance Adviser”) upon [REDACTED] pursuant to Rule 3A.19 of the Listing Rules for
a period commencing on the [REDACTED] and ending on the date on which we comply with
Rule 13.46 of the Listing Rules in respect of our financial results for the first full financial
year commencing after the [REDACTED]. The Compliance Adviser will have access at all
times to our Authorized Representatives, the Directors and other senior management and act
as the additional channel of communication with the Stock Exchange and answer enquiries
from the Stock Exchange. The contact details of the Compliance Adviser have been provided
to the Stock Exchange. We will also inform the Stock Exchange promptly in respect of any
change in the Compliance Adviser;

(f) We shall ensure that there are adequate and efficient means of communication among our
Company, our Authorized Representatives, our Directors, and other officers and the
Compliance Adviser, and will keep the Compliance Adviser fully informed of all
communications and dealings between us and the Stock Exchange; and

(g) In addition to the Compliance Adviser’s role and responsibilities after the [REDACTED] (i)
to inform us on a timely basis of any amendment or supplement to the Listing Rules and any
new or amended law, regulations or codes in Hong Kong applicable to the Company, and (ii)
to provide advice to us on the continuing requirements under the Listing Rules and applicable
laws and regulations, we will retain a Hong Kong legal adviser to advise us on compliance
with the Listing Rules and other applicable Hong Kong laws and regulations after the
[REDACTED].

WAIVER IN RESPECT OF JOINT COMPANY SECRETARIES

Pursuant to Rules 8.17 and 3.28 of the Listing Rules, the company secretary must be an individual
who, by virtue of his or her academic or professional qualifications or relevant experience, is, in
the opinion of the Stock Exchange, capable of discharging the functions of the company secretary.

Our Company appointed Mr. Choo Wei Pin and Ms. Chan Wai Ling of Corporate Services of Tricor
Services Limited as our joint company secretaries. Ms. Chan is a fellow of both The Hong Kong
Institute of Chartered Secretaries and therefore meets the qualification requirements under Note 1
to Rule 3.28 of the Listing Rules and is in compliance with Rule 8.17 of the Listing Rules.

Mr. Choo is currently a member of the senior management of the Company and has been primarily
responsible for overseeing corporate development and legal affairs of the Company since January
2015. Mr. Choo has been our company secretary since July 2015, has more than 15 years of
experience as a legal practitioner and is familiar with the internal management of our Company. Mr.
Choo was also the company secretary of CapitaMalls Asia Limited from 2012 to 2013. While Mr.
Choo does not possess the qualifications set out in Rule 3.28 of the Listing Rules, our Company
believes that it would be in the best interest of our Company and the corporate governance of the
Company to appoint Mr. Choo as our joint company secretary who possesses the relevant
experience of the Company’s corporate development and legal affairs.

Accordingly, while Mr. Choo does not possess the formal qualifications required of a company
secretary under Rule 3.28 of the Listing Rules, we have applied to the Stock Exchange for, and the
Stock Exchange [has granted], a waiver from strict compliance with the requirements under Rules
3.28 and 8.17 of the Listing Rules such that Mr. Choo may be appointed as a joint company
secretary of our Company.

The waiver was granted for [a three-year period on the condition that Ms. Chan, as a joint company
secretary of our Company, will work closely with, and provide assistance to, Mr. Choo in the
discharge of his duties as a joint company secretary and in gaining the relevant experience as
required under Rule 3.28 of the Listing Rules and to become familiar with the requirements of the
Listing Rules and other applicable Hong Kong laws and regulations. Given Ms. Chan’s professional
qualifications and experience, she will be able to explain to both Mr. Choo and the Company the
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relevant requirements under the Listing Rules. She will also assist Mr. Choo in organizing board
meetings and shareholders’ meetings of the Company as well as other matters of the Company
which are incidental to the duties of a company secretary. Ms. Chan is expected to work closely with
Mr. Choo, and will maintain regular contact with Mr. Choo and the Directors and senior
management of the Company. The waiver will be revoked immediately if Ms. Chan ceases to
provide assistance to Mr. Choo as the joint company secretary for the three-year period after
[REDACTED]. In addition, Mr. Choo will comply with the annual professional training
requirement under Rule 3.29 of the Listing Rules and will enhance his knowledge of the Listing
Rules during the three-year period from the [REDACTED].]

Our Company will further ensure that Mr. Choo has access to the relevant training and support that
would enhance his understanding of the Listing Rules and the duties of a company secretary of an
issuer listed on the Stock Exchange, and to receive updates on the latest changes to the applicable
Hong Kong laws, regulations and the Listing Rules. At the end of the three-year period, the
qualifications and experience of Mr. Choo and the need for on-going assistance of Ms. Chan will
be further evaluated by our Company. We will liaise with the Stock Exchange to enable it to assess
whether Mr. Choo, having benefited from the assistance of Ms. Chan for the preceding three years,
will have acquired the skills necessary to carry out the duties of company secretary and the
“relevant experience” within the meaning of Rule 3.28 Note 2 of the Listing Rules so that a further
waiver will not be necessary.

Please refer to the section headed “Directors and Senior Management” in this document for further
information regarding the qualifications of Mr. Choo and Ms. Chan.

EXEMPTION FROM DISCLOSURE OF THE RESIDENTIAL ADDRESS

We have applied for, and the SFC [has granted], a certificate of exemption pursuant to Section
342A(1) of the Companies (Winding Up and Miscellaneous Provisions) Ordinance from strict
compliance with the requirements of paragraph 6 of Part I of the Third Schedule to the Companies
(Winding Up and Miscellaneous Provisions) Ordinance, in respect of the disclosure of the
residential address of Mr. Tan, one of our executive Directors, our chief executive officer and
chairman of the Board, on the basis that such disclosure would be unduly burdensome for Mr. Tan.
Mr. Tan has a high profile in the games industry and his exposure is far wider than just the
Shareholders and investors of the Company. Accordingly, the disclosure of such information may
expose Mr. Tan and his family to personal safety risks. As such, the business address of Mr. Tan is
disclosed in place of his residential address in this document.
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DIRECTORS AND PARTIES INVOLVED IN THE [REDACTED]

DIRECTORS

Name Address Nationality
Executive Directors

Mr. Min-Liang Tan 514 Chai Chee Lane Singaporean
(BRI 3E) #07-05
Singapore 469029

Mr. Khaw Kheng Joo 61 Holland Grove Drive Singaporean
(FPEEA) Singapore 278889

Mr. Chan Thiong Joo Edwin 335 Bukit Timah Road Singaporean
(G J=AH) #13-03

Singapore 259718
Non-Executive Director

Mr. Lim Kaling 30 Bin Tong Park Singaporean
(FRFEM) Singapore 269811

Independent Non-Executive Directors

Mr. Gideon Yu 50 Barry Lane American
Atherton, CA 94027-4022
United States

Mr. Chau Kwok Fun Kevin 52 Plantation Road, House 6 Chinese
(JE 1 &) The Peak
Hong Kong
Mr. Lee Yong Sun 41 Barker Road Singaporean
(=G Barker Villa
6/F Flat A
Hong Kong

Please refer to the section headed “Directors and Senior Management” in this document for further
information with respect to our Directors.

PARTIES INVOLVED IN THE [REDACTED]

Joint Sponsors Credit Suisse (Hong Kong) Limited
Level 88, International Commerce Centre
1 Austin Road West
Kowloon
Hong Kong

UBS Securities Hong Kong Limited
42/F, One Exchange Square

8 Connaught Place

Central

Hong Kong
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[REDACTED]

Legal Advisers to Our Company As to Hong Kong and United States Law:

Davis Polk & Wardwell

The Hong Kong Club Building
3A Chater Road

Hong Kong

As to Cayman Islands Law:

Maples and Calder (Hong Kong) LLP
53rd Floor, The Center

99 Queen’s Road Central

Central, Hong Kong
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As to Singapore Law:

Pinsent Masons MPillay LLP
16 Collyer Quay

#22-00

Singapore

049318

Singapore

As to PRC Law:

Grandall Law Firm
23/F, Garden Square
968 West Beijing Road
Shanghai, China

As to German Law:

Hengeler Mueller
Partnerschaft von
Rechtsanwilten mbB
Bockenheimer Landstrasse 24
60323 Frankfurt am Main

Germany
Legal Advisers to the [REDACTED] [REDACTED]
[REDACTED] to the Company [REDACTED]
Reporting Accountant KPMG

8th Floor

Prince’s Building
10 Chater Road
Central

Hong Kong
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Compliance Adviser Anglo Chinese Corporate Finance, Limited
40th Floor, Two Exchange Square
8 Connaught Place
Central
Hong Kong

Industry Consultants Frost & Sullivan (S) Pte Ltd.
100 Beach Road
#29-11/01
Singapore 530420

Newzoo International B.V.
Danzigerkade 9D, 1013AP
Amsterdam

The Netherlands
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CORPORATE INFORMATION

Registered office

Corporate headquarters

Principal place of business in Hong Kong

Company’s website

Joint Company Secretaries

Audit and Risk Management Committee

Remuneration Committee

Nomination Committee

Authorized Representatives

Maples Corporate Services Limited
PO Box 309 Ugland House

Grand Cayman KY1-1104

Cayman Islands

201 3rd Street, Suite 900
San Francisco, CA 94103
United States

514 Chai Chee Lane
#07-05
Singapore 469029

Room 2008, 20/F., Fortress Tower
250 King’s Road

North Point

Hong Kong

Www.razerzone.com
(The contents on this website do not form part
of this document)

Mr. Choo Wei Pin (KEUJH)

(Advocate and solicitor of the Supreme Court
of the Republic of Singapore)

514 Chai Chee Lane

#07-05

Singapore 469029

Ms. Chan Wai Ling (BR#E%)

(Member of The Hong Kong Institute of
Chartered Secretaries, member of The Institute
of Chartered Secretaries and Administrators)
Level 54, Hopewell Centre

183 Queen’s Road East

Hong Kong

Mr. Chau Kwok Fun Kevin (J&E )
(Chairman)

Mr. Gideon Yu

Mr. Lee Yong Sun (ZHEH

Mr. Gideon Yu (Chairman)
Mr. Min-Liang Tan (B 5%)
Mr. Chau Kwok Fun Kevin (J# B )

Mr. Lee Yong Sun (ZEH#) (Chairman)
Mr. Lim Kaling (FFEHK)
Mr. Chau Kwok Fun Kevin (J& B )

Mr. Min-Liang Tan (B ERA%)
Mr. Chan Thiong Joo Edwin (¥ JZ#)
Mr. Choo Wei Pin (%R E4H)
(Alternate Authorized Representative)

514 Chai Chee Lane
#07-05
Singapore 469029
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[REDACTED]

Principal bankers DBS Bank Ltd
12 Marina Boulevard, Level 3
Marina Bay Financial Centre Tower 3
Singapore 018982

Goldman Sachs (Singapore) Pte. Ltd.
1 Raffles Link #07-01
Singapore 039393

JPMorgan Chase Bank, N.A.
168 Robinson Road #17-01
Capital Tower

Singapore 068912

Standard Chartered Bank

8 Marina Boulevard #27-01

Marina Bay Financial Centre Tower 1
Singapore 018981

United Overseas Bank Limited
80 Raffles Place

UOB Plaza

Singapore 048624

— 67 —



This document is in draft form, incomplete and subject to change and the information must be read in conjunction with the section
headed “warning” on the cover of this document.

HISTORY AND CORPORATE STRUCTURE

OVERVIEW

We were founded in 2005 by Mr. Tan and Mr. Robert Krakoff, to design products for gamers, by
gamers. Our dual global headquarters are located in San Francisco, California and Singapore. Our
Singapore office serves as the nexus for most of our general, administration, legal and finance
functions and supply chain management operations.

OUR BUSINESS MILESTONES

The following table illustrates the key milestones of our corporate and business development:

Year Milestone

2005 . Founding of our Company and establishment of our dual global
headquarters in San Diego, California and Singapore

. Launch of flagship gaming mouse
2007 . Launch of flagship gaming keyboard
2009 . Redesignation our global co-headquarters from San Diego, California to

San Francisco, California
2010 . Establishment of our China regional headquarters in Shanghai
. Completion of the Series A Preferred Shares investments
. Launch of flagship gaming headset
2011 . Opening of R&D center in Taipei
2012 . Launch of software platform initiative with Razer Synapse 10T platform
. Launch of flagship gaming laptop
2014 . Launch of Razer Cortex
2015 . Completion of the Series B Preferred Shares investments
. Opening of first three RazerStores in Taipei, Manila and Bangkok
. Acquired certain assets of OUYA, Inc.
. Launch of Razer Music initiative

. Launch of Razer Chroma
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Year Milestone

2016 °

2017 .

Completion of the Series C Preferred Shares investments
Acquisition of certain assets from Slot Speaker Technologies, Inc.

Opening of fourth and fifth RazerStores in San Francisco, California and
Shanghai

Launch of zVentures

Acquisition of certain Nextbit Systems Inc. assets
Launch of services initiative with Razer zGold
Completion of the MOL Global investment
Completion of Series D Preferred Shares investments
Opening of sixth RazerStore in Hong Kong

Announcement of partnership with CK Hutchison’s Three Group

OUR MAJOR SUBSIDIARIES AND OPERATING ENTITIES

The detailed information of each member of our Group that made a material contribution to our
results of operations during the Track Record Period are shown below:

Place of Date of
Name of company incorporation incorporation Principal business activities
Razer (Asia-Pacific)  Singapore December 19, Design, manufacture,

Pte. Ltd. 2003 distribution, research and
development of computer
peripherals, systems and
accessories

Razer USA Ltd. United States November 30, Trading of computer peripherals,
2004 systems and accessories
Razer (Europe) Germany September 20, Trading of computer peripherals
GmbH 2007 and accessories
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OUR CORPORATE HISTORY AND MAJOR SHAREHOLDING CHANGES OF OUR
GROUP

1.

Establishment of our Group

On December 19, 2003, Razer (Asia-Pacific) in Singapore was incorporated, which in turn
established Razer USA Ltd. in the State of Delaware, United States in 2004. Subsequently in
2005, Razer (Asia-Pacific) completed the acquisition of the “Razer” brand and relevant
intellectual property rights from the original owners and commenced operations. “For Gamers.
By Gamers.™” has since been our Group’s tagline and mission statement.

For the biography of Mr. Tan, our co-founder, chairman of the Board, executive Director and
chief executive officer, please refer to the section headed “Directors and Senior Management
— Board of Directors — Executive Directors” in this document.

Mr. Robert Krakoff, our other co-founder, is a retired entrepreneur in the technology sector.
He is our President Emeritus and does not hold any executive position with the Company but
remains an adviser to the Company.

Immediately after its incorporation on December 19, 2003, Razer (Asia-Pacific) allotted and
issued at the subscription price of S$1.00 per share, 615 ordinary shares to Mr. Tan and 10
ordinary shares to a nominee, who transferred all the 10 ordinary shares to Mr. Tan on
February 4, 2005 at a consideration of S$10.00.

Allotment and Issue of Ordinary Shares by Razer (Asia-Pacific)

From 2005 to 2012, Razer (Asia-Pacific) allotted and issued ordinary shares, at an average
subscription price of approximately US$13.34, such that immediately before the restructuring
of the Company on November 8, 2012, an aggregate of 656,571 ordinary shares were held by
various shareholders as follows:

Number of

ordinary shares

of Razer

Name (Asia-Pacific)
Maverick Investments Ltd'" .. ... ... .. . ... 312,816
Primerose Ventures Inc® . .. ... . 190,797
Lim Teck Lee Land Pte Ltd® ... ..... .. ... ... ................. 40,105
d’Anconia Investments Led ... .. 22,707
Mr. Tan . ... e 19,389
Koh Boon Hwee . . ... ... . . . 14,896
Razer (Asia-Pacific)® ... . ... 55,861
Total . . ... 656,571

Notes:
(D Maverick Investments Ltd and d’Anconia Investments Ltd are companies wholly-owned by Mr. Tan.

(2) Lim Teck Lee Land Pte Ltd and Primerose Ventures Inc are companies 92% owned and indirectly
wholly-owned by Mr. Lim Kaling, respectively.

3) Held as treasury shares by Razer (Asia-Pacific).
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3. Allotment and Issue of Series A Preferred Shares by Razer (Asia-Pacific)

On May 16, 2007, Razer (Asia-Pacific) entered into a series of share subscription agreements
with each of the Series A preferred shareholders, pursuant to which each of the Series A
preferred shareholders agreed to subscribe for the number of Series A preferred shares of
Razer (Asia-Pacific) set out below at an average price of US$76.15 per share. On June 21,
2007, the relevant shares were allotted and issued by Razer (Asia-Pacific) to the Series A
preferred shareholders as follows:

Number of

Series A

preferred shares
Name of Series A preferred shareholder of Razer of Razer
(Asia-Pacific) (Asia-Pacific) Consideration
Pi Holdings Limited . ........................ 13,132 US$1,000,043.82
Primerose Ventures Inc.” ... ... . ... ... .. ..., 11,819 US$ 900,054.67
Sandmount Investments Limited .. ............. 8,536 US$ 650,043.72
Mr. Loh Kim Guan. . ..., 6,566 US$ 500,021.91
Mr. Loh Kim Kang David .................... 6,566 US$ 500,021.91
Mr. Han Seng Juan.......... ... ... ... .... 6,566 US$ 500,021.91
Mr. Chandra Mohan s/o Rethnam .............. 3,283 US$ 250,010.96
Mr. Wong Kok Hoe . ........................ 3,283 US$ 250,010.96
Mr. Low Check Kian . ........... ... ... ...... 3,283 US$ 250,010.96
Maverick Investments Ltd.® . ... ... ... ... ..., 2,627 US$ 200,054.46
Mr. Lee Hsien Yang . ............ ... ........ 2,627 US$ 200,054.46
Dr. Henry Tay Yun Chwan ................... 2,627 US$ 200,054.46
Mr. Dilhan Pillay Sandrasegara................ 2,627 US$ 200,054.46
Ms. Adeline Koh Ai Ling .................... 2,627 US$ 200,054.46
Mr. The Lip Oei @ Suliwi . .................. 2,627 US$ 200,054.46
Mr. Robert Tan Kah Boh . .................... 1,314 US$ 100,065.30
Mr. Chan Whye Mun ............ ... ... .... 1,314 US$ 100,065.30
Mr. Tang Wee Loke . ........ ... ... ... .... 1,314 US$ 100,065.30
Total . ...... ... . . . . . . .. 82,738 US$6,300,763.48

Notes:
(1) Primerose Ventures Inc. is a company indirectly wholly-owned by Mr. Lim Kaling.

(2) Maverick Investments Ltd. is a company wholly-owned by Mr. Tan.

On October 25, 2007, Razer (Asia-Pacific) entered into share subscription agreements with
Razer Employee Pte. Ltd. and Mr. Tan Chow Boon respectively, pursuant to which Razer
Employee Pte. Ltd. and Mr. Tan Chow Boon agreed to subscribe for 11,160 and 3,940 Series
A preferred shares (at an average price of US$76.15 per share) at the consideration of
US$849,869.71 and US$300,043.61 respectively. On July 11, 2008, the relevant shares were
allotted and issued by Razer (Asia-Pacific) to Razer Employee Pte. Ltd. and Mr. Tan Chow
Boon respectively.
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From January 2008 to September 2009, eight Series A preferred shareholders exercised their
first call options under the share subscription agreements dated May 16, 2007 and October 25,
2007 respectively at an exercise price of US$76.1532 per share, and Razer (Asia-Pacific)
issued Series A preferred shares to them as follows:

Number of
Series A
preferred
Name of Series A shares of
preferred shareholder of Razer
Date of allotment Razer (Asia-Pacific) (Asia-Pacific) Consideration
January 31, 2008 ........ Sandmount Investments
Limited 2,035 US$154,971.76
February 11, 2008 ....... Mr. Dilhan Pillay
Sandrasegara 657 US$ 50,032.65
February 26, 2008 .. ... .. Primerose Ventures Inc.!” 2,955 US$225,032.71
April 14, 2008 .......... Mr. Chandra Mohan s/o
Rethnam 821 USS$ 62,521.78
April 14, 2008 .......... Mr. Wong Kok Hoe 821 US$ 62,521.78
July 30, 2008 ........... Razer Employee Pte. Ltd. 2,790 US$212,467.43
September 3, 2009 ....... Mr. Lee Hsien Yang 1,314 US$100,065.30
September 14, 2009 ... ... Mr. Robert Tan Kah Boh 658 US$ 50,108.81
Total 12,051 US$917,722.22
Note:

(1) Primerose Ventures Inc. is a company indirectly wholly-owned by Mr. Lim Kaling.

On January 1, 2010, Ms. Chong Chiet Ping entered into a share subscription agreement with
Razer (Asia-Pacific) pursuant to which Ms. Chong Chiet Ping agreed to subscribe for a total
of 3,500 Series A preferred shares of Razer (Asia-Pacific) at an average price of US$76.15 per
share and for a total consideration of US$266,536.20. On February 3, 2010, the relevant Series
A preferred shares of Razer (Asia-Pacific) were allotted and issued by Razer (Asia-Pacific) to
Ms. Chong Chiet Ping.

On July 15, 2010, Razer Employee Pte. Ltd. exercised its second call option under the share
subscription agreement dated October 25, 2007 at an exercise price of US$76.15 per share and
for a total consideration of US$424,934.86, and Razer (Asia-Pacific) allotted and issued 5,580
Series A preferred shares of Razer (Asia-Pacific) to Razer Employee Pte. Ltd..

For further details of the allotment and issue described above, please refer to the sub-section
headed “[REDACTED] Investments” in this section.

4.  Transfer of Series A Preferred Shares of Razer (Asia-Pacific) and Re-designation to Series
B Preferred Shares

On October 1, 2011, Yong Xiang Capital Holdings I, Ltd. and Yong Xiang Capital Holdings
II, Ltd. entered into an investment agreement with Razer (Asia-Pacific), as supplemented by
a supplemental deed dated February 16, 2012, under which Yong Xiang Capital Holdings I,
Ltd. and Yong Xiang Capital Holdings II, Ltd. proposed to, among others, acquire Series A
preferred shares of Razer (Asia-Pacific) from the then existing Series A preferred shareholders
of Razer (Asia-Pacific).
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On November 5, 2011, Yong Xiang Capital Holdings I, Ltd. and Yong Xiang Capital Holdings
II, Ltd. proposed to acquire Series A preferred shares of Razer (Asia-Pacific) from the then
holders of Series A preferred shares via a tender offer at the subscription price of US$361.04
per share. Nine Series A preferred shareholders tendered their respective Series A preferred
shares on November 28, 2011, and the Series A preferred shares were transferred to Yong
Xiang Capital Holdings I, Ltd. and Yong Xiang Capital Holdings II, Ltd. respectively on
December 9, 2011 as follows:

Number of Number of

Series A Series A

preferred preferred

shares of shares of

Razer Razer Aggregate

(Asia-Pacific) (Asia-Pacific) Number of

transferred transferred Series A

to Yong to Yong preferred

Xiang Xiang shares of
Name of tendering Series  Capital Capital Razer
A preferred shareholder Holdings I, Holdings II, (Asia-Pacific)
of Razer (Asia-Pacific) Ltd. Consideration Ltd. Consideration transferred
Razer Employee Pte. Ltd. . 12,725 US$4,594,234 587 US$211,930.48 13,312
Mr. Han Seng Juan....... 4,072 US$1,470,154.88 188 US$67,875.52 4,260
Mr. Tan Chow Boon. .. ... 3,766 US$1,359,676.64 174 US$62,820.96 3,940
Sandmount Investments

Limited .............. 2,524 US$911,264.96 116 US$41,880.64 2,640
Mr. Loh Kim Guan. . ... .. 1,497 US$540,476.88 69 US$24,911.76 1,566
Mr. Loh Kim Kang David . 1,338 US$483,071.52 62 US$22,384.48 1,400
Ms. Adeline Koh Ai Ling . 1,268 US$457,798.72 59 US$21,301.36 1,327
Mr. The Lip Oei @
Suliwi ............... 1,269 US$458,159.76 58 US$20,940.32 1,327

Mr. Wong Kok Hoe ...... 627 US$226,372.08 29 US$10,470.16 656
Total .................. 29,086 US$10,501,209.44 1,342 US$484,515.68 30,428

Immediately upon the completion of the transfers described above, the Series A preferred
shares of Razer (Asia-Pacific) registered in the names of Yong Xiang Capital Holdings I, Ltd.
and Yong Xiang Capital Holdings II, Ltd. were re-designated to Series B preferred shares of
Razer (Asia-Pacific) on December 9, 2011.

In addition, pursuant to the investment agreement dated October 1, 2011, Razer (Asia-Pacific)
allotted and issued 2 and 34 Series B preferred shares of Razer (Asia-Pacific) to Yong Xiang
Capital Holdings I, Ltd. and Yong Xiang Capital Holdings II, Ltd. respectively on December
9, 2011, at the subscription price of US$386.83 and the consideration of US$773.66 and
US$13,152.22, respectively.

Pursuant to the share subscription agreement dated January 20, 2012, Razer (Asia-Pacific)
allotted and issued 6,462 Series B preferred shares of Razer (Asia-Pacific) to Sandalwood
Associates Limited on March 19, 2012 at the consideration of US$2,499,695.46.

For further details of the transfer, allotment and issue described above, please refer to the
sub-section headed “[REDACTED] Investments” in this section.

5. Incorporation of the Company

On May 18, 2012, the Company was incorporated in the Cayman Islands as an exempted
company with limited liability. Upon its incorporation, the Company had an authorized share
capital of US$50,000 divided into 50,000,000 Shares of par value of US$0.001 each, issued
subsequently to Conyers Trust Company (Cayman) Limited (100% equity interest) and on the
same day, one share was transferred to Mr. Tan.
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6. 2012 Restructuring, Allotment and Issue of Shares, Series A Preferred Shares and Series
B Preferred Shares by the Company

On November 7, 2012, the authorized share capital of the Company was changed from
US$50,000 divided into 50,000,000 Shares of par value of US$0.001 each, to US$50,000
divided into 4,000,000 Shares of par value of US$0.01 each, 500,000 Series A Preferred
Shares of par value of US$0.01 each and 500,000 Series B Preferred Shares of par value of
US$0.01 each.

Immediately prior to the restructuring of the Company on November 8, 2012, an aggregate of
88,541 Series A preferred shares in Razer (Asia-Pacific) were held as follows:

Number of

Series A

preferred shares

of Razer

Name of Series A preferred shareholder of Razer (Asia-Pacific) (Asia-Pacific)
Primerose Ventures Inc. " . .. .. .. . . 14,774
Pi Holdings Limited ... ....... ... .. ... . i 13,132
Sandmount Investments Limited .. ........ ... ... ... . ... ... ...... 7,931
Razer Employee Pte. Ltd. ...... ... .. .. .. ... . .. ... 6,218
Mr. Loh Kim Kang David .. ........ ... .. ... .. ... . 5,166
Mr. Loh Kim Guan . . ... ... 5,000
Mr. Chandra Mohan s/o Rethnam .. ........ ... .. ... .. .. .. ....... 4,104
Mr. Lee Hsien Yang . ... ... ... 3,941
Ms. Chong Chiet Ping .. ... ... . . .. 3,500
Mr. Wong Kok Hoe ........ .. . . . 3,448
Mr. Dilhan Pillay Sandrasegara . ................... ... .o .. 3,284
Mr. Low Check Kian ... ... ... 3,283
Maverick Investments Ltd® .. ... ... . .. .. 2,627
Dr. Henry Tay Yun Chwan. . ........ ... .. ... . .. . . ... 2,627
Mr. Han Seng Juan. ... ... ... . 2,306
Mr. Tan Kah Boh Robert .. ....... ... . . . . .. . . . . . . . . . . . 1,972
Mr. Tang Wee Loke ... ... 1,314
Mr. Chan Whye Mun .. ... ... 1,314
Ms. Koh Ai Ling Adeline . ........ ... .. . ... 1,300
Mr. The Lip Oei @ Suliwi . ... i 1,300
Total . . ... . 88,541

Notes:
(1) Primerose Ventures Inc. is a company indirectly wholly-owned by Mr. Lim Kaling.

(2) Maverick Investments Ltd is a company wholly-owned by Mr. Tan.
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Immediately prior to the restructuring of the Company on November 8, 2012, an aggregate of
36,926 series B preferred shares of Razer (Asia-Pacific) were held as follows:

Number of

series B

preferred shares

of Razer

Name of series B preferred shareholder of Razer (Asia-Pacific) (Asia-Pacific)
Yong Xiang Capital Holdings I, Ltd .. ......... ... ... ... ... ... 29,120
Yong Xiang Capital Holdings II, Ltd . ......... ... ... ... ... ... 1,344
Sandalwood Associates Limited . ........... ... ... ... ... . ... ..... 6,462
Total . ... 36,926

The holders of an aggregate of 656,571 ordinary shares of Razer (Asia-Pacific) immediately
prior to the restructuring of the Company on November 8, 2012 are described above under the
heading of “2. Allotment and Issue of Ordinary Shares by Razer (Asia-Pacific).”

Pursuant to a restructuring agreement dated November 8, 2012 entered into between Razer
(Asia-Pacific), the Company and the relevant shareholders of Razer (Asia-Pacific):

. each of the shareholders (except the Company itself) holding ordinary shares of Razer
(Asia-Pacific) referred to in the subsection “2. Allotment and Issue of Ordinary Shares
of Razer (Asia-Pacific)” above transferred their ordinary shares of Razer (Asia-Pacific)
to the Company, in consideration of the Company allotting and issuing the same number
of Shares to them;

. each of the Series A preferred shareholders of Razer (Asia-Pacific) referred to above
transferred their Series A preferred shares of Razer (Asia-Pacific) to the Company, in
consideration of the Company allotting and issuing the same number of Series A
Preferred Shares of the Company to them; and

. each of the series B preferred shareholders of Razer (Asia-Pacific) referred to above
transferred their Series B preferred shares of Razer (Asia-Pacific) to the Company, in
consideration of the Company allotting and issuing the same number of Series B
Preferred Shares of the Company to them,

such that immediately upon the completion of the restructuring on November 8, 2012, the
Company held the entire issued share capital of Razer (Asia-Pacific), comprising 656,571
ordinary shares, 88,541 Series A preferred shares and 36,926 Series B preferred shares. The
Company also received all the shares of Razer (Asia-Pacific) held by the latter in treasury.
Accordingly, upon the completion of the restructuring, the Company became the sole
shareholder of Razer (Asia-Pacific), through which we have conducted all of our business
operations.

In connection with the restructuring, the Company allotted and issued an aggregate of 600,711
Shares, 88,541 Series A Preferred Shares and 36,926 Series B Preferred Shares to the parties
mentioned above.

For further details of the allotment and issue of Series A and Series B Preferred Shares above,
please refer to the sub-section headed “[REDACTED] Investments” in this section.
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7.  Allotment and Issue of Series B Preferred Shares by the Company

On April 17, 2013, the Company entered into a subscription agreement with the Series B
Preferred Shareholders referred to below, pursuant to which the Series B Preferred
Shareholders agreed to subscribe for a total of 33,427 Series B Preferred Shares at a price of
US$511.483 per share for a total consideration of US$17.1 million. On May 29, 2013, the
Company allotted and issued an aggregate of 33,427 Series B Preferred Shares as follows:

Number of

Series B

Name of Series B Preferred Shareholder Preferred Shares
Orchid Investments Pte. Ltd. . . ... .. ... .. . . . . . . . . . . . .. 19,550
Davinia Investment Ltd .. ... ... ... . ... . . . . 4,887
Lim Teck Lee Land Pte Ltd'V ... ... .. . . . .. . . . . 1,955
Sirius Financial Group Ltd ........ ... .. ... ... .. ... .. ... ..... 1,955
Mr. Gay Chee Chong . ......... e 1,173
Mr. Chandra Mohan s/o Rethnam . ............................... 977
Mr. George Yin SOON .. ... 977
Primerose Ventures Inc.Y ... ... ... 977
Chen Family Limited® .. ... .. ... . ... . .. ... .. ... ... 488
Ms. Loo Tze Lui .. ... 488
Total . . ... . 33,427

Notes:

(D) Lim Teck Lee Land Pte Ltd and Primerose Ventures Inc. are companies 92%-owned and indirectly
wholly-owned by Mr. Lim Kaling, respectively.

(2)  Chen Family Limited is a company jointly controlled by Mr. Tan.

For further details of the allotment and issue of Series B Preferred Shares above, please refer
to the sub-section headed “[REDACTED] Investments” in this section.

8.  Re-designation of Series B Preferred Shares to Series B-1 and Series B-2 Preferred
Shares

On September 30, 2014, the Series B Preferred Shares of the Company then in issue were
re-designated to Series B-1 Preferred Shares and Series B-2 Preferred Shares so as to identify
Shareholders that were granted the same rights in a single group.

The 36,926 Series B Preferred Shares which were allotted and issued on November 8, 2012,
as described in the sub-section headed *“6. 2012 Restructuring, Allotment and Issue of
Ordinary Shares, Series A Preferred Shares and Series B Preferred Shares by the Company”
above, were re-designated as Series B-1 Preferred Shares.

The 33,427 Series B Preferred Shares which were allotted and issued on May 29, 2013, as
described in the sub-section headed “7. Allotment and Issue of Series B Preferred Shares by
the Company” above, were re-designated as Series B-2 Preferred Shares.

9. Allotment and Issue of Series B-3 Preferred Shares by the Company

On September 30, 2014, the Company entered into a note purchase agreement with
Middlefield Ventures, Inc. pursuant to which Middlefield Ventures, Inc. agreed to subscribe
for a convertible promissory note with the principal amount of US$5 million issued by the
Company for a total consideration and principal amount of US$5 million. On March 31, 2015,
the Company allotted and issued a total of 2,877 Series B-3 Preferred Shares at an issue price
of US$1,737.92 per Share to Middlefield Ventures, Inc. as the consideration for the conversion
of the convertible promissory note.

On October 1, 2014, the Company paid Mr. Tan US$4,999,000 to repurchase 2,877 Shares
held by him at US$1,737.43 per Share.
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For further details of the allotment and issue of Series B-3 Preferred Shares above, please refer
to the sub-section headed “[REDACTED] Investments” in this section.

Transfer of Shares

From March 2015 to December 2015, the following transfers of Shares were made:

Number of Shares

Name of transferor Name of transferee Date of transfer transferred
Mr. Tan” ... ... .. Mr. Tan Kim Lee'”  March 5, 2015 1,151 Shares
Dr. Tan E-Ching" March 5, 2015 1,151 Shares
Ms. Tan E-Fang" March 5, 2015 1,151 Shares
Dr. Tan Min-Han‘" March 5, 2015 1,151 Shares
Chen Family April 23, 2015 9,029 Shares
(Hivemind) Holdings
Limited"
Mr. Chan Thiong Joo  May 6, 2015 1,151 Shares
Edwin®
Mr. Khaw Kheng May 6, 2015 1,439 Shares
Joo®
Ms. Chan Cheng May 6, 2015 290 Shares
Mun®
Maverick Chen Family April 23, 2015 312,816 Shares and
Investments Ltd."”  (Hivemind) Holdings 2,627 Series A
Limited" Preferred Shares
d’Anconia Chen Family April 23, 2015 22,707 Shares
Investments Ltd""” . (Hivemind) Holdings
Limited"
Chen Family Chen Family April 23, 2015 488 Series B-2
Limited® .. ... ... (Hivemind) Holdings Preferred Shares
Limited”
Primerose Voyager Equity April 15, 2015 159,758 Shares
Ventures Inc.® ... Limited®
The Company™ .... Mr. Koh Boon December 31, 1,151 Shares
Hwee™ 2015

Notes:

(1) Mr. Tan made these transfers to organize his and his family’s investments in the Company. Mr. Tan Kim Lee
is the father of Mr. Tan and Dr. Tan E-Ching, Ms. Tan E-Fang and Dr. Tan Min-Han are siblings of Mr. Tan.
Maverick Investments Ltd. and d’Anconia Investments Ltd are companies wholly-owned by Mr. Tan. Chen
Family Limited is a company jointly controlled by Mr. Tan.

Chen Family (Hivemind) Holdings Limited is an investment company incorporated in the British Virgin
Islands, and is jointly controlled by Chen Family (Global) Holdings Limited and Mr. Tan. Chen Family
(Global) Holdings Limited is an investment company incorporated in the British Virgin Islands, under the Chen
Family Trust established by Mr. Tan, our co-founder and executive Director, as the settlor. Julius Baer Trust
Company Guernsey Limited is the trustee of the Chen Family Trust, and Mr. Tan and his family members are
the beneficiaries of the Chen Family Trust. Mr. Tan is also the sole director of Chen Family (Hivemind)
Holdings Limited.

The transfers among these companies do not affect the ultimate beneficial ownership of the Shares by Mr. Tan
and are effected as part of the shareholding restructuring for Mr. Tan.

(2) Mr. Chan Thiong Joo Edwin has been our chief financial officer since June 2013 and was appointed as our
executive Director on June 21, 2017.

Mr. Khaw Kheng Joo has been our chief operating officer since June 2012 and was appointed as our executive
Director on June 21, 2017.
Ms. Chan Cheng Mun is an employee of the Company.

3) Primerose Ventures Inc. is a company indirectly wholly-owned by Mr. Lim Kaling. Voyager Equity Limited
is wholly-owned by Excelsior Equity Limited, a company which holds its shares in the Company in trust for
Mr. Lim and his family members. These transfers were effected to organize Mr. Lim Kaling’s investments in
the Company.

4) The Company transferred 1,151 Shares previously held as treasury shares to Mr. Koh Boon Hwee in

consideration of the latter’s service to the Company in his capacity as a director. Mr. Koh is no longer a
Director of the Company.
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12.

13.

Entering into of Technology Services Agreement with Minus Inc.

On November 30, 2015, Razer (Asia-Pacific) entered into a technology services agreement
with Minus Inc., a company incorporated in the United States which developed MeowChat, a
social chat mobile application, and Mr. Carl Hu, a shareholder of Minus Inc.. Pursuant to the
agreement, Minus Inc. agreed to provide services and grant licences in relation to its mobile
chat and photo sharing platform to the Group, and Mr. Carl Hu agreed to provide certain
consultancy services to the Group.

As consideration for the provision of the services and the grant of licences by Minus Inc. and
Mr. Carl Hu, Razer (Asia-Pacific) agreed to pay Minus Inc. and Mr. Carl Hu an aggregate of
approximately US$1,400,000, of which US$300,000 was paid in cash and approximately
US$1,100,000 was settled in the form of an issue of 633 Shares (based on an issue price of
US$1,737.43 per Share) allotted and issued by the Company to Minus Inc. on December 15,
2016.

Except for the issue of Shares as consideration for provision of services and grant of license,
Minus Inc. and Mr. Carl Hu are Independent Third Parties of the Company.

Allotment and Issue of Series C Preferred Shares by the Company

On February 21, 2016, the Company entered into an investment agreement with Digital Grid
(Hong Kong) Technology Co., Limited, pursuant to which the latter agreed to subscribe for
43,167 Series C Preferred Shares at a consideration of US$1,737.43 per Series C Preferred
Share for a total consideration of US$75,000,000.

On March 30, 2016, the authorized share capital of the Company was changed from
US$50,000 divided into 4,000,000 Shares of par value of US$0.01 each, 500,000 Series A
Preferred Shares of par value of US$0.01 each and 500,000 Series B Preferred Shares of par
value of US$0.01 each, to US$55,000 divided into 4,000,000 Shares of par value of US$0.01
each, 500,000 Series A Preferred Shares of par value of US$0.01 each, 500,000 Series B
Preferred Shares of par value of US$0.01 each and 500,000 Series C Preferred Shares of par
value of US$0.01 each.

On March 30, 2016, the Company allotted and issued 43,167 Series C Preferred Shares to
Digital Grid (Hong Kong) Technology Co., Limited.

On September 4, 2016, the Company entered into an investment agreement with HF
Technology Investment Limited pursuant to which the latter agreed to subscribe for 28,778
Series C Preferred Shares at a consideration of US$1,737.43 per Series C Preferred Share for
a total consideration of US$50,000,000. On December 1, 2016, the Company allotted and
issued 28,778 Series C Preferred Shares to HF Technology Investment Limited.

The proceeds from the Series C Preferred Shares investments amounted to US$125,000,000,
which were intended to be used for research and development and the operation of the Group’s
business.

For further details of the allotment of the Series C Preferred Shares above, please refer to the
sub-section headed “[REDACTED] Investments” in this section.

Acquisition of assets from Slot Speaker Technologies, Inc. (formerly known as THX
Ltd.)

On October 5, 2016, in order to develop our business in the certification of quality in cinema
sound systems, home theater audio and video systems, consumer electronics audio and video
systems, and automotive sound systems, our Company, through our wholly-owned subsidiary,
Razer Tone, Inc., entered into an asset purchase agreement with Slot Speaker Technologies,
Inc. in relation to the acquisition of certain assets of Slot Speaker Technologies, Inc.. These
assets included, among others, contracts, intellectual property and equipment.
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The consideration for the acquisition was comprised of (i) US$4,539,656.14 in cash; (ii) 6,298
Shares (based on an issue price of US$1,737.43 per Share); and (iii) 20 shares of Razer Tone,
Inc., payable to Slot Speaker Technologies, Inc. and/or any parties designated by Slot Speaker
Technologies, Inc.. The terms of the acquisition were negotiated on an arms’ length basis. The
acquisition, which was not subject to any regulatory approval, was properly and legally
completed on October 5, 2016, subject to the deferred payment of the consideration of the
acquisition to be satisfied by the issue of Shares as described below.

On October 5, 2016, Razer Tone, Inc. allotted and issued 20 shares to Archview Capital Ltd.,
as designated by Slot Speaker Technologies, Inc.. Following the allotment, Archview Capital
Ltd. held a 20% shareholding in Razer Tone, Inc.

On October 26, 2016, the Company allotted and issued 5,078 Shares to Archview Capital Ltd..
The Company will further allot and issue 1,220 Shares to Archview Capital Ltd. on October
5, 2017 as part of the deferred settlement arrangement pursuant to the asset purchase
agreement referred to above.

Archview Capital Ltd., a majority stockholder of Slot Speaker Technologies, Inc. at the time
the asset purchase agreement was entered into, is an investment company indirectly
wholly-owned by Mr. Lim Kaling, our non-executive Director.

Subsequent to this acquisition, Razer Tone, Inc. changed its name to THX Ltd. on October 19,
2016.

Acquisition of assets from Nextbit Systems Inc.

On December 30, 2016, in order to accelerate our mobile devices strategy, our Company,
through our wholly-owned subsidiary, Razer USA Ltd., entered into an asset purchase
agreement with Nextbit Systems Inc. to purchase its key assets. These assets included, among
others, various intellectual property rights, contracts and customer lists.

The consideration for the acquisition was satisfied by the issue of 8,633 Shares (at an issue
price of US$1,737.43 per Share), of which (i) 1,295 Shares are holdback Shares and will be
issued to Nextbit Systems Inc. within 30 days after the second anniversary of the closing date
(i.e. on January 26, 2019); and (ii) 1,727 Shares will be issued to Nextbit Systems Inc. on or
before January 26, 2019 upon the satisfaction of certain conditions. The terms of the asset
purchase agreement were negotiated on an arms’ length basis. Subject to the deferred
settlement arrangement as described below, the acquisition, which was not subject to any
regulatory approval, was properly and legally completed on January 26, 2017.

On January 26, 2017, the Company allotted and issued 5,611 Shares to Nextbit Systems Inc..
On March 3, 2017, Nextbit Systems Inc. transferred 2,302 of these Shares to FIH Mobile
Limited, which in turn transferred the 2,302 Shares to Strength Luck Limited, its wholly-
owned subsidiary, on May 16, 2017.

The Company will allot and issue 1,295 and 1,727 Shares to Nextbit Systems Inc. on January
26, 2019, and, no later than January 26, 2019 and subject to the satisfaction of certain
conditions, respectively, pursuant to the asset purchase agreement.

Nextbit Systems Inc. is an investment company incorporated in Delaware, the United States,
run for the benefit of its creditors. Mr. Tom Moss and Mr. Michael Chan, both of whom have
become employees of the Company as a result of this acquisition, are the largest shareholders
of Nextbit Systems Inc., each with a 46.5% shareholding in the company’s common stock.
Save for the issue of Shares as consideration for this asset purchase, Nextbit Systems Inc. is
an Independent Third Party.
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2016 Share Repurchase

On October 21, 2016, the Company sent a tender offer memorandum to its Shareholders in
relation to a proposed tender offer to repurchase up to 28,778 Shares at an offer price of
US$1,563.69 per Share. The offer price was based on an issue price of US$1,737.43 per Share
of the Series C Preferred Shares (the proceeds of which were used to fund the repurchase) less
an amount of US$173.74 per Share, which was set aside to cover fees and expenses to be
incurred by the Company in connection with the tender offer. The tender offer was completed
on November 22, 2016.

On December 1, 2016, upon receiving valid acceptances of the tender offer, the Company
repurchased 28,778 Shares (consisting of 9,202 Shares, 10,490 Series A Preferred Shares and
9,086 Series B Preferred Shares) from Shareholders for a total consideration of approximately
US$45.0 million as follows:

Number of

Shares
Name of Shareholder Class of Shares repurchased Total consideration
Primerose

Ventures Inc. V. .. .. Shares 8,001 US$12,511,083.69
Orchid 1 Investments

Pte. Ltd. . ......... Series B-2 Preferred Shares 7,338 US$11,474,357.22
Pi Holdings Limited .. Series A Preferred Shares 2,557 US$ 3,998,355.33
Mr. Loh Kim Kang

David ............ Series A Preferred Shares 2,155 US$ 3,369,751.95
Mr. Dilhan Pillay

Sandrasegara . .. ... Series A Preferred Shares 1,370 US$ 2,142,255.3
Mr. Lee Hsien Yang .. Series A Preferred Shares 1,251 US$ 1,956,176.19
Sandmount

Investments

Limited. .......... Series A Preferred Shares 1,030 US$ 1,610,600.7
Mr. Han Seng Juan ... Series A Preferred Shares 962 US$ 1,504,269.78
Razer Employee

Pte. Ltd. . ......... Series A Preferred Shares 956 US$ 1,494,887.64
Sirius Financial

Group Ltd ........ Series B-2 Preferred Shares 815 US$ 1,274,407.35
Davinia Investment

Ltd .............. Series B-2 Preferred Shares 666 US$ 1,041,417.54
Mr. Khaw Kheng Joo .  Shares 600 US$ 938,214
Mr. Chan Thiong Joo

Edwin............ Shares 480 US$ 750,571.2
Mr. Chandra Mohan

s/o Rethnam . ... ... Series B-2 Preferred Shares 267 US$ 417,505.23
Mr. The Lip Oei @

Suliwi . ........... Series A Preferred Shares 209 US$ 326,811.21
Ms. Chan Cheng Mun. Shares 121 US$  189,206.49
Total Shares

repurchased ...... 28,778 US$44,999,870.82
Note:

(1) Primerose Ventures Inc. is a company indirectly wholly-owned by Mr. Lim Kaling.
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Grant of RSUs under the 2016 Equity Incentive Plan

The 2016 Equity Incentive Plan was adopted by the Board on July 25, 2016 and approved by
the Shareholders on August 23, 2016 (and subsequently amended by the Board and the
Shareholders on [®], 2017). As of the Latest Practicable Date, RSUs in respect of 67,116
Shares have been granted to 351 Grantees and are outstanding under the 2016 Equity Incentive
Plan.

Please refer to the sub-section headed “Appendix IV — Statutory and General Information —
E. 2016 Equity Incentive Plan” in this document for further details.

Investment in MOL Global

On April 26, 2017, the Company made a strategic investment, through our wholly-owned
subsidiary, ZVMidas Pte. Ltd., by way of a share purchase agreement with MOL Investments
Pte. Ltd. and Hotel Resort Enterprise Sdn. Bhd., to purchase 19.9% of the issued share capital
of MOL Global, an investment holding company owning subsidiaries engaged in the business
of internet media, computer games, e-distribution and e-payment. The investment, which was
not subject to any regulatory approval, was properly and legally completed on May 12, 2017.

The consideration for the investment was US$19,900,000, which was negotiated on an arms’
length basis, and was satisfied by the Company issuing and allotting 1,844 Shares to Hotel
Resort Enterprise Sdn. Bhd. (as nominee of MOL Investments Pte. Ltd.) and 6,790 Shares to
Hotel Resort Enterprise Sdn. Bhd., at an issue price of US$2,304.80 per Share, on May 12,
2017.

Hotel Resort Enterprise Sdn. Bhd. is a Malaysian company and is owned by Mr. Tan Sri Dato’
Seri Vincent Tan Chee Yioun and Mr. Dato’ Sri Robin Tan Yeong Ching, as to 60% and 40%
shareholdings, respectively. Save for the issue of Shares as consideration for this investment,
Hotel Resort Enterprise Sdn. Bhd. is an Independent Third Party.

On May 12, 2017, the Company entered into the following agreements with MOL
AccessPortal Sdn. Bhd., a wholly-owned Malaysian subsidiary of MOL Global:

. Distribution agreement for zGold-MOLPoints — under which the Company agreed to
market the existing MOLPoints of MOL AccessPortal Sdn. Bhd. as zGold-MOLPoints
and appointed MOL AccessPortal Sdn. Bhd. to be a master distributor to distribute,
resell, promote and market zGold-MOLPoints on its online platform in certain
territories;

. Technology and platform sharing agreement — under which MOL AccessPortal Sdn.
Bhd. agreed to provide to the Company certain services in relation to, and a licence to
use, the technology and service platform developed and/or utilized by MOL
AccessPortal Sdn. Bhd. and its affiliates; and

. Channel agreement — under which MOL AccessPortal Sdn. Bhd. agreed to allow zGold
to be used for content provided by MOL AccessPortal Sdn. Bhd.’s content providers or
merchants.

Allotment and Issue of Series D Preferred Shares by the Company

On April 12, 2017, the Company entered into an investment agreement with Redmount
Ventures Limited pursuant to which Redmount Ventures Limited agreed to subscribe for a total
of 10,846 Series D Preferred Shares at a price of US$2,304.80 per share for a total
consideration of US$25 million.

On May 15, 2017, the authorized share capital of the Company was changed from US$55,000
divided into 4,000,000 Shares of par value of US$0.01 each, 500,000 Series A Preferred
Shares of par value of US$0.01 each, 500,000 Series B Preferred Shares of par value of
US$0.01 each and 500,000 Series C Preferred Shares of par value of US$0.01 each, to
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US$60,000 divided into 4,000,000 Shares of par value of US$0.01 each, 500,000 Series A
Preferred Shares of par value of US$0.01 each, 500,000 Series B Preferred Shares of par value
of US$0.01 each, 500,000 Series C Preferred Shares of par value of US$0.01 each and 500,000
Series D Preferred Shares of par value of US$0.01 each.

On May 11, 2017, Binary Capital Fund I LP and Binary Capital Fund II LP entered into joinder
agreements to the investment agreement mentioned above pursuant to which they agreed to
subscribe for 3,037 and 1,301 Series D Preferred Shares, respectively, at a price of
US$2,304.80 per share for a total consideration of US$6,999,677.60 and US$2,998,544.80,
respectively.

On May 12, 2017, Mr. Chandra Mohan s/o Rethnam, Lager-Moss LLC, BYD Electronic
Company Limited, Strength Luck Limited and Procurator Holdings, LLC entered into joinder
agreements to the series D investment agreement pursuant to which they agreed to subscribe
for 1,301, 954, 867, 433 and 65 Series D Preferred Shares, respectively, at a price of
US$2,304.80 per share for a total consideration of US$2,998,544.80, US$2,198,779.20,
US$1,998,261.60, US$997,978.40 and US$149,812.00, respectively.

The allotment and issue of Series D Preferred Shares under the Series D investment agreement
was completed on May 15, 2017.

The proceeds from the Series D investments was US$43.3 million, which was intended to be
used for research and development and operations.

For further details of the allotment and issue of Series D Preferred Shares above, please refer
to the sub-section headed “[REDACTED] Investments” in this section.

[REDACTED] INVESTMENTS
1. Overview

Our Company underwent six rounds of [REDACTED] Investments. For details of the allotment and
issue of Series A, Series B-1, Series B-2, Series B-3, Series C and Series D Preferred Shares and
the re-designation of such Preferred Shares to Shares, please refer to the sub-section headed “Our
Corporate History and Major Shareholding Changes of Our Group” in this section.

The basis of determination for the consideration for the [REDACTED] Investments were arm’s
length negotiations between our Company and the respective [REDACTED] Investors after taking
into consideration the timing of the investments and the status of our business and operating entities
at the relevant time.

In connection with the [REDACTED] Investments, the [REDACTED] Investors became parties to
the Shareholders’ Agreement at the time of their relevant investment.
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2. Principal terms of the [REDACTED] Investments and [REDACTED] Investors’ Rights

The below table summarizes the principal terms of the [REDACTED] Investments:

Series A Series B-1 Series B-2 Series B-3 Series C Series D
Preferred Preferred Preferred Preferred Preferred Preferred
Shareholders” Shareholders” Shareholders Shareholders Shareholders Shareholders
Cost per Preferred US$76.1532 US$386.83 US$511.483 US$1,737.43  US$1,737.438 US$2,304.80
Share paid
Date of the May 16, October 1, April 17, September February 21, April 12,
agreement(s) 2007, 2011 and 2013 30, 2014 2016 and 2017
October 25, January 20, September 4,
2007 and 2012 2016
January 1,
2010
Date on which February 3, March 19, May 29, March 31, December 1, May 15,
investment was 2010 2012 2013 2015 2016 2017
fully settled
Cost per Share paid HKS$0.15 HK$0.78 HK$1.08 HK$3.52 HK$3.52 HK$4.67
after taking into
account the effect
of the
[REDACTED]®
Discount to the [REDACTED]%  [REDACTED]%  [REDACTED]|%  [REDACTED]%  [REDACTED]%  [REDACTED]%

[REDACTED]?®

[REDACTED] Period

Use of
[REDACTED]
from the
[REDACTED]
Investments

Strategic benefits of
the [REDACTED]
Investors brought
to the Company

The [REDACTED] Investors are not subject to any [REDACTED] as set out in the
Shareholders’ Agreement and the respective subscription agreements.

We utilized the [REDACTED] for research and development and operations. As of the Latest
Practicable Date, approximately 39.8% net [REDACTED] from the [REDACTED] Investors
had been utilized.

At the time of the [REDACTED] Investments, our Directors were of the view that the
Company would benefit from the additional capital that would be provided by the
[REDACTED] Investors’ investments in our Company.

Notes:

(1) These represent the preferred shares originally allotted and issued by Razer (Asia Pacific) which were exchanged for
the same number of Preferred Shares that the Company allotted and issued on November 8, 2012, pursuant to the
restructuring as further described in the subsection headed “History and Corporate Structure — Our Corporate History
and Major Shareholding Changes of Our Group — 6. 2012 Restructuring, Allotment and Issue of Shares, Series A
Preferred Shares and Series B Preferred Shares by the Company” in this section.

) The discount to the [REDACTED]

is calculated based on the assumption that the [REDACTED] is

HK$[REDACTED] per Share, being the mid-point of the indicative [REDACTED] of HK$[REDACTED] to
HKS$[REDACTED], on the basis that [REDACTED] Shares are expected to be in issue immediately upon completion
of the [REDACTED] and the [REDACTED] (including completion of the conversion of the Preferred Shares into
Shares), assuming the [REDACTED] is not exercised, and without taking into account the Deferred Settlement

Shares.

3) Cost per Share paid calculated by dividing the total consideration paid by the total number of Shares held following
conversion of the relevant Preferred Shares to Shares and the [REDACTED] in respect of each series of the
[REDACTED] Investments.
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In addition to the terms described above, the holders of the Preferred Shares have been granted the
following special rights, all of which shall automatically terminate immediately upon
[REDACTED] when the Preferred Shares are converted into Shares:

Conversion Rights Optional conversion

At the option of the holder of a Preferred Share, a Preferred
Share may be converted into fully-paid shares based on the
then applicable conversion number, prior to the
[REDACTED].

Automatic conversion

The Preferred Shares shall be automatically converted into
fully-paid shares based on the then applicable conversion
number, upon the earlier of (i) the closing of a Qualified Public
Offering (as defined below) or (ii) the consummation of any
merger, share purchase, share transfer, reorganization,
consolidation or business combination involving the Company,
as applicable.

For the purpose of this section, updated as of the time of the
subscription for the Series D Preferred Shares, a “Qualified
Public Offering” means an initial public offering of the shares
or American depositary share representing shares at a post-
offering Company valuation of at least US$2,000 million and
raising offering proceeds of at least US$90 million with the
shares or American depositary shares representing shares listed
on one of the recognized stock exchange wunder the
Shareholders” Agreement (including the Stock Exchange).

In addition, in the event of a transfer of any Preferred Shares
to any person carrying on any business or businesses that is
similar to any business that the Company or any of its
subsidiaries is carrying out or planning to carry out at the time
of any proposed transfer of shares, such Preferred Shares will
automatically convert to Shares, and all the special rights will
not apply to the transferee.

Adjustment of Conversion Number

The initial conversion number for each Preferred Share to
Share shall be 1.

The conversion number shall be adjusted from time to time by
events such as subdivision or consolidation of shares,
capitalization issue, other dividends, reorganizations, mergers,
consolidations, reclassifications, exchanges, substitutions and
dilutive issuance of new securities.
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Registration rights

Dividend rights

All the Series A Preferred Shares, the Series B Preferred
Shares, the Series C Preferred Shares and the Series D
Preferred Shares will be converted into fully-paid Shares
without the payment of any additional consideration upon
completion of the [REDACTED] and the [REDACTED].
Upon the exercise of conversion rights of the Series A
Preferred Shareholders, the Series B Preferred Shareholders,
the Series C Preferred Shareholders and the Series D Preferred
Shareholders, the Series A Preferred Shares, the Series B
Preferred Shares, the Series C Preferred Shares and the Series
D Preferred Shares will be converted into approximately
[REDACTED]%, [REDACTED]%, [REDACTED]% and
[REDACTED]% of the issued share capital of the Company
upon the completion of the [REDACTED] and the
[REDACTED] (assuming the [REDACTED] is not exercised
and conversion ratio of one Preferred Share to one Ordinary
Share, and without taking into account the Deferred Settlement
Shares).

If the Company intends to conduct a public offering in the
United States or other jurisdictions, with respect to any
securities of the Company, the Company is required to
promptly enter into a registration rights agreement (the
“Registration Rights Agreement”) with Yong Xiang Capital
Holdings I, Ltd., Yong Xiang Capital Holdings II, Ltd., Orchid
1 Investments Pte. Ltd., Digital Grid (Hong Kong) Technology
Co., Limited, Redmount Ventures Limited and shareholders
who will hold at least 2% of the outstanding Shares after the
Company’s initial public offering (collectively, the “Principal
Shareholders”), to give them customary registration rights
including demand and piggyback registration rights.

The Registration Rights Agreement may also include other
shareholders and grant them piggyback registration rights so as
to allow such shareholders to participate with the Company in
an initial public offering and any subsequent public offerings,
on a pro rata basis with the Principal Shareholders.

No dividend or distribution is to be made with respect to the

shares unless a dividend or distribution is likewise made with
respect to the Series A Preferred Shares.
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Liquidation rights

No dividend or distribution is to be made with respect to the
shares or the Series A Preferred Shares unless a dividend or
distribution is likewise made with respect to the Series A
Preferred Shares, the Series B Preferred Shares and the Series
C Preferred Shares.

The Series A Preferred Shareholders are entitled to receive
dividends, at such rate, payable out of funds or assets when and
as such funds or assets become legally available on parity with
each other, prior and in preference to, and satisfied before, any
dividend on any shares declared by the Board.

The Series B Preferred Shareholders, Series C Preferred
Shareholders and Series D Preferred Shareholders are entitled
to receive dividends, at such rate, payable out of funds or assets
when and as such funds or assets become legally available on
parity with each other, prior and in preference to, and satisfied
before, any dividend on any shares or Series A Preferred Shares
declared by the Board.

First, the Series D Preferred Shareholders are entitled to
receive an amount equivalent to their initial investment plus all
declared but unpaid dividends in preference to the Series C
Preferred Shareholders, the Series B Preferred Shareholders,
the Series A Preferred Shareholders and the holders of Shares,
in the event of any liquidation, dissolution or winding-up of the
Company, whether voluntary or involuntary.

Second, the Series B Preferred Shareholders and the Series C
Preferred Shareholders are entitled to receive an amount
equivalent to their initial investment plus all declared but
unpaid dividends, on parity with each other and in preference
to the Series A Preferred Shareholders and the holders of
Shares, in the event of any liquidation, dissolution or
winding-up of the Company, whether voluntary or involuntary.

Third, the Series A Preferred Shareholders are entitled to
receive an amount equivalent to their initial investment plus all
declared but unpaid dividends in preference to the holders of
Shares, in the event of any liquidation, dissolution or
winding-up of the Company, whether voluntary or involuntary.
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Right to elect director and
participation in Board and
Board committee

Some of the [REDACTED] Investors have the right to appoint
directors to the Board:

. The Series A Preferred Shareholders holding a majority
of the voting rights in the Series A Preferred Shares are
entitled to appoint one Director (the “Series A Director”)
to the Board;

. Mr. Lim Kaling and/or any entities under his control,
including Voyager Equity Limited, Lim Teck Lee Land
Pte Ltd, Primerose Ventures Inc. and Sandalwood
Associates Limited (the “Seed Investor”) are entitled to
appoint one Director (the “Seed Investor Director”) to
the Board; and

. Digital Grid (Hong Kong) Technology Co., Ltd., for so
long as it holds at least 4.00% of all issued Shares, is
entitled to appoint Mr. He Zhitao, or such other person, to
the Board (the “Series C Director”).

Moreover, a quorum of the Board is required to consist of three
Directors comprising at least the Series A Director, the Seed
Investor Director and one of the four Directors which Mr. Tan
and/or any entities under his control are entitled to appoint
(each a “Founder Director”).

Some of the [REDACTED] Investors also have the right to
appoint a non-voting observer to the Board:

. Yong Xiang Capital Holdings I, Ltd. and Yong Xiang
Capital Holdings II, Ltd., for so long as they remain
Shareholders, have the right to appoint one person as an

observer;

. Orchid 1 Investments Pte. Ltd., for so long as it remains
a Shareholder, has the right to appoint one person as an
observer;

. the Seed Investor, for so long as it remains a Shareholder,

has the right to appoint one person as an observer; and

. the Series D Preferred Shareholder, for so long as it
remains a Shareholder, has the right to appoint one person
as an observer.

Mr. Koh Boon Hwee, being the Series A Director appointed to
the Board on January 1, 2015 by the Series A Preferred
Shareholders, has resigned and ceased to be a Director upon
June 21, 2017.

Mr. He Zhitao, being the Series C Director appointed to the
Board on March 30, 2016 by Digital Grid (Hong Kong)
Technology Co., Ltd., has resigned and ceased to be a Director
upon June 21, 2017.

— 89—



This document is in draft form, incomplete and subject to change and the information must be read in conjunction with the section
headed “warning” on the cover of this document.

HISTORY AND CORPORATE STRUCTURE

Pre-emptive right

Right of first refusal

Tag-along rights

Veto rights

Each [REDACTED] Investor shall have the pre-emptive right
to purchase up to a pro rata share of any new securities which
our Company may propose to issue.

If any Shareholder (the “Seller”) proposes to transfer any
shares of our Company (the “Offered Shares”) held by it to
any third party prospective buyer (the “Offer”), the
[REDACTED] Investors have a right of first refusal to
purchase all the Offered Shares on a pro rata basis on the terms
and conditions stated in the transfer notice (the “Offer
Notice”) given by the transferring Shareholders. In the event
that the [REDACTED] Investors do not exercise their right of
first refusal with respect to all of the Offered Shares, the
[REDACTED] Investors who exercised their rights of first
refusal have the right to participate in the sale of the remaining
Offered Shares on the same terms and conditions as set forth in
the transfer notice given by the transferring Shareholder.

If the Seller, having first complied with the provision under the
right of first refusal above, is entitled to and desires to sell the
Offered Shares to the third party identified in the Offer Notice,
the [REDACTED] Investors which have not accepted the
Offer have a tag-along right to participate in the Offer.

Certain corporate actions require the approval of (i) each of the
Seed Investor, Yong Xiang Capital Holdings I, Ltd. and Yong
Xiang Capital Holdings II, Ltd., Orchid 1 Investments Pte. Ltd.
and Digital Grid (Hong Kong) Technology Co., Ltd., for so
long as each of them holds at least 4.00% of all issued Shares;
and (ii) the representative appointed by the Series A Preferred
Shareholders holding a majority of the voting rights in the
Series A Preferred Shares, for so long as the Series A Shares
constitute at least 4.00% of all issued Shares. These corporate
actions include, among others, (i) issue of new securities,
options or warrants; (ii) change in share capital of the
Company; (iii) any action that alters or changes the rights,
preference, privilege and restrictions of any class of shares in
the Company; (iv) amendment of the Memorandum or Articles
of Association; (v) sale or disposal of all or substantially all of
the Company’s assets; and (vi) declaration or payment of any
dividends.

Certain corporate actions require the approval of each of the
Series A Director, the Seed Investor Director and at least one
Founder Director. These corporate actions include, among
others, (i) mortgage or other encumbrance on our Group’s
assets other than in the ordinary course of business; (ii)
commencement, defence or settlement of any litigation
involving a liability exceeding US$5 million; (iii) appointment
or removal of any of the chief executive officer, chief financial
officer, chief operating officer or chief technology officer of
the Company; and (iv) any acquisition by our Group of assets,
business or securities with a value in the aggregate in excess of
US$10 million.
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3. Public Float

Upon the completion of the [REDACTED] and the [REDACTED], the Shares held by the
[REDACTED] Investors (i.e. all [REDACTED] Investors excluding Chen Family (Hivemind)
Holdings Limited, Lim Teck Lee Land Pte Ltd, Primerose Ventures Inc. and Sandalwood Associates
Limited) will count towards part of the public float.

4.  Information about the [REDACTED] Investors

Mr. Loh Kim Guan, Mr. Chandra Mohan s/o Rethnam, Ms. Chong Chiet Ping, Mr. Wong Kok Hoe,
Mr. Low Check Kian, Mr. Loh Kim Kang David, Mr. Lee Hsien Yang, Dr. Henry Tay Yun Chwan,
Mr. Robert Tan Kah Boh, Mr. Dilhan Pillay Sandrasegara, Mr. Han Seng Juan, Mr. Chan Whye Mun,
Mr. Tang Wee Loke, Ms. Adeline Koh Ai Ling, Mr. The Lip Oei @ Suliwi, Mr. Gay Chee Cheong,
Mr. George Yin Soon and Ms. Loo Tze Lui are individual private investors who from time to time
participate in various investment opportunities in different target companies encompassing a wide
range of business sectors. Save for the [REDACTED] Investment, these individual investors do not
have any other relationship with our Group or any connected persons (as defined under the Listing
Rules) of the Company.

Chen Family (Hivemind) Holdings Limited is an investment company incorporated in the British
Virgin Islands, and is jointly controlled by Chen Family (Global) Holdings Limited and Mr. Tan.
Chen Family (Global) Holdings Limited is an investment company incorporated in the British
Virgin Islands, under the Chen Family Trust established by Mr. Tan, our co-founder, chief executive
officer and executive Director, as the settlor. Julius Baer Trust Company Guernsey Limited is the
trustee of the Chen Family Trust, and Mr. Tan and his family members are the beneficiaries of the
Chen Family Trust. Mr. Tan is also the sole director of Chen Family (Hivemind) Holdings Limited.

Lim Teck Lee Land Pte Ltd, Primerose Ventures Inc. and Sandalwood Associates Limited are
companies controlled by Mr. Lim Kaling, our non-executive Director and a substantial shareholder
of the Company:

. Lim Teck Lee Land Pte Ltd is a company incorporated in Singapore engaged in the business
of general wholesale trade and investment holding. It is 92% owned by Mr. Lim Kaling.

. Each of Primerose Ventures Inc. and Sandalwood Associates Limited are investment holding
companies incorporated in the British Virgin Islands and are indirectly wholly-owned by Mr.
Lim Kaling through Immobillari Limited.

Strength Luck Limited is an investment company incorporated in the British Virgin Islands and is
indirectly 63.63% owned by Hon Hai Precision Industry Co. Ltd., which trades as Foxconn
Technology Group, a Taiwanese multinational electronics contract manufacturing company whose
shares are listed on the Taiwan Stock Exchange (stock code : 2317). Save for its [REDACTED]
Investment and general purchase of finished goods in our ordinary course of business, neither
Strength Luck Limited nor Hon Hai Precision Industry Co. Ltd has any other relationship with our
Group or any connected persons (as defined under the Listing Rules) of the Company.

Pi Holdings Limited is an investment company incorporated in the British Virgin Islands and is
equally owned by 6 individuals including Mr. Koh Boon Hwee, Dr. Henry Tay Yun Chwan, Mr. Wee
Ee Chao, Dr. Loo Choon Yong, Mr. Loh Kim Guan and Mr. Low Check Kian, each holding 16.67%
shareholding, respectively. Pi Holdings Limited is an investment holding company which makes
venture capital or private equity investments, hold shares of listed company and any other
investments that its shareholders deem suitable. Save for its [REDACTED] Investment and the
previous directorship of Mr. Koh Boon Hwee, one of its shareholders, in the Company, Pi Holdings
Limited does not have any other relationship with our Group or any connected persons (as defined
under the Listing Rules) of the Company.
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Sandmount Investments Limited is an investment company incorporated in the British Virgin
Islands and established for the purpose of holding interests in the Company. It is wholly-owned by
Mr. Ho Lai Kui, who holds the shares in trust for 8 beneficial owners including himself. Mr. Wee
Joo Yeow and Mr. Lee Kim Bock are the two beneficial owners with the largest interests, owning
17.84% and 16.45% respectively. Save for its [REDACTED] Investment, Sandmount Investments
Limited does not have any other relationship with our Group or any connected persons (as defined
under the Listing Rules) of the Company.

Razer Employee Pte. Ltd. is a company incorporated in Singapore for the purpose of holding
interests in the Company. It is owned by 15 employees of the Company. Ms. Maggie Quek is the
largest shareholder with 46.35% shareholding and Mr. Michael Dilmagani, a member of the senior
management, has 12.12% shareholding.

Yong Xiang Capital Holdings I, Ltd. and Yong Xiang Capital Holdings II, Ltd. are investment
companies incorporated in the British Virgin Islands and are wholly owned by IDG-Accel China
Capital Fund II’s main fund and side fund, respectively, which are exempted Cayman limited
partnerships. IDG-Acel Capital Fund II is a Cayman limited exempted fund with a primary purpose
of making growth equity type investments in expansion stage companies in China, focusing on
companies in the information technology, media, healthcare, clean technology and technology-
driven consumer business and services related industries, with the approximate fund size of US$784
million. The two funds are under common control by an ultimate GP entity. Save for its
[REDACTED] Investment, Yong Xiang Capital Holdings I, Ltd. and Yong Xiang Capital Holdings
I, Ltd. do not have any other relationship with our Group or any connected persons (as defined
under the Listing Rules) of the Company.

Orchid 1 Investments Pte. Ltd. is an investment company incorporated in Singapore, managed and
controlled by Heliconia Capital Management Pte Ltd. and a wholly-owned subsidiary of Temasek
Holdings (Private) Limited. Heliconia Capital Management Pte. Ltd. provides growth capital to
Singapore’s leading small and medium-sized enterprises in order to help them become globally
competitive companies. Heliconia Capital Management Pte Ltd. also owns another investment
company, Orchid 2 Investments Pte Ltd, which participated in the acquisition of series A preferred
shares in Cashshield Pte Ltd. alongside ZVF1 Pte. Ltd., the Company’s subsidiary, under the same
share subscription agreement as described in the subsection headed “Our Major Subsidiaries and
Operating Entities — 17. Acquisition of Shares in Cashshield” in this section. Heliconia Capital
Management Pte. Ltd. is a limited partner in Credence Capital Fund II, of which Mr. Koh Boon
Hwee, our former Director, is a chairman.

Davinia Investment Ltd. is an investment company incorporated in the British Virgin Islands and
is indirectly owned by Mr. Robert Budi Hartono and Mr. Bambang Hartono as to 51% and 49%
respectively. Save for its [REDACTED] Investment, Davinia Investment Ltd. does not have any
other relationship with our Group or any connected persons (as defined under the Listing Rules) of
the Company.

Sirius Financial Group Ltd. is a an investment company incorporated in the British Virgin Islands
with investments in technology-related companies and funds. It is wholly-owned by Mr. Dian
Stefani. Save for its [REDACTED] Investment, Sirius Financial Group Ltd. does not have any
other relationship with our Group or any connected persons (as defined under the Listing Rules) of
the Company.

Middlefield Ventures, Inc. is a company incorporated in Delaware, the United States, and is a
wholly-owned subsidiary of Intel Corporation, a world leader in the design and manufacturing of
essential products and technologies that power the cloud and an increasingly smart and connected
world. The operation of Middlefield Venture, Inc. includes, but is not limited to, commercial
financial lending making interest bearing loans to outside parties that are generally small companies
whose business strategies are complementary to Intel Corporation. Save for its [REDACTED]
Investment, Middlefield Ventures, Inc. does not have any other relationship with our Group or any
connected persons (as defined under the Listing Rules) of the Company.
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Digital Grid (Hong Kong) Technology Co., Limited is a technology company incorporated in Hong
Kong, and is indirectly wholly-owned by Hangzhou Liaison Interactive Information Technology
Co., Ltd, which is mainly engaged in communication technology promotion, technical development,
technical services, technical consulting and technology transfer, computer technology training,
wholesale of electronic products, computer, software and auxiliary equipment, and communication
equipment, import and export of goods, technologies and agency. Mr. He Zhitao is the largest
shareholder of Hangzhou Liaison Interactive Information Technology Co., Ltd., holding 22.42% of
its shares. Mr. He Zhitao is the president, general manager and actual controller of Hangzhou
Liaison Interactive Information Technology Co., Ltd, and is also a director of the Company. Save
for its [REDACTED] Investment and saved as disclosed above, Digital Grid (Hong Kong)
Technology Co., Limited does not have any other relationship with our Group or any connected
persons (as defined under the Listing Rules) of the Company.

HF Technology Investment Limited is an investment company incorporated in British Virgin Islands
and is equally owned by Shanghai Yucheng Enterprise Management Center L.P. ( ¥ FFEAREE
AL (EPRA)) and Shanghai Chengbian Enterprise Management Center L.P. ([ 5E4E 2E4
AL (ERRAH)). Hanfor Capital Management Company Limited (7 & & A A BRA A) is the
general partner of both companies. Save for its [REDACTED] Investment, HF Technology
Investment Limited does not have any other relationship with our Group or any connected persons
(as defined under the Listing Rules) of the Company.

Redmount Ventures Limited is an investment company incorporated in British Virgin Islands and is
ultimately and beneficially wholly-owned by Mr. Li Ka-shing. Mr. Li is the Chairman of CK
Hutchison Holdings Limited, which is a 66.09% shareholder of Hutchison Telecommunications
Hong Kong Holdings Limited (“HTHKH”), a company listed on the Stock Exchange (stock code:
215). In addition, Mr. Li indirectly beneficially owns approximately 8.38% in HTHKH through
certain companies wholly-owned by him. Mr. Li’s family trust also owns approximately 0.003% in
HTHKH. CK Hutchison’s Three Group has formed a global strategic alliance with Razer.

Binary Capital Fund I LP and Binary Capital Fund II LP are investment funds that invest in early
stage consumer technology companies. Neither Binary Capital Fund I LP nor Binary Capital Fund
IT LP has any beneficiary owner with more than 30% shareholding. Save for its [REDACTED]
Investment, Binary Capital Fund I LP and Binary Capital Fund II LP do not have any other
relationship with our Group or any connected persons (as defined under the Listing Rules) of the
Company.

Lager-Moss LLC is a limited liability company incorporated in Delaware, the United States which
was a special purpose vehicle established specifically for the purpose of making the [REDACTED].
It is owned by Mr. John Lagerling and Mr. Tom Moss as to 45% shareholding respectively. Mr. Tom
Moss is an employee of the Company. Save for its [REDACTED] Investment, Lager-Moss LLC
does not have any other relationship with our Group or any connected persons (as defined under the
Listing Rules) of the Company.

BYD Electronic Company Limited is a company incorporated in the Cayman Islands and is
100.00% owned by BYD Electronic (International) Company Limited whose shares are listed on the
Stock Exchange (stock code: 285). BYD Electronic (International) Company Limited is primarily
engaged in providing original design, components manufacturing and complete services for mobile
intelligent terminals, and is controlled by BYD Company Limited, whose shares are also listed on
the Stock Exchange (stock code: 1211) and the Shanghai Stock Exchange (stock code: 2594) and
which is engaged in the automobile business, including new energy automobiles and traditional fuel
vehicles, and handset components and assembly business, as well as rechargeable battery and
photovoltaic business. BYD Precision Manufacture Co., Ltd., an indirect wholly-owned subsidiary
of BYD Electronic (International) Company Limited, is a supplier of the Group. Save for the
foregoing, BYD Electronic Company Limited does not have any other relationship with our Group
or any connected persons (as defined under the Listing Rules) of the Company.
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Procurator Holdings, LLC is an investment holding company incorporated in Delaware, the United
States. Mr. Joe Lonsdale and his family’s office, Tiberius Family Office are the top two largest
beneficiary owners, each of whom owns 56.5% and 23.4%, respectively. Save for its [REDACTED]
Investment, Procurator Holdings, LLC does not have any other relationship with our Group or any
connected persons (as defined under the Listing Rules) of the Company.

5.  Compliance with Interim Guidance and Guidance Letters

The Joint Sponsors confirm that the [REDACTED] Investments are in compliance with the
Guidance Letter HKEx-GL29-12 issued in January 2012 and updated in March 2017 by the Stock
Exchange, Guidance Letter HKEx-GL43-12 issued in October 2012 and updated in July 2013 and
March 2017 by the Stock Exchange and Guidance Letter HKEx-GL44-12 issued in October 2012
and updated in March 2017 by the Stock Exchange.

[REDACTED]

CONTEMPLATED U.S. LISTING APPLICATION

In 2014, our Company sought an initial public offering in the United States that did not proceed due
to unfavorable market conditions. As part of this exercise, our Company submitted the application
documents on a confidential basis, including a draft registration statement, to the U.S. Securities
and Exchange Commission for its review. Feedback from the United States Securities and Exchange
Commission related to clarification queries on certain parts of the Group’s business had been
addressed by making additional disclosures in the draft registration statement. In the second quarter
of 2015, we decided, ahead of completing the regulatory review process, to suspend the
contemplated listing in the United States for the reason stated above. Our Directors take the view
that there is nothing in relation to the previously contemplated listing in the United States relevant
to the [REDACTED] which would affect our Company’s suitability for the [REDACTED].
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This document is in draft form, incomplete and subject to change and the information must be read in conjunction with the section
headed “warning” on the cover of this document.

INDUSTRY OVERVIEW

Certain information, including statistics and estimates, set forth in this section and elsewhere in
this document have been derived from two industry reports, namely the Newzoo Report and the
Frost & Sullivan Report, commissioned by us in connection with the [REDACTED] and
independently prepared by Newzoo and Frost & Sullivan, respectively. We believe that the
sources of such information are appropriate, and we have taken reasonable care in extracting
and reproducing such information. We have no reason to believe that such information is false
or misleading or that any fact has been omitted that would render such information false or
misleading in any material respect. However, neither we nor any of the Relevant Persons have
independently verified such information, and neither we nor any other party involved in the
[REDACTED] are giving any representation as to the accuracy or completeness of such
information. As such, investors are cautioned not to place any undue reliance on the information,
including statistics and estimates, set forth in this section or similar information included
elsewhere in this document. For a discussion of risks relating to our industries, please refer to
the section headed “Risk Factors — Risks Relating to Our Business and Industries” in this
document.

Sources of Information

In connection with the [REDACTED], we commissioned Newzoo and Frost & Sullivan to conduct
market research on the global entertainment industry, certain gaming-related industries, our brand
and the lifestyle of gamers. We commissioned Newzoo to conduct market research on global games,
gaming peripherals and systems, esports, mobile gaming, smartphones and software, as well as
virtual reality, augmented reality, virtual credits and the lifestyle of millennials. We commissioned
Frost & Sullivan to conduct market research on the global entertainment industry, our competitive
landscape, our brand and the lifestyle of gamers. Each of Newzoo and Frost & Sullivan uses
different assumptions and estimates, and limitations on certain data available to them may impact
the comparability of certain industry data. See “Risk Factors — Risks Relating to Our Business and
Industries — Differences in the assumptions and estimates adopted by the two industry consultants
that we commissioned to prepare reports and limitations on certain data available to them may
impact the comparability of certain industry data.”

The Newzoo report

Newzoo is an independent provider of market research, intelligence and advice to companies in the
global gaming and esports markets. We have agreed to pay a commission fee of approximately
US$200,000 for the Newzoo Report, which is dated as of June 27, 2017. In preparing the Newzoo
Report, Newzoo utilized both primary and secondary research. Their primary research consists of
annual surveys commissioned by Newzoo of consumers who play games and are between the ages
of 10 and 65 (between 10 and 50 in certain Asian countries) in 25 countries, covering a broad range
of topics across all gaming platforms and business models. Newzoo also conducts annual surveys
of gamers, who play at least once a month, in relation to gaming peripherals in seven countries. Data
for the Newzoo Report was based on fieldwork conducted in March, September and November of
2016. Their secondary research utilizes information and statistics published by government
departments or international organizations, publications and studies by industry experts, public
company annual and quarterly reports, Newzoo’s other research reports and models, online
resources and data from Newzoo’s research database.
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Newzoo’s projections on the size of each of the gaming-related markets takes into consideration
various factors, including (i) historical market size, (ii) the public filings of, and other publicly
available information on, companies in the games and gaming-related markets and those companies’
projections of their own results of operations, (iii) the projections of other industry experts and (iv)
Newzoo’s views and estimates of industry developments. Newzoo’s analysis on millennials is based
on similar primary and secondary research as described above. The reliability of the Newzoo Report
may be affected by the accuracy of the foregoing assumptions and factors.

The Frost & Sullivan report

Frost & Sullivan is an independent global consulting firm that offers industry research and market
strategies covering various industries including technology, media, telecom and consumer products.
We have agreed to pay a commission fee of approximately US$83,000 for the Frost & Sullivan
Report, which is dated as of June 23, 2017. In preparing the Frost & Sullivan Report, they
conducted primary research, which involved discussions about the status of the global entertainment
industry with industry experts and leading industry participants and a brand perception study. Frost
& Sullivan conducted an online survey completed by target consumers of gaming devices from June
2, 2017 through June 6, 2017 in Australia, China, Germany, United States and the United Kingdom
with 301, 500, 300, 505 and 508 survey respondents, respectively. All the respondents to the survey
were between 12 and 45 years old (95% were between 12 and 35 years old), spent at least half an
hour on games every day and bought gaming devices in the past year. Their secondary research
utilized information and statistics published by government departments, publications and studies
by industry experts, public company annual and quarterly reports, Frost & Sullivan’s other research
reports, online resources and data from Frost & Sullivan’s research database.

Frost & Sullivan’s projections on market sizes were obtained from historical data analysis plotted
against macroeconomic data as well as specific related industry drivers. The Frost & Sullivan Report
was compiled based on certain assumptions, including (i) the steady growth of the global economy in
the next decade, (ii) the stability of the global social, economic, and political environment in the forecast
period and (iii) that market drivers, such as expanding Internet access, growing demand from millennials
and rising income and purchasing power, are likely to drive the growth of the global entertainment
industry (including the global games market). The reliability of the Frost & Sullivan Report may be
affected by the accuracy of the foregoing assumptions and factors.

Directors’ confirmation

After making reasonable enquiries, our Directors confirm that there has been no adverse change in
the market information presented in the Newzoo Report or the Frost & Sullivan Report since the
date of each report which may qualify, contradict or impact the information in this Industry
Overview section.
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Global Entertainment Industry Overview

The global entertainment industry comprises games, cinema, TV and video, publishing, music and
broadcast. Rising purchasing power, technological innovation and increasing adoption of digital
content have contributed to the overall growth of the global entertainment industry. Total revenue
for the global entertainment industry has increased from US$801.0 billion in 2012 to US$869.8
billion in 2016. Total revenue of the global entertainment industry is expected to reach US$950.9
billion in 2021. The table below sets forth the revenue and growth of the global entertainment
industry from 2012 to 2016 and the estimated revenue and growth of the industry from 2017 to
2021:

Total Revenue of the Global Entertainment Industry (US$ billions) CAGR

2012-  2017-

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2016 2021

Games'. .. . ... .. 72.1 78.5 84.7 91.9 101.1 1089 115.8 122.7 1285 1327 88% 5.1%
Cinema®........ 33.5 34.6 35.8 37.9 39.9 41.7 435 45.5 46.8 483 45% 3.7%
TV & Video® . ... 270.5 2822 293.6 301.7 3143 322.6 331.1 339.1 349.6 3579 38% 2.6%
Publishing® .. ... 344.0 337.1 333.6 331.8 3293 3279 327.6 327.5 3229 321.1 -1.1% -0.5%
Music® ......... 44.3 46.1 46.1 47.3 48.4 49.5 50.8 51.9 52.6 535 22% 2.0%
Broadcast® . ... .. 36.6 37.3 36.6 36.8 36.9 37.0 37.2 37.3 37.3 373 02% 0.2%
Total . .......... 801.0 816.0 830.4 847.5 869.8 887.7 906.0 924.1 937.7 9509 2.1% 1.7%

Source: Frost & Sullivan Report

! Consumer spending on mobile, PC and console games (excluding hardware)

2 Box office and cinema advertising

3 TV subscriptions including cable TV, IPTV, satellite TV, Digital Terrestrial TV and Over-The-Top (such as Netflix),
public license fees and consumer spending on physical video

Sales of both print and digital editions of newspapers, magazines and books and advertising spending
Physical music, digital music and live music

Radio subscriptions and radio advertising

According to Frost & Sullivan, the global entertainment industry is likely to benefit from several
social, demographic and economic trends. Increased internet penetration and the technology boom
in the past two decades, with new players like Netflix and Google changing consumption habits,
have increased entertainment spending. From a demographics perspective, there is a growing
demand for entertainment services and products from millennials who are early adopters of
technology, use digital devices including PCs and smartphones more often than other generations
and have a high willingness to purchase digital products and services. In addition, economic trends
such as the rising per capita average income in many countries, rising purchasing power and
increased propensity to spend are also likely to continue to drive demand for entertainment products
and services.
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Global Games Market Overview

According to Frost & Sullivan, the global games market is the fastest growing segment within the
global entertainment industry with a CAGR of approximately 8.8% from 2012 to 2016, and a CAGR
of 5.1% from 2017 to 2021. According to Newzoo, the Americas are the largest games market
globally, followed by China and Asia Pacific (ex-China). However, as these largest markets mature,
growth is expected to come from developing regions such as Latin America, Middle East and Africa
and Southeast Asia. These regions benefit from a healthy economic outlook, favorable
demographics and strong projected growth in Internet population and smartphone penetration. The
table below sets forth the revenue and growth of the global games market from 2014 to 2016 and
the estimated revenue and growth of the market from 2017 to 2021:

Total Revenue of the Global Games Market (US$ billions) CAGR
2014- 2017-
2014 2015 2016 2017 2018 2019 2020 2021 2016 2021
Americas . ............. 26.3 27.8 299 31.5 32.8 34.1 352 362 65% 3.6%
Asia Pacific (ex-China) . . 19.6 209 22.3 237 253 269 284 295 6.7% 5.6%
China................. 18.0 21.2 246 275 29.9 32.0 33.7 347 16.8% 6.0%
Europe................ 18.7 19.5 21.1 222 23.0 238 244 248 62% 2.8%
Rest of World. . ........ 2.0 2.5 3.2 4.0 4.9 5.9 6.8 7.5 255% 17.3%
Total ................. 84.7 919 101.1 108.9 1158 122.7 1285 1327 92% 5.1%

Source: Newzoo Report

Gamers

In 2016, there were approximately 2.1 billion active gamers in the world, according to Newzoo.
With the number of active gamers set to increase with a 5.4% CAGR from 2017, this number is
expected to reach approximately 2.7 billion by 2021. The chart below sets forth the number and
growth of active gamers globally from 2014 to 2021:

Number of Active Gamers

(millions)

3,000

2,000

1,000

2014 2015 2016 2017 2018 2019 2020 2021

Source: Newzoo Report
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Due to its rapid growth in recent years, Asia Pacific (ex-China) had the largest gaming population
globally, with 536 million active gamers in 2016. Active gamer numbers in this region are
forecasted to increase with a 7.6% CAGR from 2017 and are expected to reach over 778 million in
2021. The table below sets forth the number and growth of global active gamers from 2014 to 2016
and the estimated number and growth of global active gamers from 2017 to 2021 by region:

Number of Global Active Gamers (millions) CAGR

2014- 2017-

2014 2015 2016 2017 2018 2019 2020 2021 2016 2021

Americas ............. 355.0 364.6 374.4 386.2 396.3 404.7 411.3 4162 2.7% 1.9%
Asia Pacific (ex-China) . 421.0 490.0 535.7 580.3 627.1 6759 7264 778.1 12.8% 7.6%
China ................ 4859 506.7 529.0 564.8 599.7 633.2 6649 6945 43% 53%
Europe ............... 322.6 326.8 3327 3429 3523 360.7 3683 3751 1.6% 2.3%
Rest of World ......... 230.1 270.2 307.8 336.3 366.0 396.7 428.6 461.4 157% 8.2%
Total ................. 1,814.5 1,958.3 2,079.6 2,210.4 2,341.3 2,471.3 2,599.6 2,725.2 7.1% 5.4%

Source: Newzoo Report

Millennial vs. non-millennial gamers

According to Newzoo, 71.2% of millennials, those individuals aged 12 to 35, and 54.7% of
non-millennials, those individuals aged 36 to 65, play games. According to the U.S. Department of
Commerce, U.S. millennials spend on average 30 hours on gaming per month, 20 hours longer than
Generation X and Baby Boomers.

Growing up in a technology-driven world has had a profound impact on millennials’ behavior and
spending patterns. According to Newzoo, they prefer brands that match their lifestyles, rather than
the more traditional entertainment and consumer brands. As an “on demand generation,” millennials
view content on smartphones and laptops more frequently than on televisions and often use multiple
screens. Millennials are more likely to listen to music, visit social networks and participate in online
shopping. Moreover, according to Newzoo, millennials have enthusiastically embraced esports.
73.4% of esports audience are millennials.

PC vs. mobile games market

2016 marked the first year that mobile games generated more revenue than PC or console games
with US$38.6 billion or 38% of the total global games market, having grown at a CAGR of 25.6%
from 2014 to 2016. In 2017, mobile games is anticipated to take 42% of the global games market,
generating US$46.1 billion in revenue, and is expected to grow at a CAGR of 10.6% from 2017,
reaching US$68.9 billion in 2021.

However, PC games have always been and will remain a very important segment of the global
games market. PC games revenue is expected to represent over a quarter of the world’s US$108.9
billion games market in 2017. More than half of all active gamers play PC games. In 2016, there
were almost 1.2 billion PC active gamers worldwide, and the PC segment shows relatively strong
growth in active gamer numbers with a CAGR of 3.6% from 2017 to 2021, with higher growth in
emerging markets. According to Newzoo, China had the largest active PC gamer population
worldwide of 293 million in 2016. The PC gaming segment has also led the games market to key
innovations such as game video streaming, the implementation of free-to-play business models and
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the explosive growth of esports. The table below sets forth the number and growth of active gamers
who play PC, mobile or console games from 2014 to 2016 and the estimated number and growth
from 2017 to 2021 by segment:

Number of Active Gamers by Segment (millions) CAGR
2014- 2017-
2014 2015 2016 2017 2018 2019 2020 2021 2016 2021
Active PC gamers ..... 1,040.6 1,105.2 1,162.0 1,215.6 1,266.9 1,315.4 1,360.7 1,402.5 5.7% 3.6%
Active mobile gamers .. 1,638.4 1,809.3 1,973.1 2,097.7 2,221.9 2,344.9 2,515.5 2,666.9 9.7% 6.2%
Active console gamers .. 544.3 586.8 629.7 6384 6442 6455 661.6 676.6 7.6% 1.5%

Source: Newzoo Report

Global Gaming Hardware Market Overview
Peripherals

The global gaming peripherals market emerged with the introduction of genres like first-person
shooter (FPS), real-time strategy (RTS), multi-player online battle arena (MOBA) and massively
multi-player online role-playing games (MMORPG). With the evolution of competitive PC gaming,
the gaming peripherals market is now focused on brand recognition, player performance, features
and quality.

According to Newzoo, the global gaming peripherals market generated US$2.2 billion in revenue
in 2016, growing with a CAGR of 13.4% from 2014 to 2016. Headsets and keyboards were the
fastest growing categories, but only by a small margin. The global gaming peripherals market is
expected to grow with a CAGR of 9.9% from 2017 and is expected to reach US$3.6 billion in 2021.
According to Newzoo, gamers will continue to regularly upgrade their gaming peripherals because
the quality and performance of gaming peripherals are important to the overall gaming experience,
especially if used intensively or in a competitive setting. The chart below sets forth the revenue and
growth of the global gaming peripherals market from 2014 to 2016 and the estimated revenue and
growth from 2017 to 2021:

Total Revenue of the Global Gaming Peripherals Market

(US$ millions)
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Source: Newzoo Report
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The table below sets forth the global revenue and market share for each category of gaming
peripherals in 2016:

Headsets Mice Keyboards Others' Total

Gaming peripherals
(US$ millions) ........... 1,088.4 526.8 458.6 106.2 2,180.0
Market share ............. 49.9% 24.2% 21.0% 4.9% 100.0%

Source: Newzoo Report

! Mainly gaming console controllers and mouse surfaces and excludes components.

The table below sets forth the revenue and market share for gaming peripherals by region in 2016,
according to Newzoo:

Asia
Pacific Rest of
Americas (ex-China) China Europe World Total
Gaming peripherals
(US$ millions). . .. 839 170 311 820 40 2,180
Market share . ... .. 38.5% 7.8% 14.3% 37.6% 1.8% 100.0%

Source: Newzoo Report

Peripherals components and materials

The main components and materials for our gaming peripherals are optical sensors, laser sensors,
mechanical switches and LEDs. According to Frost & Sullivan, the global average prices of these
components and materials remained relatively stable from 2014 to 2016, as the supply and demand
for these materials remained stable and there were no significant product upgrades for these
materials. The global average prices for optical sensors and laser sensors have slightly increased,
while the global average prices for mechanical switches and LEDs have remained unchanged. The
table below sets forth the historical global average prices per unit of optical sensors, laser sensors,
mechanical switches and LEDs from 2014 to 2016:

Component 2014 2015 2016
(US$/unit)
Optical sensor . .. ... ... .. . . .. 3.36 3.43 3.50
Laser Sensor . .......... ... ... e 4.17 4.22 4.27
Mechanical switch . ....... ... ... ... ... ... ... . ... ........ 0.14 0.14 0.14
LED . ... 0.05 0.05 0.05

Source: Frost & Sullivan Report
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Systems

Gaming systems are defined as desktop PCs or laptops sold by companies that are predominantly
focused on gaming, or sold by major PC manufacturers using a gaming-specific sub-brand, or
systems that are positioned or advertised to appeal to gamers. PC gamers prefer high-performance
PCs that allow for an optimal gaming experience, with top-of-the-range components that are critical
for playing complex and immersive games. This consumer base prompted the emergence of a
number of hardware manufacturers that focus solely on gamers. With gaming systems as one of the
few areas of significant growth for many large PC manufacturers, virtually all major PC
manufacturers now have a gaming product line or sub-brand.

The gaming systems market has grown steadily, reaching US$19.3 billion in 2016 with a CAGR
between 2012 and 2016 of 8.6%, according to Newzoo. The total market is expected to grow with
a CAGR of 8.1% from 2017, reaching US$28.7 billion in 2021. Gaming laptops, which are
sufficiently powerful to compete with desktops but have the advantage of portability, are forecasted
to be the main driver of overall growth. The table below sets forth the revenue and growth of the
global gaming systems market from 2012 to 2016 and the estimated revenue and growth of the
market from 2017 to 2021:

Total Revenue of the Global Gaming Systems Market (US$ billions) CAGR
2012- 2017-
2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2016 2021
Americas ............. 4.5 4.7 4.9 5.5 6.1 6.8 7.4 8.0 8.5 8.9 7.6% 7.2%
Asia Pacific (ex-China) . 0.7 0.8 1.0 1.1 1.2 1.4 1.6 1.8 2.0 2.2 14.6% 11.1%
China ................ 3.8 4.3 4.6 4.9 5.2 5.2 5.7 6.2 6.7 7.1 8.2% 7.9%
Europe ............... 4.4 4.5 4.8 5.4 6.0 6.7 7.4 8.1 8.7 9.3 7.9% 8.3%
Rest of World ......... 0.3 0.4 0.5 0.6 0.7 0.8 0.9 1.0 1.1 1.2 20.5% 10.8%
Total ................. 139 147 158 175 193 21.0 23.1 251 269 287 8.6% 8.1%

Source: Newzoo Report

Systems components and materials

The main components and materials for our gaming systems are CPUs and graphics cards.
According to Frost & Sullivan, the global average prices of these components and materials
remained relatively stable from 2014 to 2016. The global average prices for graphics cards have
slightly increased, while the average prices for CPUs have remained unchanged. Generally, the
prices of older models will drop over time but producers of gaming systems will also replace the
older model with an updated model, the price of which is usually similar to the launch price of the
older model, once available. As a result, for the producers of gaming systems, the global average
prices of CPUs and graphics cards, still remained relatively stable from 2014 to 2016. The table
below sets forth the historical global average prices per unit of CPUs and graphics cards from 2014
to 2016:

Component 2014 2015 2016
(US$/unit)

CPU . 225.0 225.0 225.0

Graphics card . ....... ... ... . .. ... 146.3  148.5 153.0

Source: Frost & Sullivan Report
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Mobile

In recent years, the global smartphones market has grown rapidly. In 2017, there are expected to be
2.6 billion smartphone users and 3.2 billion smartphone devices in use worldwide, according to
Newzoo. The table below sets forth the number and growth of smartphone devices in use globally
from 2015 to 2016 and the estimated number and growth of smartphone devices in use globally from
2017 to 2021:

Growth

Smartphone Devices in Use (millions) Rate CAGR

2015-  2017-

2015 2016 2017 2018 2019 2020 2021 2016 2021

Americas .................. 479.4 521.8 569.1 618.9 669.5 718.9 7582 8.8% 7.4%

Asia Pacific (ex-China) ...... 551.5 646.5 764.1 905.3 1,069.2 1,242.7 1,182.7 17.2% 11.5%

China ..................... 801.3 874.8 944.0 1,009.7 1,070.4 1,125.5 1,184.1 9.2% 5.8%

Europe ................... 469.0 4959 523.6 550.5 576.3 600.6 618.5 5.7% 4.3%

Rest of World .............. 265.5 309.9 361.5 419.8 4824 549.5 613.0 16.7% 14.1%
Total smartphone

devices inuse ............ 2,566.8 2,848.9 3,162.3 3,504.3 3,867.8 4,237.2 4,356.4 11.0% 8.3%

Source: Newzoo Report

According to Newzoo, 20.3% of all active smartphones were high-end smartphones, as of December
2016. High-end smartphones are defined as smartphones released in 2015 or later and have a screen
size smaller than seven inches, a minimum resolution of 720p, two gigabytes of ram, a minimum
of a dual core CPU, near field communication, fingerprint scanning and 4G compatibility. These
devices are more suited to playing games with advanced graphics typical of immersive games.

Global Gaming Software and Services Market Overview
Software

The emergence of independent, third-party software applications is closely connected to the
growing popularity of desktop and laptop PC gaming and competitive gaming. The main types of
software applications that are generally used while gaming, but are independent of the games
themselves, include the following:

. Game launchers: Game launchers are independent or publisher-owned digital game
distribution platforms, such as Razer Cortex, one of the world’s largest independent game
launchers. Some game launchers allow consumers to download entire games online, saving
time and offering more convenience compared to going to a physical store. Razer Deals, part
of Razer Cortex, may well be the world’s leading international price comparison engine for
PC gaming titles.

. Game-related cloud software: Game-related cloud software, such as Razer Synapse and Razer
Chroma, allows users to access game settings from various locations or stream rather than
download entire games.

. Game video recording: Game video recording, publishing and live-streaming tools have
become very popular after the huge growth in popularity of online video content sharing and
of live game-streaming through platforms such as Facebook, Twitch and YouTube. Razer
Cortex includes a free video recording and streaming service called the Gamecaster.

. Communication software: These text, voice and video applications facilitate communication
within games or across multiple games.
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Virtual credits

Game developers across console, PC, and mobile have increasingly focused on the sale of
downloadable digital content that allow gamers to purchase digital content and items within the
game or “in-game.” Games have evolved from products to continuous services. By offering players
options such as buying extra levels, acquiring cosmetic items or new avatars, lucky dip “loot boxes”
or speeding passage through the game, developers and publishers are monetizing content in many
new ways.

In-game digital spending and digital content distribution have already generated the majority of
games industry revenues and are expected to continue to take an increasing share of the global
market, according to Newzoo. Players purchase digital content and items in-game either via direct
online payment transactions or by using virtual credits purchased on a platform via a credit card or
bank transfer, amongst other methods. Virtual credits make it easier for consumers to buy
entertainment content.

Some gaming companies have their own virtual credits service. Notably, there is no single virtual
credits service that is widely adopted by all game publishers globally. According to Newzoo, Razer
zGold is in a strong position to become the largest virtual credits service in Southeast Asia.

Global Esports Market Overview

Esports has turned into a standalone industry, generating around US$500 million in sponsorships,
advertising, fees from game publishers, media rights, merchandise and tickets in 2016. Global
esports revenue is forecasted to increase with a 24.1% CAGR from 2017, reaching US$1.65 billion
in 2021, more than triple the total revenue in 2016. Brands, media and sports companies across the
globe are increasingly investing in this space.

The global esports audience totaled 322 million in 2016, an increase of 117 million people since
2014, according to Newzoo. The global esports audience is expected to grow to 665 million in 2021,
with a 14.6% CAGR from 2017. China has the largest esports audience with 106 million people in
2016 and is expected to remain the largest in 2021, reaching a total of 218 million at a CAGR of
14.6% from 2017, but the Asia Pacific (ex-China)’s esports audience is growing at a faster rate, with
a20.2% CAGR (not taking into account the Rest of World). The table below sets forth the size and
growth of the global esports audience from 2014 to 2016 and the estimated size and growth from
2017 to 2021:

Global Esports Audience (millions) CAGR

2014- 2017-

2014 2015 2016 2017 2018 2019 2020 2021 2016 2021

Americas ............. 50.3 63.8 84.8 102.3 116.3 128.4 1458 1629 29.8% 12.3%
Asia Pacific (ex-China) . 22.3 33.5 47.8 59.5 72.9 88.3 105.1 124.4 46.4% 20.2%
China ................ 90.1 73.4 106.2 126.1 147.5 170.2 193.7 217.6 8.6% 14.6%
Europe ............... 34.1 56.8 67.2 76.9 86.6 96.2 105.3 113.7 40.3% 10.3%
Rest of World ......... 8.7 8.4 16.2 20.8 26.1 32.2 390.1 46.8 36.5% 22.5%
Total ................. 205.5 2359 3222 3855 449.5 5152 588.9 6653 252% 14.6%

Source: Newzoo Report

- 108 -



This document is in draft form, incomplete and subject to change and the information must be read in conjunction with the section
headed “warning” on the cover of this document.

INDUSTRY OVERVIEW

Virtual Reality and Augmented Reality

Virtual reality (VR) and augmented reality (AR) are two relatively new trends in the global
entertainment industry. VR has not yet gained significant commercial traction, and hardware
manufacturers are taking steps to make VR more affordable and have been actively putting their
products in the hands of consumers. AR had its breakout in 2016 with the success of the AR-enabled
Pokémon GO. Consumers are likely to experience AR through interactive, location-based and
personalized advertising.

Competitive Landscape

We are the leading global lifestyle brand for gamers, according to Newzoo, that offers an integrated
portfolio of gaming hardware, software and services. Furthermore, while Razer has different
gamer-focused competitors in the various markets it serves, there is no single gamer-focused brand
that has the same breadth and strength in terms of products and services across the combination of
gaming hardware, software and services in these markets, according to Newzoo.

Branding

According to Frost & Sullivan, Razer is one of the top gamer lifestyle brands, in terms of “top of
mind” brand awareness, and one of the “most satisfying” gamer lifestyle brands in several major
gaming markets across the world. The table below sets forth Razer’s rankings in “top of mind”
brand awareness and “most satisfying” gamer lifestyle brands in Australia, China, Germany, the
United Kingdom and the United States based on surveys conducted between June 2, 2017 and June
6, 2017:

United United
Australia China Germany Kingdom States
“Top of mind” brand
awareness' ... ... ... ... Ist Ist Ist 3rd 3rd
“Most satisfying” gamer
lifestyle brand? ........ Ist Ist 3rd Ist 4th

Source: Frost & Sullivan Report
' Question: Which is the first brand that comes to mind when talking about gamer lifestyle brands?

2 Question: Which of the gamer lifestyle brands are you most satisfied with?

Razer also ranks high in gamer lifestyle brand awareness. The table below sets forth Razer’s
rankings in non-aided and aided brand awareness in Australia, China, Germany, the United
Kingdom and the United States based on surveys conducted between June 2, 2017 and June 6, 2017:

United United
Australia China Germany Kingdom States

Non-aided brand
awareness! . ... ... ... .. 3rd Ist 2nd 5th 4th
Aided brand awareness? . . 4th 1st 3rd 5th 5th

Source: Frost & Sullivan Report

! Non-aided brand awareness refers to the result of a non-aided brand survey where the respondent is presented with the

category of gamer lifestyle brands and asked to nominate as many brands as possible. No clues or cues are provided to
respondents. Respondents came back with brands that included major PC, mobile and console brands.

Aided brand awareness refers to the result of an aided brand survey where the respondent is prompted with a set of brand
names and asked a series of questions around those brand names. Respondents were prompted with brands that included
major PC, mobile and console brands.
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In China, Razer is the top gamer lifestyle brand, gaming device brand and esports brand, ranking
first in “top of mind” brand awareness, “most satisfying” gamer lifestyle brand, non-aided brand
awareness, aided brand awareness and most authentic gamer lifestyle brand, according to Frost &
Sullivan. In China, Razer is also ranked the number one global gaming peripherals brand in terms
of both awareness and preference, according to Newzoo: 39.5% of gamers in China name Razer as
their preferred global brand in gaming peripherals, 10% more gamers than any other brand. China
had the largest active PC gamer population worldwide and largest esports audience, according to
Newzoo.

Razer is a global leader in esports, with one of the longest histories in esports sponsorship.
According to Newzoo, 69% of active PC and console gamers aware of Razer and view Razer as one
of the leading brands in esports with 76% of gamers sharing the same view in China.

Hardware

Based on surveys conducted from November 2016, Razer is the leading global brand in terms of
ownership across each of the peripherals categories based on an aggregate of China, Europe and the
United States, according to Newzoo. Our mice and keyboards each hold the largest market share in
their respective categories across China, Europe and the United States. In China, Razer is the top
global gaming peripherals brand in terms of ownership of gaming mice, keyboards, headsets and
console controllers, according to Newzoo. The table below sets forth Razer’s ranking and market
share based on surveys conducted by Newzoo in terms of ownership of each Razer gaming
peripheral in China, Europe and United States as of November 2016:

Gaming Peripherals Categories China Europe United States

Gaming mice ownership ........... 1st (25.2%) Ist (10.7%) 2nd (10.3%)

Gaming keyboards ownership ...... 1st (21.9%) 2nd (8.5%) 1st (10.2%)

Gaming headsets ownership' ... .. .. Ist (13.8%) 2nd (5.1%) 3rd (4.3%)

Gaming console controllers Ist (20.9%) 2nd (5.2%) 2nd (4.6%)
ownership' . ... ... ... ... ... ...

Source: Newzoo Report

Note:

! Figures do not include Microsoft Xbox and Sony PlayStation branded headsets and console controllers.

Market share based on responses to surveys conducted by Newzoo during November 2016.

Question: “Of which of the following brands do you currently own a gaming [insert peripheral category]? Choose
as many as applied.”

The competitive landscape for gaming systems is very diverse with both gamer-focused specialists
and large manufacturers. Razer is the third most popular gaming system brand among gamer-
focused brands, according to Newzoo, behind companies which offer broader product portfolios.

Software and services

The market for game-related software is nascent and is currently served by many different
companies with different products, services and business models, according to Newzoo. As a result,
Newzoo believes the market will offer significant growth opportunities in the form of further
revenue potential and the strengthening of ties between a brand and its users through software-based
products and services. Newzoo also expects that the most successful companies in this market will
need to be highly innovative and have a deep understanding of what is important to gamers.
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Overview

For Gamers. By Gamers.™ We are the leading global lifestyle brand for gamers, according to
Newzoo, that offers an integrated portfolio of gaming hardware, software and services. The Razer
ecosystem delivers gamers a competitive edge, immersive gaming experiences and access to a
comprehensive catalogue of digital entertainment.

We operate in a large and growing addressable market of hardware, software and services for
gamers. Games are a pervasive element of popular culture and integral to the modern way of life
of the world’s approximately 2.1 billion active gamers in 2016, the number of which is estimated
to grow to approximately 2.7 billion in 2021, according to Newzoo. According to Frost & Sullivan,
the global games market is the fastest growing segment within the global entertainment industry. In
2016, the global games market revenue of US$101.1 billion exceeded both the global cinema and
global music markets, which according to Frost & Sullivan, generated US$39.9 billion and US$48.4
billion respectively. As an early mover in professional competitive games, also known as esports,
we are strategically positioned to capitalize on the opportunities in this segment which has grown
rapidly in the past few years and has emerged as a standalone industry.

The Razer brand

Razer was founded by gamers. Our passion for gaming and focus on creating premium gaming
products that cater to the demanding requirements of gamers have propelled us to become a lifestyle
brand for gamers. Our brand is recognized for its authenticity and we have built an intensely
devoted fan base. Razer has become an aspirational brand for gamers and millennials who we
believe recognize our brand as one synonymous with high-performance and industry leading
technology. Our users include early adopters of technology, millennials and some of the most
prominent trendsetters, such as top esports athletes, movie stars, leading music artists and social
media celebrities. Our most loyal fans have demonstrated their passion for our brand by getting
tattoos of the Razer logo, creating Razer-themed personal gaming environments, wearing
Razer-branded gear and creating videos featuring our products. Our active participation in the
gamer community, our deep understanding of gamers’ needs and our portfolio of category-defining
products have all contributed to strengthening our brand and growing our committed fan base.

Online social networks play a key role for us to attract and engage gamers. We partner with social
media celebrities who promote our products to their millions of fans, and we sponsor top esports
athletes who promote our brand at professional gaming events. We have one of the largest online
social media followings globally among games and esports brands. As of December 31, 2016, we
had approximately 7.5 million “Likes” on Facebook, 2.7 million followers on Twitter, 1.2 million
followers on Instagram, 1.2 million subscribers on YouTube, 250,000 followers on WeChat and
140,000 followers on Weibo.

We are a leading brand in esports and have sponsored top esports athletes for over 12 years. As of
December 31, 2016, Team Razer, our esports brand, comprised 160 top esports athletes from 22
different countries.

We believe we stand to benefit from the overlap in gaming and millennial culture, as more than
71.2% of millennials play games, according to Newzoo. Through our loyal fan base, video
streaming, strong social media presence and viral marketing, and as one of the pioneers of esports,
we believe we are in a prime position to market to the growing gamer market worldwide. We have
created an integrated hardware, software and services ecosystem for gamers driven by the Razer
brand. Our strong brand and ecosystem positions us well to address market opportunities across the
different entertainment verticals, including movies and music.
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The Razer ecosystem

We believe we have one of the largest integrated gaming ecosystems in the world. The Razer
ecosystem consists of gaming hardware, software and services designed and developed to integrate
seamlessly and enhance personalized user experiences across different entertainment genres.

There is no single game focused brand that has the same breadth and strength as Razer in terms of
products and services across the combination of gaming hardware, softwares and services,
according to Newzoo. We believe our robust brand-centric ecosystem continually contributes to the
successful launches of new hardware, software and services, creating a virtuous cycle.

Hardware

Since our founding, we have been able to continually innovate, develop and sell category-defining
hardware. Our hardware, which includes premium gaming peripherals and systems, allows our users
to play different genres of games on multiple platforms with other gamers in an advanced and
customizable environment. We design gaming peripherals that empower competitive gamers at the
highest levels, including high-precision mice, fully customizable keyboards, audio devices, mouse
mats and gaming console controllers. Razer is the leading global brand in terms of ownership across
each of the peripherals categories based on an aggregate of China, Europe and the United States,
according to Newzoo. Our systems consist of laptops that combine performance, portability and
exceptional gamer user interface and are designed to provide seamless integration and enhanced
mobility for gamers. Razer is the third most popular gaming system brand among gamer-focused
brands, according to Newzoo, behind companies which offer broader product portfolios. The
majority of our hardware products are “connected devices”, which can connect through software to
our ecosystem including other Razer connected devices and to the spectrum of software and
services we offer. Among many other awards, our hardware have won the official “Best of CES”
Award at the Consumer Electronics Show, the world’s largest consumer technology show, for an
unprecedented seven years in a row. During the Track Record Period, we have sold over US$1
billion worth of hardware.

Software

At the core of our ecosystem is our Razer Software Platform, which had over 35 million registered
users as of May 31, 2017. Our platform comprises Razer Synapse, an 1oT platform, which allows
users to access our software platform via our hardware devices; Razer Chroma, our proprietary
RGB lighting technology system; and Razer Cortex, an all-in-one game launcher, game optimizer,
game aggregator and price comparison engine. We believe these software offerings draw users to
our ecosystem, keep them engaged and allow us to offer additional services to users. Our Razer
Software Platform also allows us to collect data through analytics and to make suggestions and
recommendations to gamers to improve user experience and to influence the design of future
products.

Services

We have just begun to monetize our Razer Software Platform by offering services to our users. In
March 2017, we launched our zGold virtual credits service, which allows gamers to purchase zGold
and exchange it for digital content and items from various content providers. We have recently
entered into an agreement with MOL Global, which has a wide distribution network for virtual
credits in Southeast Asia, whereby their virtual credits, MOLPoints, will be rebranded as
“zGold-MOLPoints.” At the same time, we have announced a partnership with Three Group, the
mobile telecommunications division of CK Hutchison, to distribute zGold in Hong Kong and
Europe. We intend to further expand the reach of zGold and our services offerings through more
partnerships.
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Global leadership

We are a market leader in premium gaming products worldwide. Razer is the leading global brand
in terms of ownership, across each of the peripheral categories based on an aggregate of China,
Europe and the United States, according to Newzoo. Razer is also the third most popular gaming
system brand among gamer-focused brands, behind companies which offer broader product
portfolios.

We are currently the number one global gaming peripherals brand in China in terms of both
awareness and preference, according to Newzoo. 39.5% of gamers in China name Razer as their
preferred global brand in gaming peripherals, 10% more gamers than any other brand, according to
Newzoo. In addition, according to Frost & Sullivan, the Razer brand is considered more authentic
than any other gamer lifestyle brand in China. On November 11, 2016’s “Singles’ Day,” also known
as 11/11 (which has become a well-known online shopping day in China), we were the top seller
in our categories on JD.com and Tmall. Although we are already recognized as having the leading
gamer lifestyle brand in the China market, we believe a significant expansion opportunity still exists
in that market, as China only accounted for 12.7% of our revenue in 2016 while the China games
market is expected to grow at a CAGR of 6.0% from US$27.5 billion in 2017 to US$34.7 billion
in 2021, according to Newzoo.

We have established a global footprint in the games industry. We have a geographically diverse
revenue base, generating 50.1% of our revenue from the Americas, 27.0% from EMEA and 22.9%
from Asia Pacific, including 12.7% in China, in 2016. As of December 31, 2016, our products were
sold in 76 countries through 105 online platforms and through more than 21,000 offline retail
outlets.

Financial performance during the Track Record Period

During the Track Record Period, our revenue increased from US$315.2 million in 2014 to US$392.1
million in 2016, representing a CAGR of 11.5%. From 2014 to 2016, our revenue increased from
US$135.2 million to US$196.7 million in the Americas, from US$96.6 million to US$105.7 million
in EMEA and from US$83.5 million to US$89.7 million in Asia Pacific including China. In 2016,
we generated 76.2% of our revenue from gaming peripherals and 23.1% from systems. Software and
services revenue was immaterial during the Track Record Period.

We had a profit of US$20.3 million in 2014, and our losses were US$20.4 million and US$59.6
million in 2015 and 2016, respectively. Excluding the impact of share-based payments, a one-time
settlement payment in 2015, expenses related to a contemplated securities offering incurred in 2015
and impairment of acquisition-related intangible assets in 2016, we had an adjusted profit of
US$20.3 million in 2014, and our adjusted losses were US$6.2 million and US$20.3 million in 2015
and 2016, respectively. See “Financial Information — Non-IFRS Measure: Adjusted Profit/(Loss).”

Our Strengths

We believe the following strengths create a unique and leading position for us within the global
games industry:

Leading global lifestyle brand for gamers

We are the leading global lifestyle brand for gamers, according to Newzoo, that offers an integrated
portfolio of gaming hardware, software and services. We have built an authentic brand in the games
industry in line with our philosophy of “For Gamers. By Gamers.” with innovative product designs
crafted specifically for gamers. This has helped us to create an integrated hardware, software and
services ecosystem, driven by the Razer brand.
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We believe we are the first gamer-focused company offering integrated product solutions across all
of gaming hardware, software and services. With over 35 million registered users and more than 25
million connected devices sold globally to date, we believe we are also one of the largest platforms
in the games industry. Our authenticity and deep roots in gaming culture are critical to our status
as a leading global lifestyle brand for gamers. The growth of our brand will benefit from the growth
of the global games market, which is, according to Frost & Sullivan, the fastest growing segment
within the global entertainment industry. According to Newzoo there were approximately 2.1 billion
active gamers in 2016, the number of which is estimated to grow to approximately 2.7 billion active
gamers by 2021.

Our most loyal fans have demonstrated their passion for our brand by getting tattoos of the Razer
logo, creating Razer-themed personal gaming environments, wearing Razer-branded gear and
creating videos featuring our products. Our brand is further bolstered by our active presence in the
gaming community, which we maintain through multiple channels including social media, video
streaming and esports sponsorships. We believe we are widely recognized in the esports community
as a pioneer in esports, through our sponsorship of numerous top esports athletes and teams under
Team Razer, which comprised 160 top esports athletes from 22 different countries.

As of December 31, 2016, we had approximately 7.5 million “Likes” on Facebook, 2.7 million
followers on Twitter, 1.2 million followers on Instagram, 1.2 million subscribers on YouTube,
250,000 followers on WeChat and 140,000 followers on Weibo.

Global footprint

We are a market leader in premium gaming products worldwide. Razer is the leading global brand
in terms of ownership, across each of the peripheral categories based on an aggregate of China,
Europe and the United States, according to Newzoo. Razer is also the third most popular gaming
system brand among gamer-focused brands, behind companies which offer broader product
portfolios. We are also a global leader in esports, with one of the longest histories in esports
sponsorship. According to Newzoo, 69% of active PC and console gamers aware of Razer view us
as one of the leading brands in esports with 76% of gamers sharing the same view in China,
according to Newzoo.

Our software platform can be accessed worldwide and as of December 31, 2016, our products were
sold in 76 countries with a focus on the Americas, EMEA and Asia Pacific (including China), which
contributed approximately 50.1%, 27.0% and 22.9% of our revenue in 2016, respectively; China
contributed 12.7% in 2016. According to Newzoo, our gaming mice, keyboards, headsets and
gaming console controllers were the most owned of any brand in China; in the United States our
keyboards ranked first, our mice and gaming console controllers ranked second and our headsets
third; in Europe, our mice ranked first and our keyboards, headsets and gaming console controllers
ranked second. Our products are sold at large global online and offline retailers, such as Amazon,
Best Buy and Walmart in North America; Fnac, MediaMarkt and Saturn in Europe; and JD.com and
Tmall in China. On November 11, 2016’s “Singles’ Day,” also known as 11/11 (which has become
a well-known online shopping day in China), we were the top seller in our categories on JD.com
and Tmall.

As part of our online to offline or O20 strategy, our RazerStores complement our online store
www.razerzone.com, and allow consumers to experience the latest in gaming technology, get their
hands on the full spectrum of Razer products and participate in esports, which we believe will bring
more customers to our online stores. There are currently six RazerStores which are located in
Bangkok, Hong Kong, Manila, San Francisco, Shanghai and Taipei.

Our global reach through our strong sales and distribution network ensures our products are readily
available to gamers worldwide. We expect to continue to leverage our global scale in the future to
bring new products and services to our user base.
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Leading position in a large and growing addressable market

We are a global market leader in a large addressable market of hardware, software and services for
gamers. Razer is the leading global brand in terms of ownership, across each of the peripheral
categories based on an aggregate of China, Europe and the United States, according to Newzoo.
Technological advances in the games industry have increased the sophistication of games, and the
market for premium gaming products is growing. The increasing demand for high performance
gaming products and services, especially from top esports athletes and esports enthusiasts,
reinforces our position as the gaming brand of choice for gamers, given our innovative and
comprehensive product offerings and research and development capabilities.

Given that gaming is a pervasive element of popular culture and an integral element of a modern
lifestyle, the influence of our brand has extended beyond our initial focus on hardcore gamers.
There are approximately 2.1 billion active gamers globally in 2016, with the number expected to
grow to approximately 2.7 billion by 2021, according to Newzoo.

Leveraging on our passion and expertise for gaming, we believe we have a strong potential to grow
our market share in the various categories of the games industry, through continually creating new
categories of products and services, as well as increasing our appeal among millennials who may
not currently be gamers but are increasingly interested in and influenced by gaming and
high-performance technology.

Superior gaming and entertainment experience enabled by our integrated ecosystem

Razer empowers competitive gamers at the highest levels of performance (including esports)
through our integrated ecosystem of category-defining product lines and services built around
winning, collaborating and having fun. Our focus on performance has enabled us to build our loyal
user base of gaming enthusiasts. We created the Razer Software Platform which connects gamers
and facilitates immersive interaction with leading proprietary, cloud-based product and service
offerings. These products include Razer Synapse, an 1oT platform which allows users to access our
software platform across devices and operating systems; Razer Chroma, our proprietary RGB
lighting system; and Razer Cortex, an all-in-one game launcher, game optimizer, game aggregator
and price comparison engine with screen-casting features and with utilities to improve PC gaming
performance. By analyzing the data collected through our Razer Software Platform (including user
gaming performance metrics, user behavior data and gameplay preferences among others), we are
able to gain an in-depth understanding of our user base. Information gleaned from the data allows
us to make suggestions and recommendations to gamers, improve user experience and influence the
design of future products. This software adds value to our consumers by integrating their Razer
devices, which we believe gives us an advantage over competitors in terms of customer loyalty.
Building upon the success of our Razer Software Platform, in March 2017 we launched zGold. We
have entered into an agreement with MOL Global, which has a wide distribution network for virtual
credits in Southeast Asia, whereby their virtual credits, MOLPoints, will be rebranded as
“zGold-MOLPoints.” At the same time, we have announced a partnership with CK Hutchison’s
Three Group to distribute zGold in Hong Kong and Europe. We intend to further expand the reach
of zGold and our services offerings directly and through more partnerships.

We believe that we are currently the only company in the games industry to offer the entire spectrum
of hardware, software and services. As a result, we believe our robust brand-centric ecosystem
contributes to the successful launches of new hardware, software and services, creating a virtuous
cycle. We are now in a position to further expand the ecosystem by growing our software and
services offerings.
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Strong track record of innovation and creation of category-defining experiences

We have a strong track record of launching category-defining products and services. We have won
the official “Best of CES” Award at the Consumer Electronics Show, the world’s largest consumer
technology show, for an unprecedented seven years in a row, among many other accolades.

Since developing our first gaming mouse in 2005, we have become a leader in gaming peripherals.
We were first movers in designing gaming-grade wireless mice and gaming mechanical keyboards.
According to Newzoo, Razer is the leading global brand in terms of ownership across each of the
peripherals categories based on an aggregate of China, Europe and the United States. We also
believe we were pioneers in creating the modern gaming laptop’s thin and powerful design, and our
gaming laptops have been recognized for the powerful performance and enhanced mobility they
provide to gamers. For example, our Ultrabook, the Razer Blade Stealth, has won over 20 awards
including the official “Best of CES” People’s Choice Award in 2016. We are also one of the pioneers
and leading influencers in the esports industry. Since our founding, we have designed products for
esports that optimize performance for esports athletes and today we are one of the biggest esports
brands in the world. We sponsor top esports athletes and teams through Team Razer, members of
which have won more than US$6.8 million in prize money and achieved 148 podium places as of
December 31, 2016.

We have strong research, development and design capabilities with a dedicated global research and
design team consisting of 309 personnel as of December 31, 2016 across our research and
development facilities in Chengdu, San Francisco, Shenzhen, Singapore and Taiwan.

Established strategic relationships with leading players in the games and global entertainment
industry

We have forged strong relationships with leading players in the games and entertainment industries,
including content and proprietary technology providers. We believe our relationships with these
strategic partners demonstrates that industry players trust us, recognize the authenticity and
leadership in our gaming-focused brand and appreciate our large and loyal user base and our
leadership in esports. Through licensing arrangements with content and proprietary technology
providers, we provide developers with market access to our global user base while our ecosystem
benefits from furthering our brand exposure and increasing the number of game offerings available
to our users. We have maintained numerous relationships with major content providers including
Activision Blizzard, Electronic Arts and Tencent.

We also collaborate with proprietary technology providers such as Intel and NVIDIA to incorporate
their component products and technology into Razer designs. We produce gaming peripherals
geared towards the esports market for gaming consoles such as Microsoft Xbox and Sony
PlayStation. Game developers can also integrate their games with our proprietary software, which
allows for a more immersive, dynamic gaming session. For example, using Razer Chroma, our
proprietary RGB lighting technology system, game developers are able to integrate lighting effects
directly into the games. This creates more intuitive tutorials and real-time in-game alerts, including
displaying cooldowns and health bars directly across all Razer Chroma-enabled devices. Razer
Chroma 1is natively supported by some of the top games in the market, including Activision
Blizzard’s Overwatch and Call of Duty: Black Ops III. As an example of Razer Chroma’s
capabilities, when Overwatch is played, certain special lighting effects on the devices are triggered
by in-game events. Outside of the games industry, we work with brands and technology providers
to help them tap into the gamer market, while also gaining association with our brand.
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We build relationships with celebrity gamers, furthering our reach and status within the games
industry. We also collaborate with social media celebrities, in addition to our sponsoring them. This
includes top YouTuber PewDiePie (Felix Arvid Ulf Kjellberg), who uses Razer products in his
online gameplays, and whose youtube videos have garnered more than 15.6 billion views and whose
youtube channel had more than 55.9 million subscribers as of June 27, 2017, making him the most
subscribed YouTuber in the world. We also work with top Twitch streamer Tom “Syndicate” Cassell,
the Twitch streamer with approximately 2.4 million followers as of June 27, 2017, making him the
most followed Twitch streamer in the world, and with Lee “Faker” Sang-Hyeok, the South Korean
professional gamer, who is consistently ranked the best League of Legends player in the world and
who has won the League of Legends World Championships three times while using Razer products.
These social media and esports celebrities, who drive public opinion among our core users, work
with us to raise our brand recognition and increase demand for our products.

We also expand our reach through strategic partnerships and acquisitions. We have recently entered
into an arrangement with MOL Global, which has a wide distribution network for virtual credits in
Southeast Asia, whereby their virtual credits, MOLPoints, will be rebranded as
“zGold-MOLPoints.” We believe this is an important step to increase awareness of zGold in
Southeast Asia and that our partnership with MOL Global will serve as a successful model for
partnerships moving forward.

Visionary management team with deep industry experience and a strong gaming-focused culture

Our success is in part due to a management team with the passion and know-how for gaming
technology. Guided by our philosophy, “For Gamers. By Gamers.”, our management team shares a
passion for our category-defining products and immersive entertainment. In particular, our
co-founder, chairman of the Board and chief executive officer, Mr. Tan, has been instrumental to the
vision and creativity of our business, and continues to be intimately involved in the development
and design of our products. Mr. Tan has been named “The 25 Most Creative People in Tech” by
Business Insider, and “Top 10 Most Influential Leaders in Tech” by Juniper Research. Our
management team understands what gamers want and need, and share gamers’ demanding standards
for top-notch innovation and quality. Our team is committed to creating products with a winning
edge and curating an authentic, world-class brand, true to our gaming roots.

In addition to understanding our core constituencies, our Board and management come with deep
experience globally and across the technology, media and telecommunications (TMT) sector. It is
through their understanding of the market and strong business background that the management
team has been able to successfully build a leading company in the global games industry over the
last decade.

Our Strategy

Since our founding, we have focused on enhancing the gamer experience through an integrated
ecosystem of gaming hardware, software and services. The authenticity of the Razer brand and our
deep roots in gaming culture have been critical to our status as a leading global lifestyle brand for
gamers and millennials. We intend to continue this focus and broaden the appeal of our brand and
ecosystem to include verticals appealing to gamers and millennials by pursuing the following
strategies:

Broaden the appeal of our brand

We are the leading global lifestyle brand for gamers, according to Newzoo, that offers an integrated
portfolio of gaming hardware, software and services. We believe this puts us in a strong position
to leverage our brand to further increase market share among gamers, to expand the appeal of our
brand beyond the hardcore gamers and to further expand our brand into other verticals which
complement our core gaming expertise. Key to our success in expanding the appeal of the Razer
brand is staying authentic to the gamer lifestyle which has defined Razer since our founding. At the
core of this strategy is our ongoing commitment to invest in esports, an industry in which we believe
we are viewed as a pioneer and a leading influencer. We design products for esports that optimize
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the performance of esports athletes and today we are one of the biggest esports brands in the world,
sponsoring top esports athletes and teams. We plan to continue to market and grow the Razer brand
by promoting gamer culture and supporting esports through sponsorship of esports athletes through
Team Razer. The esports audience is expected to grow at a CAGR of 14.6% from 2017 to 665
million people by 2021, and esports revenues are expected to grow at a CAGR from 2017 of 24.1%
to US$1.65 billion during the same period, according to Newzoo. We believe our continued
investment in esports will not only reinforce the Razer brand among competitive gamers, but also
among the expanding gaming and esports communities.

More than 70% of millennials play games, according to Newzoo, and the verticals which interest
them are primary markets for us going forward because of the overlap among gamers and
millennials. We believe millennials enjoy a number of online and high-tech experiences, which offer
opportunities for us to expand into other verticals going forward. For example, millennials are more
likely to listen to music, visit social networks and participate in online shopping, according to
Newzoo. This increases the value of our gaming-focused brand by allowing us the opportunity to
expand to non-gaming peripherals where a premium, high-tech brand is an asset. Moreover,
according to Newzoo, millennials have enthusiastically embraced esports, 73.4% of esports
audience are millennials. Appealing to gamers and the many millennials who consider themselves
gamers, we believe we are well-positioned to expand to provide immersive gaming experiences
complementary to our gaming brand in the broader entertainment space, including for example,
hardware and software for music and video.

We are committed to expanding Razer’s impact in the broader gaming market and other verticals.
One such effort is demonstrated by our recent foray into the music industry with the Razer Music
initiative which complements our audio devices offering. In 2015, we began partnering with
internationally known DJs and music artists, such as deadmau5, Metro Boomin, the indie-pop duo
Purity Ring, Noisia and Anderson .Paak. The Razer Music initiative provides a forum for artists to
inspire each other, showcasing their processes, creations and experiences in music production,
including exclusive content.

We are also committed to expanding the appeal of our brand via social media and marketing. We
have developed strategic partnerships with social media celebrities and have to date relied on viral
and word-of-mouth marketing campaigns, as well as our loyal following, to expand the reach of our
brand and products through a grassroots effort. We intend to continue pursuing these avenues to
maintain our core fan base as a foundation for our brand, and future marketing endeavors may
include other forms of advertising, including digital and traditional advertising.

In addition, we aim to further develop our strategic relationships within and outside the gaming
ecosystem. Within the gaming ecosystem, we collaborate with leading international content
developers and publishers to develop licensed products for their game titles, in-game content and
customized designs. For example, we recently partnered with Activision Blizzard to create
Overwatch-themed products with native Razer Chroma support in the game.

Continue to introduce innovative, category-defining experiences

We leverage the strength of our sales and operations of our existing segments to invest in new
product categories and the development of new service offerings as part of our software
monetization strategy. We believe Razer’s distinct combination of brand, ecosystem and global
footprint puts us in a strong position to address future market opportunities across many
entertainment and lifestyle verticals. We achieve truly holistic design by controlling the entire
design process in-house from product development to software coding to final packaging. We
believe that there are still many undefined or underdeveloped market opportunities, including
software and lifestyle categories that gamers and millennials may desire. We believe we have
identified specific, under-addressed gamer and millennial needs and will continue to introduce new
products and services that optimize performance, design and other attributes desired by gamers.
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Hardware. Leveraging our passion and expertise for gaming, we aim to grow our market share by
introducing new product offerings, which can redefine the standards within each of our existing
hardware segments, and by increasing our appeal among gamers and millennials through the
introduction of new product offerings that cater to their gaming as well as general entertainment
needs such as lifestyle audio. We plan to continue to develop high-quality and high-performance
connected devices, as well as introduce new categories of devices targeted at gamers and
millennials.

We believe our current line of hardware products demonstrates a level of knowledge and expertise
that will allow us to expand into adjacent hardware verticals, including mobile devices. According
to Newzoo, 2016 marked the first year that mobile games generated more revenue than PC or
console games with US$38.6 billion, or 38% of the total market, having grown at a CAGR of 25.6%
from 2014 to 2016. In 2017, mobile games are anticipated to take 42% of the global market,
generating US$46.1 billion in revenue, and the market is expected to grow at a CAGR of 10.6%
from 2017 to 2021. As gamers are increasingly playing games on mobile devices and given the
increase in mobile screen-time, we see the opportunity to elevate interaction with our target users.
In early 2017, we acquired certain assets of, and hired key management and engineering personnel
from, San Francisco-based mobile phone manufacturer, Nextbit Systems Inc. to accelerate our
mobile device strategy. As part of this acquisition, Razer plans to continue supporting the
cloud-based Robin smartphone developed by Nextbit Systems Inc.. We are currently targeting to
launch our first mobile device in late 2017 or early 2018 though this date may change subject to
design and engineering factors.

By focusing on design and technology (for example, THX audio technology), we seek to improve
on the performance and specifications of our devices to enhance the immersiveness of user
experiences and target the broader entertainment segment, given the convergence of gaming, music,
mobile and video.

Having established ourselves as a leader in the gaming systems market, we believe that we will be
able to leverage our early success to significantly scale our Systems business and expand our market
share in the gaming systems market by continuing to improve on the design and development of our
systems products and broadening the distribution reach of our systems significantly beyond the
United States into Europe and Asia. We also plan to continue to develop custom-designed products
for the esports industry, global revenue of which are expected to grow at a CAGR from 2017 of
24.1% to US$1.65 billion by 2021.

Software. Leveraging our deep industry experience and the loyalty of our user base, we plan to
continue developing our Razer Software Platform to increase our user base to meet the gaming and
lifestyle needs of gamers. Our current software offerings connect over 35 million registered users
as of May 31, 2017 to a software suite that enhances their gaming experience for Razer’s products.
We plan to develop new software applications to attract more users and to further engage with our
existing users. The data we collect through users’ purchasing behavior, from social media
interactions which feed back to our Customer Relationship Management (CRM) system and
regarding user habits on our software platform, will allow us to better tailor user experiences,
improve recommendations for each individual user and adapt future product innovation and
development to the needs of the growing gamer community.
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Services. In addition to leveraging our hardware and software offerings, we plan to build upon the
successful launch of zGold. In May 2017, we made a strategic investment in and entered into a
co-branding partnership with MOL Global, which has a wide distribution network for virtual credits
in Southeast Asia, whereby their virtual credits, MOLPoints, will be rebranded as
“zGold-MOLPoints.” We expect to establish more regional partnerships thereby expanding the
presence and monetization opportunities of zGold globally. In addition, we plan to further monetize
our platform by delivering more relevant services to our users.

Others. We see opportunities to develop other products and services across our ecosystem, which
may include gear, accessories, energy drinks or even toasters (if enough fans want it). We are the
leading global lifestyle brand for gamers, according to Newzoo, that offers an integrated portfolio
of gaming hardware, software and services, and we believe that our strategy of expanding into new
verticals that appeal to gamers will further entrench the Razer brand as core to the gaming lifestyle,
and create a strong brand awareness among the wider gamer and millennial populations.

Deepen global market penetration

We plan to further pursue global market opportunities in regions where we believe there are
under-addressed market opportunities. In fast-growing markets such as China and Southeast Asia,
we intend to increase our brand awareness through localized strategic relationships such as working
with game content partners to reach out to gamer communities, sponsoring locally important social
media celebrities and opinion leaders and curating new gaming events and esports opportunities
within these regions.

China, in particular, represents an important market for us moving forward. Razer has the highest
brand awareness and brand preference of all global gaming peripherals brands in China according
to Newzoo, and we believe there is still significant growth opportunity in China. The China market
only accounted for 12.7% of our revenue in 2016, but we believe we stand to increase our revenue
there due to the strength of our Razer brand in the market and the significant expected growth in
gaming in China. We are ranked number one global gaming peripherals brand in terms of both
awareness and preference in China, according to Newzoo. 39.5% of gamers in China name Razer
as their preferred global brand in gaming peripherals, 10% more gamers than any other brand,
according to Newzoo. According to Frost & Sullivan, the Razer brand is considered more authentic
than any other gamer lifestyle brand in China. Moreover, the China games market is expected to
grow from US$24.6 billion in 2016 to US$34.7 billion in 2021.

We plan to expand our presence across Europe and in emerging markets including Latin America.
As of December 31, 2016, our products were sold in 76 countries through 105 online platforms and
through more than 21,000 offline retail outlets.

While we continue to expand our distribution network to provide more points of sale of our
products, we also aim to strengthen our direct sales capabilities across geographic regions going
forward by opening more RazerStores and by enhancing our ecommerce presence globally through
our online store, www.razerstore.com, and by working with leading online retailers such as
Amazon. As part of our online to offline or O20 strategy, direct sales are yet another growth
opportunity to reach more consumers by increasing the number of points of sale whether through
our RazerStores or online stores and increasing our brand awareness. RazerStores allow gamers,
millennials and other consumers to experience the latest in gaming technology, get their hands on
the full spectrum of Razer products and engage with esports and thereby offer strategic
opportunities for branding, customer engagement and sales, which we believe will direct more
customers to our online stores.
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We plan to continue building upon strategic relationships to create more meaningful and
differentiated experiences. Our recent strategic partnerships include those with MOL Global, which
has expanded access of our software and services throughout Southeast Asia and CK Hutchison’s
Three Group to expand our distribution networks for our software and services to Europe and Hong
Kong. We are currently targeting to launch our first mobile device in late 2017 or early 2018 though
this date may change subject to design and engineering factors. We plan to work with our strategic
partners and distributors such as CK Hutchison’s Three Group to distribute our mobile devices in
their key markets upon launch.

Our Business

The Razer ecosystem consists of hardware, software and services, designed and developed to
integrate seamlessly and enhance personalized user experiences across different entertainment
genres. Our hardware, which includes premium gaming peripherals and systems, allows our users
to play various types of games on multiple platforms with other gamers in an advanced and
customizable interface setting. As part of our goal to provide an engaging gaming lifestyle
experience, we have developed a cloud-based software platform that integrates with our connected
devices. The cloud-based Razer Software Platform, which today includes Razer Synapse, Razer
Chroma and Razer Cortex, creates a highly interactive user experience for gamers. In addition, we
have begun to offer services on our Razer Software Platform, the first being the recent introduction
of our zGold virtual credits service, which allows gamers to purchase zGold and exchange it for
digital content and items across various partner platforms.

As of December 31, 2016, our products are sold in 76 countries through 105 online platforms and
through more than 21,000 offline retail outlets. As of May 31, 2017, we had over 35 million
registered users on our integrated software platform and 2 million registered zVault wallets in which
our users store their zGold.

We currently operate four business segments, namely Peripherals, Systems, Software and Services
and Others. The following table sets forth a breakdown of revenue contribution from the four
business segments for the periods indicated:

For the Year Ended December 31,
2014 2015 2016

US$ %o US$ % US$ %
(in thousands, except percentages)

Segment Revenue:

Hardware
Peripherals ....... 274,560 87.1 282,392 88.3 298,626 76.2
Systems ......... 40,624 12.9 37,085 11.6 90,697 23.1
Software and Services . 63 0.0 148 0.1 95 0.0
Others .............. — — 81 0.0 2,681 0.7
Total ........... 315,247 100.0 319,706 100.0 392,099 100.0
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Hardware

Peripherals

We design and develop premium gaming peripherals that deliver an enhanced gaming experience
and performance edge, particularly in competitive games. Our gaming peripherals include
high-precision mice, fully customizable keyboards, audio devices, headsets, mouse mats and
gaming console controllers. Our gaming peripherals are priced as a premium category of products
in the gaming market. Razer products are built with a focus on tailored function, performance and
ergonomics. The majority of our gaming peripherals are connected devices.

Mice. Our Razer mice product range includes mice for basic gaming and computing needs to
premium mice for competitive gaming which are typically priced at a premium to our competitors’
products. Our high-precision mice are well known for their accuracy in gaming where utmost
precision is advantageous. Our mice also incorporate ergonomic designs to accommodate extended
hours of play. They come in a variety of shapes, sizes and contoured models to cater to each user’s
hand size and preferred style of grip. Our mice also have specially designed buttons to trigger
in-game functions, and certain mice are designed specifically for different game genres and titles.
Customized settings on our mice can be stored and accessed through our Razer Software Platform,
thereby allowing users to store personalized settings and receive software updates automatically.
According to Newzoo, our mice ranked as the top gaming mice by market share among global
gaming peripherals brands across China, Europe and the United States as of November 2016. Our
Razer DeathAdder series was our best-selling mice line in the Track Record Period.

RAZER DEATHADDER RAZER LANCEHEAD RAZER NAGA
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Keyboards. Our Razer keyboards come in a variety of sizes and ergonomic options, built for long
sessions of competitive gameplay. Razer keyboard users can choose from mechanical keys powered
by Razer Mechanical switches that provide an optimized set of actuation and reset points and
noticeable tactile feedback to assure users that their commands are executed precisely as intended,
or membrane-based keys powered by the patent-pending Razer Mecha-Membrane technology
providing a softer, more cushioned touch along with a crisp tactile click. Our high-performance
keyboards utilize technology for accurate and rapid-response key command data transfers, and all
our keyboards also come with anti-ghosting technology, which allows multiple simultaneous key
commands to register at once — important for complex gaming. Many of our designs feature
programmable macro buttons which allow for added in-game function and improve the function of
keyboards in complex games. Macro buttons simplify gameplay by enabling users to program key
command sequences. Our keyboards have achieved a leading market position among gaming
keyboards. Our keyboards ranked as the top gaming keyboards by market share among global
gaming peripherals brands across China, Europe and the United States, according to Newzoo as of
November 2016. Similar to our gaming mice, our keyboards also allow for customized settings that
can be stored and accessed through our Razer Software Platform. Our Razer BlackWidow series was
our best-selling keyboard line in the Track Record Period.

RAZER BLACKWIDOW CHROMA

Audio. Our Razer audio series includes premium audio devices such as gaming headsets,
headphones and speakers, designed to enhance the immersiveness of user experiences. Our audio
devices come in wired and wireless forms and are used by gamers, audiophiles and professional
music DJs. Our best-selling audio device line was the Razer Kraken series during the Track Record
Period.

RAZER KRAKEN
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Other peripherals. In addition to mice, keyboard and audio devices, Razer also produces gaming
console controllers, mouse mats and branded lifestyle products. Although we do not make consoles,
we make gaming console controllers compatible with Xbox One, PS4 and PCs, which often include
branding with licensed intellectual property from our partners. Our mouse mats provide a wide
range of textured surfaces in a variety of sizes providing users with varying degrees of speed and
control. In addition, our lifestyle products include branded gear, including T-shirts, backpacks and
other apparel.

FOR GAMERS
BY GAMERS

RAZER GEAR AND ACCESSORIES

Systems

M el L

RAZER BLADE STEALTH RAZER BLADE PRO RAZER BLADE

Our systems primarily consist of laptops designed for gamers. Our laptops combine performance,
portability and our expertise in user interfaces and are designed to provide seamless integration of
these features and enhanced mobility for gamers.

Developed in partnership with some of the world’s leading technology companies, including Intel
and NVIDIA, our laptops feature high-end performance without compromising design and
portability. We believe we were pioneers in creating the modern gaming laptop’s thin and powerful
design. In addition to Razer’s category-defining sleek design, our laptops feature the latest in
keyboard and track pad ergonomics and a variety of high-definition screen resolution options
including 4K UHD. After initial years of investment research and development, we recently
expanded the product offering to three main lines of laptops, namely Razer Blade Stealth, Razer
Blade and Razer Blade Pro. Our ultraportable notebook (“Ultrabook™), the Razer Blade Stealth,
combines ultra-portability and performance and has won over 20 awards including the “Best of
CES” People’s Choice (formerly People’s Voice) Award in 2016. The Razer Blade strikes a balance
between power and portability to deliver strong gaming capabilities while on the move. The Razer
Blade Pro is our premium offering, providing a comprehensive gaming experience as a compelling
performance-focused “desktop replacement” and is the world’s first THX™ certified laptop device.
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Razer Core is a Razer Chroma-enabled device which, when connected via a USB-C cord to an
external device, upscales compatible non-gaming laptops to enable processing and graphics output
on par with premium gaming laptops. For example, our Razer Blade Stealth Ultrabook is designed
to be connected with a USB-cord to turn into a high performance-connected gaming machine.

Compared to gaming peripherals, our systems business is a relatively new product category.
Nonetheless, according to a 2016 survey conducted by Newzoo, Razer is the third most popular
gaming system brand among gamer-focused brands, behind companies which offer broader product
portfolios.

Software

At the core of our ecosystem is our Razer Software Platform, which had over 35 million registered
users as of May 31, 2017. Our platform comprises of Razer Synapse, an IoT platform, which allows
users to access our software platform via our hardware devices; Razer Chroma, our proprietary
RGB lighting technology system; and Razer Cortex, an all-in-one game launcher, game optimizer,
game aggregator and price comparison engine. We believe these software offerings draw users to
our ecosystem, keep them engaged and allow us to offer additional services to our users. Our Razer
Software Platform also allows us to collect data through analytics and to make suggestions and
recommendations to gamers to improve user experience and to influence the design of future
products.

Our Razer Synapse 10T platform allows users to access our software platform, store personalized
settings and receive software updates automatically. For example, users can store, select,
reconfigure and apply user preferences for the Razer hardware they use and for each game they play.
An upcoming update to Razer Synapse 3 is the next-generation unified hardware configuration tool
that provides gamers with advanced options and granular control such as rebind buttons, assigning
macros and personalizing device lighting. Razer Synapse will also enable our users to
simultaneously store multiple preference profiles on their Razer devices and in the cloud; this
allows users to select from multiple preferred custom profiles — even without being connected to
the Internet.

Razer Chroma is our proprietary RGB lighting technology system, launched by us in 2014, that
allows users to make use of a spectrum of visual effects featuring 16.8 million customizable color
options to personalize Razer Chroma-enabled Razer devices, taking both their play style and
personal style to the next level. Most of our connected devices are Razer Chroma-enabled. We
believe the number of devices through which Razer Chroma can integrate — our systems,
keyboards, mice, audio devices and mouse mats — makes Razer Chroma unique in the market.
Razer Chroma is natively supported by some of the top games in the market, including Activision
Blizzard’s Overwatch and Call of Duty: Black Ops III. As an example of Razer Chroma’s
capabilities, when Overwatch is played, certain special lighting effects on Chroma-enabled devices
are triggered by in-game events. The Razer Chroma configurator present in Razer Synapse allows
our community of active fans to specify lighting effects to the create and share custom lighting
profiles.

Razer Cortex is an all-in-one game launcher, game optimizer, game aggregator and price
comparison engine with screen-casting features and utilities to improve PC gaming performance
and compare game title prices. Razer Cortex improves a gamer’s experience by automatically
shutting off unnecessary processes and applications during gaming to improve game performance.
Razer Cortex allows players to compare game title prices and directs them to other places online
where they can purchase those games.

Our Razer Software Platform also allows us to collect data (including user gaming performance
metrics, user behavior data and gameplay preferences among others) to obtain an in-depth
understanding of our user base through analytics and to make suggestions and recommendations to
gamers to improve user experience and to design future products.
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Services

We offer innovative services to our user base to further monetize our software platform, leveraging
our prime position as a leading global gaming lifestyle brand. In March 2017, we launched our
virtual credits service, zGold, which allows gamers to purchase zGold and exchange it for digital
content and items across various partner platforms. By using zGold, gamers have an easy,
convenient and secure method to access games from our partners and receive exclusive discounts
and promotions. Gamers can also exchange zGold to obtain in-game items across various partner
platforms and premium versions of Razer’s proprietary software. We also have launched zSilver, our
loyalty-based rewards points. Gamers earn zSilver by making purchases with zGold and through
certain user activities via the Razer Software Platform. Users store their zGold and zSilver in
e-wallets which we call zVault. More than 2 million zVault e-wallets have been registered to date.

AT
THUNDER'

zGOLD AND GAME CATALOG

Users can purchase zGold from our online store via PayPal, credit cards (via Worldpay) or prepaid
cards purchased using cash over retail outlets distributed by payment partners. zGold is then topped
up into the user’s zVault e-wallet. One credit of zGold is the equivalent of US$0.01 and can be
purchased in denominations of 3,000 credits (US$30), 5,000 credits (US$50) and 10,000 credits
(US$100). A wuser’s e-wallet may store up to 50,000 credits (equivalent to US$500). Upon
registration and from time to time, we verify each user’s identity. On a monthly basis we settle with
our partners for the amount of zGold users exchange for game content.

zGold partners include game publishers, game stores and game developers who sell digital content
such as game downloads, game voucher codes and virtual in-game items for their free-to-play
games. Our partners include Indiegala, Hi-Rez (developer of Smite) and Smilegate West (developer
of Crossfire). Other zGold partners include Xsolla, a payment solutions provider.

zSilver can be exchanged for Razer rewards including discounts on future purchases, bonus in-game
items or free games. zSilver cannot be converted to zGold, and zGold cannot be converted to zSilver.
All virtual credits (both zGold and zSilver) are non-refundable, non-transferrable and cannot be
exchanged for cash, except as required by applicable laws.

We have recently entered into an arrangement with MOL Global, which has a wide distribution
network for virtual credits in Southeast Asia, whereby their virtual credits, MOLPoints, will be
rebranded as “zGold-MOLPoints.” At the same time, we have announced a partnership with CK
Hutchison’s Three Group to distribute zGold in Hong Kong and Europe. We are also looking into
opportunities to expand in other markets worldwide. We intend to further expand the reach of zGold
and our services offerings through partnerships.
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Others

This segment primarily includes our next-generation products, which remain in the development or
early marketing phases.

In 2015, we launched the Open-Source Virtual Reality HDK (OSVR HDK) system which provides
a virtual reality device and open-source software platform that enables programming for a variety
of virtual reality technologies.

In 2016, a subsidiary of the Company acquired certain assets from Slot Speaker Technologies, Inc.
(formerly known as THX Ltd.), which was founded by George Lucas in 1983. Our subsidiary, which
subsequently was renamed THX, develops premium audio and visual set-ups relative to spatial
design and operates an audiovisual certification business. THX certification is a globally recognized
assurance of uncompromising audiovisual quality, consistency and performance. We believe the
THX business will improve our ability to deliver premiere audiovisual products and allows us to
extend our product offering for the broader entertainment segment, given the convergence of games,
movies and music. We may adopt a share award plan involving the issue of restricted share units
representing the shares of THX to incentivize certain employees of THX.

In 2016, we launched zVentures, through which we invest by acquiring minority stakes in a wide
range of companies that have or will have a role to play within the larger Razer ecosystem. This
includes areas such as advanced manufacturing and engineering, connected devices, esports,
gaming software technology, robotics, software and analytics and virtual and augmented reality.
zVentures investments typically range between US$100,000 to US$1.0 million. Since the launch of
zVentures, we have made minority investments for a total investment amount of US$1.35 million.

In 2017, we acquired certain assets including the intellectual property of San Francisco-based
mobile phone manufacturer Nextbit Systems Inc., which was founded in 2013 by former members
of the Android team at Google. In connection with this acquisition, we hired key management and
engineering personnel from Nextbit Systems Inc. to accelerate our mobile device strategy, Razer
plans to continue supporting the cloud-based Robin smartphone developed by Nextbit Systems Inc..
We are currently targeting to launch our first mobile device in late 2017 or early 2018 though this
date may change subject to design and engineering changes.

Industry Relationships

We have developed relationships with key participants in the gaming and technology ecosystems,
through licensing arrangements, co-branding and co-marketing with game content developers and
technology providers.

We work with game content developers worldwide to design customized licensed products for some
of their most popular titles. Our relationships with game content developers also allow us to further
collaborate on customizing our gaming hardware to deliver a unique user experience when gamers
interact with the licensed content using our licensed products. We work closely with game content
developers to tailor each licensed product to achieve the appearance, design and packaging to match
a game’s artwork, specifications and marketing needs. We believe these arrangements benefit
content developers by enhancing the experience for their games and increase our exposure to the
fan base of these games. We also conduct joint marketing arrangements with content developers
globally to strengthen our outreach to the gamer community, such as joint branding activities with
Activision Blizzard on Overwatch. See “— Marketing.”
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We also collaborate with a number of companies as part of our ecosystem. We believe these
collaborations give us greater exposure of our brand, expand reach of our software and services and
provide us with greater control over key components and manufacturing processes. These include
partnerships with mobile services companies such as CK Hutchison’s Three Group, with whom we
have announced a partnership, which will help us expand our distribution networks for our software
and services to Europe and Hong Kong, as well as provide a platform to distribute our mobile
devices in their key markets upon launch; Microsoft and Sony for whom we make gaming console
controllers for their consoles; developers such as Blizzard, with whom we partner to create limited
and special edition gaming peripherals with game logos; and with Lenovo and NZXT, to whom we
license our brand for systems and desktop cases and receive royalty income. We have also made a
strategic investment in and entered into a co-branding partnership with MOL Global, which has a
wide distribution network for virtual credits in Southeast Asia, whereby their virtual credits,
MOLPoints, will be rebranded as “zGold-MOLPoints.”

Research & Design

We achieve truly holistic design by controlling the entire hardware design process in-house, from
product development to software coding to final packaging, because we believe in holistic design
that can only be achieved by control over the entire process. Our typical hardware design process
involves producing multiple design iterations once an idea is researched and conceptualized. Our
design team then creates mock-ups for evaluation based on a set of criteria ranging from ergonomics
testing to engineering validation. We often create multiple working prototypes for in-the-field
testing and validation by professional and amateur gamers. After extensive testing, we reduce the
number of concepts and prototypes to those that are carefully selected by the design team. We then
go through the rigor of this process as many times as necessary to produce an uncompromisingly
high-performance product with our distinctive look and feel. Upon completion of our hardware
design process, we work with our manufacturers to prepare our products for mass production.

We conduct research and development of software technology in-house, from product development
to user interface design, engineering development, and the development of technology components.
Our software research and design processes involve product business case assessments
(conceptualization) using Risk Assessment Tests (RATs), developing product requirement
specifications and designing user interface specifications, software products are launched and
monitored for scalability, achievement of product business objectives, continuous
development/improvement and augmentation of features based on customers’ feedback and needs.

Our design teams are led by Mr. Tan, our co-founder, chairman of the Board and chief executive
officer. He is supported by design teams based in California, Singapore and Taiwan. We had 192,
248, and 309 in-house research and design team personnel as of December 31, 2014, 2015 and 2016,
respectively. For 2016, of the research and design team, 41.4% of the personnel were dedicated
exclusively to hardware, and 28.5% were dedicated exclusively to software and services, with the
remaining personnel dedicated to both hardware and software research and development. In the
ordinary course of business, we hire independent contractors. We plan to continue to expand our
research and design team by recruiting talent from around the world. Research and development
expenses were US$23.6 million, US$29.8 million and US$52.2 million in 2014, 2015 and 2016,
respectively, which represented 7.5%, 9.3% and 13.3% of our revenue for the respective years.
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Procurement and Suppliers

Our suppliers primarily include (i) contract manufacturers and suppliers for our hardware and other
products, (ii) data storage and bandwidth providers, and server hosting and bandwidth leasing
companies and (iii) payment channels.

Contract manufacturers and suppliers

Our products are manufactured to our specifications by independent contract manufacturers. We
procure finished and packaged products from our manufacturers and do not participate in the
assembly. We work closely with our manufacturers at all stages of the design-for-manufacturing
process. We contract with technology providers to provide sub-components that may require
additional technical expertise, and we work with our manufacturers to aggregate these components
such as chipsets and sensors into finished products.

We work closely with our manufacturers to ensure a smooth production process. These
manufacturers are responsible for producing mock-ups, prototypes, certain aspects of mechanical
and electronic design as well as production tooling. Razer’s intellectual property which is
developed and utilized in the manufacturing of our products is retained by Razer, and contract
manufacturers are subject to confidentiality agreements. Our product packaging is designed by us
in-house and manufactured by third parties, who coordinate with our product manufacturers.

Our contract manufacturers are primarily located in China and Taiwan. We utilized 49, 54 and 51
independent contract manufacturers as of December 31, 2014, 2015 and 2016, respectively, for our
hardware products. We generally engage multiple manufacturers. For product categories where we
engage only one manufacturer, we believe there are alternative manufacturers which are readily
accessible in the market. For specific product lines, we plan to further diversify our manufacturing
base in the future to mitigate the risk associated with having a relatively limited number of
manufacturers. We regularly evaluate our manufacturers for quality, delivery, costs and compliance,
and have developed our own quality control procedures.

The company typically purchases completed products from our manufacturers. We do, however, in
certain cases, operate under buy-sell arrangements (arrangements whereby we purchase raw
materials or certain components directly after which we sell to our contract manufacturers). We
purchase these raw materials and components principally from Hong Kong, Singapore and Taiwan,
as some of our suppliers for key inputs to our products prefer a direct relationship with Razer. The
price of raw materials and components that we sell to our suppliers under these arrangements are
offset against our purchases of finished goods from such suppliers.

We operate on a build-to-forecast model. Our forecasts are based on our own internal estimates and
supplemented by retailer and distributor order and inventory information whenever possible. While
we attempt to maintain healthy inventory levels, extended lead times can often cause unexpected
inventory fluctuations. For example, in anticipation for launches of new products, our inventory
levels increase substantially. These forecasts are not always accurate. See “Risk Factors — Risks
Relating to Our Business and Industries — Our results of operations could be materially harmed if
we are unable to accurately forecast demand for our products.”

The allocation of product liability for defects between us and our suppliers and manufacturers is as
follows: (i) our suppliers are liable for failures or defects in the components sold to us and
assembled into our finished goods; (ii) our manufacturers are liable for failures or defects relating
to the manufacturing of our products; and (iii) we are liable for failures or defects relating to our
specific hardware or software design.
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Top manufacturing and sourcing suppliers

Purchases from our five largest suppliers (including both manufacturers and service providers) for
each of 2014, 2015 and 2016 accounted for approximately 80.5%, 80.9% and 77.2% of our total
purchase amount during those periods, respectively. Our largest supplier for each of 2014, 2015 and
2016 accounted for approximately 31.3%, 30.9% and 27.9% of our total purchase amount during
those periods, respectively. As of December 31, 2016, we had maintained business relationships
with our five largest suppliers for four years on average. To the best of our knowledge, as of the
Latest Practicable Date, all of our material suppliers were Independent Third Parties and none of
our suppliers are controlled by employees of Razer. In general, the credit terms for these five largest
suppliers is the trade date plus 90 days, and the payment method is wire transfer. For the related
risks, see “Risk Factors — Risks Relating to our Business and Industries — We rely on a limited
number of suppliers for certain key components. Any supplier shortage could impair our ability to
ship orders of our products or could cause us to miss the delivery requirements of our retailers or
distributors.” We plan to further diversify our manufacturing base in the future to mitigate the risk
associated with having a relatively limited number of manufacturers.

Payment channels

We engage third-party software and service providers for our online store and RazerStores. We have
entered or are planning to enter into payment service agreements with payment channels including
PayPal, major credit cards, prepaid cards, prepaid methods and direct carrier billing companies.

Data storage and bandwidth

We employ the services of commercial cloud service providers for most of our computing, storage,
server hosting, bandwidth and content deliver network (CDN) needs to run our Internet-based
applications.

Marketing

To date, we have largely relied on the viral effect of our social media outreach and word-of-mouth
marketing generated by our deep involvement with the gamer community and the strong popularity
of our products. We intend to continue expanding the appeal of our brand via social media and
marketing. We have developed strategic partnerships with social media celebrities and have to date
relied on viral and word-of-mouth marketing campaigns, as well as our loyal following, to expand
the reach of our brand and products. We intend to continue pursuing these avenues to maintain our
core fan base as a foundation for our brand, and future marketing endeavors may include other
forms of advertising, including digital and traditional advertising.

Sponsorships

We actively promote gaming and reinforce our position as a voice for the gamer community through
support of grassroots and gaming events, games industry influencers and professional gamers.

We support a variety of gaming events such as the DreamHack Open in 2016. DreamHack Open
consisted of multiple events worldwide and saw approximately 250,000 live attendees and 16
million online viewers in more than 16 countries, consuming approximately 989 million minutes of
content. We also support smaller grassroots amateur events where communities bond. Moreover, we
are a leading brand associated with professional gaming events, the growing esports phenomenon.
As of December 31, 2016, our Team Razer, comprised 160 top esports athletes from 22 different
countries, competes professionally in popular game titles. As of December 31, 2016, Team Razer
gamers had won more than US$6.8 million in prize money and achieved 148 podium places. Our
sponsored players use our products to compete at the highest levels of esports. These players and
teams also actively promote Razer products through product demonstrations and endorsements on
their websites. As many top esports atheletes are trend-setters and key opinion leaders within the
gamer community, their endorsements reinforce the authenticity of our brand and the high-
performance capabilities of our products.
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As part of our social media marketing efforts, we sponsor and partner up with the most influential
online personalities — from celebrities to top esports athletes. These celebrities include PewDiePie
(Felix Kjellberg) with whom we signed a gaming headset branding agreement, top YouTuber and
Twitch streamer Tom “Syndicate” Cassell, the first gamer to reach one million followers on Twitch
and Lee ‘Faker’ Sang-Hyeok, a South Korean professional gamer who has been consistently ranked
as the best League of Legends player in the world with three World Championship wins under his
belt. These personalities collectively allow us to access millions of gamers around the world
through logo and product exposure on their social networks. The reach these influencers command
are as follows (as of June 27, 2017):

—  Felix ‘PewDiePie’ Kjellberg, whose youtube videos have generated more than 15.6 billion
views and whose youtube channel had more than 55.9 million subscribers, making him the
most subscribed YouTuber in the world

—  Tom ‘Syndicate’ Cassell, a live streamer on Twitch with, approximately 2.4 million followers,
making him the most followed Twitch streamer in the world

Additionally, our influence and brand strength has attracted non-sponsored personalities and brands
to work with us for product seeding, event coverage, and other social media engagement. Some of
these non-sponsored personalities and brands include Monster, JINX, Adam Kovic and Major
Nelson.

Direct community engagement

We engage heavily with our community through a wide variety of content, most of which are
produced in-house and tailored for gamers via our social media channels. As of December 31, 2016,
we had approximately 7.5 million “Likes” on Facebook, 2.7 million followers on Twitter, 1.2
million followers on Instagram, 1.2 million subscribers on YouTube, 250,000 followers on WeChat
and 140,000 followers on Weibo.

To further maintain an intimate relationship with our fans, we have designed our own community
forum, Razer Insider, to offer loyalty rewards and exclusive news. Serving over 500,000 registered
forum users currently, Razer Insider provides a space for the most engaged of users to discuss our
product and service offerings, among other topics of interest for gamers. All these social spaces
provide us with an outlet to display our products, announce company initiatives and connect directly
to our fan base.

Our efforts in community building and customer engagement go beyond online activation — we
adopt a similar strategy offline when it comes to our presence at events.

Razer is active at the grassroots level, supporting local tournaments with prizes and also organizing
our own grassroots events such as Razer AFK, where we get to meet our fans. Razer not only
supports the gaming community, but also is an active member of it.

We play an active role at major gaming and technology-focused events such as CES and BlizzCon
in the United States, IFA in Europe and the Tokyo Game Show in Asia. These events showcase the
latest gaming trends and offer a venue for gamers to interact with one another. At these events, we
may announce new products, sign on new esports teams, engage in press interviews, sponsor
contests and provide live coverage of event happenings and esports matches.
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Expanded marketing channels

We have established a brand presence in each of the key regions in which we operate. We have our
own marketing team, which works with external advertising and public relations agencies
worldwide, to create an ongoing global effort across a diverse audience of consumers and media
outlets. Our advertising and public relations agencies assist us in our ongoing global efforts to place
interviews, articles and comparison tests in magazines, promote our products in online forums,
facilitate media coverage of our brand and help us engage in product placement efforts. To date, we
have largely relied on the viral effect of our social media posts and word-of-mouth marketing. In
addition to this strategy, we plan to increase our marketing budget on other forms of advertising,
which may include traditional and digital advertising.

Distribution and Sales

We sell our products (i) through a global distribution network of distributors (including those who
operate or distribute to our three RazerStores in Bangkok, Manila and Hong Kong), (ii) through
physical and online retailers, and (iii) directly to customers through our directly managed
RazerStores in San Francisco, Shanghai and Taipei and our online store, www.razerstore.com. We
believe that our distribution model enables us to reach a wide group of consumers in a variety of
jurisdictions and is consistent with the market practice and industry norms employed by companies
similar to ours. Further, we receive orders from customers and distributors on a regular basis and
deliver within our committed window to the customers.

The following table sets out the Company’s different distribution and sales channels and their
respective revenue contribution during the Track Record Period:

For the Year Ended December 31,

2014 2015 2016
US$ % US$ % US$ %
(in thousands, except percentages)
Distribution/Sales
Channel:

Distributors .......... 183,080 58.1 187,954 58.8 194,132 49.5
Retailers ............ 100,214 31.8 90,292 28.2 112,678 28.7
Direct Sales ......... 31,953 10.1 41,460 13.0 85,289 21.8
Total ........... 315,247 100.0 319,706 100.0 392,099 100.0

As noted in the table above, the substantial majority of our revenue has been derived from selling
our products directly to distributors and retailers. Our distributors distribute our products
principally through retailers, resellers or to sub-distributors with whom we have no direct
contractual relationship. Our retailers sell our products principally to end customers. As of
December 31, 2016, our products were sold in 76 countries, predominantly in the United States,
China, Germany, Denmark and France and through 105 online platforms and through more than
21,000 offline retail stores.

In 2015 and 2016, our largest customer was a distributor in China, Eternal Asia. In 2015, Eternal
Asia accounted for approximately 13.5% of our revenue, and in 2016, Eternal Asia accounted for
approximately 10.9% of our revenue. Our top five customers accounted for 35.2%, 38.9% and
34.8% of our revenue in 2014, 2015 and 2016, respectively. See “Risk factors — We rely on a
limited number of key retailers and distributors. The loss of or reduced purchases from these or
other retailers and distributors could have a material adverse effect on our business.”

To the best of our knowledge, as of the Latest Practicable Date, all of our distributors and retailers
were Independent Third Parties and none of our distributors and retailers were controlled by

employees of Razer.
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(i) Distributors. In 2016, we sold our products to 115 distributors in 65 countries, including the
United States, China, Germany, Denmark and France, which were the five largest countries by
revenue contribution in 2016.

As of December 31,

2014 2015 2016

Number of distributors at the beginning of the

period ... 68 81 87
Addition of new distributors ............... 26 18 28
Number of distributors during period......... 94 99 115
Number of distributors terminated during the

period . ... .. 13 12 24
Number of distributors at the end of the

period ... 81 87 91
Turnover rate of distributors™ ... ... ... ... .. 19% 15% 28%

M Number of existing distributors terminated as a percentage of distributors at the beginning of the period

In the ordinary course of business, we terminate relationships with our distributors due to a variety
of commercial reasons. Distributors which were terminated in 2014 accounted for 10.4% of 2014
revenue, principally due to a change in our primary distributor in China from Beijing Digital (which
was our largest customer in 2014) to Eternal Asia due to commercial considerations. Distributors
which were terminated in 2015 only accounted for 0.1% of 2015 revenue. Distributors which were
terminated in 2016 accounted for 0.2% of 2016 revenue.

In 2014, 2015 and 2016, our distributors accounted for approximately 58.1%, 58.8% and 49.5% of
our revenue, respectively, and the amount of sales to distributors was US$183.1 million, US$188.0
million and US$194.1 million, respectively. Some of our distributors have the obsolete stock
arrangements clause in their distribution agreements. Returns from sales to distributors (including
returns due to stock rotation) in 2014, 2015 and 2016 were 2.3%, 4.3% and 5.0% of total distributor
sales, respectively. Generally, for returns from distributors, we provide the distributor with a credit
note to offset the cost of returned products against future purchases by the distributor. For a
discussion on our revenue recognition policies, please refer to the section headed “Financial
Information — Critical Accounting Policies, Estimates and Judgments — Revenue Recognition” of
this document.

We work with our distributors by collaborating on go-to-market plans, merchandising strategies and
promotional support. We seek to protect and enhance our brand by carefully controlling the
distribution of our products and we select our distributors based on factors such as the distributor’s
reach, geographic size and related opportunity within particular geographies, strategy and fit with
our brand. Our distributors’ contracts normally reserve our right to audit and inspect the
distributors’ records and supporting documentation to verify such distributors’ compliance with our
agreement and compliance policies. In most countries, we have a single distributor serving each
country to manage competition amongst our distributors. Where we have more than one distributor
in a particular country, we seek to minimize any channel conflict by segregating the type of products
they sell as well as the types of resellers these distributors work with. For example, as of December
31, 2016, we use two distributors in China, one to primarily distribute our peripherals and the other
to primarily distribute our system products. However, we do not have contractual relationships with
the customers of our distributors, hence, we have limited control over our distributors with respect
to pricing and sales policies. Accordingly, we have limited means of guarding against the possibility
of competition arising between distributors with respect to our products, although the risk of
cannibalization is mitigated by the relatively small number of distributors we have in any given
jurisdiction.

The contractual relationships with our distributors generally do not specify minimum pricing of
products, types of customers or retailers to whom our products can be sold, day-to-day access to
inventory or sales information or exclusivity. The price at which we sell to distributors is typically
lower than the price at which we sell to end consumers through our direct sales channel. We provide
our distributors with MSRP.
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Distributors are generally authorized to use our trade names, trademarks and logos belonging to us
specifically for the purposes of selling, advertising and promoting our products, on the condition
that they will not use them in ways that are misrepresentative of us or our products.

While some of our contracts with distributors allow them to return unsold products as per the
obsolete stock arrangement clause, we attempt to minimize returns and inventory write-offs by
proactively monitoring inventory levels and managing product transitions. This includes
recognizing and acting upon slow-moving products.

We have adopted a prudent approach to manage, monitor and collect receivables from our
distributors, with reports produced on a regular basis to track receivables aging. This process is
supplemented by proactive remedial measures by our finance team once aging of receivables
exceeds a prescribed threshold. We are satisfied with our current recoverability, as our ability to
collect has been strong in our opinion, and we have no reason to believe that this will change.

Our relationship with our distributors is that of seller and buyer and not principal and agent. We
have no ownership or management control over any of our distributors. We typically enter into
distribution agreements under which our distributors make purchases on a per-order basis.
Accordingly, all of our sales to distributors are made according to written orders received. Where
possible, we endeavor to use our framework agreement for distributors, including but not limited
to the general terms of which are set out below:

Duration, conditions for
terminating and renewal

Geographic or other exclusivity

Rights and obligations of parties
involved

Sales and pricing policies

Goods return arrangements

Sales and expansion targets

Sales and inventory reports and
estimates

Any minimum purchase amounts

Payment and credit terms

Typical terms of 12 months to 25 months and contains
renewal and termination clauses.

Non-exclusive.

The right to sell and distribute within and outside of the
relevant region online and the right to discontinue the sale of
products without any liability to the distributor.

Distributors have discretion in deciding the appropriate
distribution channels and distribution pricing.

No guarantee of a minimum resale value of our products to
distributors.

Certain rights to return products.

Measurable targets and goals, based on key performance
indicators, such as both quarterly and annual revenue and
inventory targets. Also includes retail placement targets for
specific products and specific retailers.

Regular sell-through reports regarding their run rates and
inventory levels to track the health of the channels.

Typically does not include binding minimum purchase
conditions.

Credit terms ranging from 30 days to 60 days following the
invoice date.
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While these general terms apply to our standard form, distribution agreements vary depending on
region, size of the distributor and size of the contracted distribution area of the other parties
involved.

The agreements we sign with certain larger distributors are often based on these distributors’ own
standard forms. These agreements may include provisions related to pricing protection, notice of
price increases, most-favored nation clauses and indemnification to the distributor.

(ii) Retailers. 1In 2014, 2015 and 2016, our third-party retailers with physical outlets, which
include Best Buy and Walmart, accounted for approximately 21.8%, 19.8% and 19.6% of our
revenue, respectively. In 2014, 2015 and 2016, online retailers which include Amazon, accounted
for 10.0%, 8.4% and 9.1% of our revenue, respectively. We have no standard framework agreement
for retailers. Rather, our agreements with retailers vary depending on the retailer. Returns from sales
to retailers in 2014, 2015 and 2016 were 5.9%, 7.3% and 4.9% of total retailers sales, respectively.

2014 2015 2016
Number of retailers at the beginning of the
period ... ... 43 45 37
Addition of new retailers .................. 17 15 15
Number of retailers during period ........... 60 60 52
Number of retailers terminated during
the period .......... ... . ... ... ... 15 23 16
Number of retailers at the end of the period .. 45 37 36
Turnover rate of retailers™ ... ... .. ... ... .. 35% 51% 43%

(D Number of existing retailers terminated as a percentage of retailers at the beginning of the period.

In the ordinary course of business, we work with major retailers, as well as smaller, niche retailers
to explore a wide range of market opportunities. We terminate relationships with retailers due to
commercial considerations. Retailers which were terminated in 2014, 2015 and 2016 accounted for
0.1%, 0.3% and 0.2% of revenue in their respective year. For a discussion on our revenue
recognition policies, please refer to the section headed “Financial Information — Critical
Accounting Policies, Estimates and Judgments — Revenue Recognition” of this document.

Our relationship with our retailers is that of seller and buyer and not of principal and agent. We
provide our retailers with MSRP. We have no ownership or management control over any of our
retailers. We typically enter into reseller agreements under which our retailers make purchases on
a per-order basis, including but not limited to the general terms of these agreements are set out
below:

Duration, conditions for The duration of these master agreements typically range
terminating and renewal from one to three years, but there are also some that do not
have expiry dates but include cancellation clauses.

Geographic or other exclusivity Most of our retail agreements do not have geographic
exclusivity provisions, with a few exceptions where retailers
are prohibited from selling or marketing our products
outside their respective designated regions.

Rights and obligations of parties Rights to sell products directly to end users. Razer is
involved required to deliver products to the retailers in accordance
with the terms of the retail agreements, but Razer generally
reserves the right to concurrently market, sell, distribute and

license our products worldwide.

Sales and pricing policies Generally includes provisions related to pricing protection
and notice of price increases.
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Goods return arrangements Certain rights to return products.
Sales and expansion targets There are no sales and expansion targets for retailers under

the relevant contract.

Sales and inventory reports and We enter into agreements with some of our retailers which
estimates require retailers to provide us periodic inventory and
sell-through reports.

Any minimum purchase amounts Retailers normally have no obligation to purchase any
minimum amount of products from us.

Payment and credit terms Credit terms ranging from 30 days to 60 days following the
invoice date.

With Razer’s prior written consent, the retailers and their affiliates are generally authorized to use
Razer’s trade names, trademarks, logos, service marks, copyrights, or other marketing content in
connection with products to promote and sell Razer’s products.

(iii) Direct Sales. We also sell our products to customers through RazerStores and through our
online store, www.razerstore.com. Our RazerStores are for selling merchandise and also serve as
“experience stores,” where customers can experience new products and immerse themselves in a
dedicated gaming environment prior to making a purchase. RazerStores that we operate directly
include stores in Shanghai, Taipei and San Francisco, which we consider as direct sales. The Taipei
store opened in May 2015; the San Francisco store opened in May 2016; and the Shanghai store
opened in June 2016. Our online store is available to customers in over 100 different countries and
territories as of December 31, 2016, including the United States, China and many countries in the
European Union. In 2014, 2015 and 2016, our direct sales accounted for approximately 10.1%,
13.0% and 21.8% of our revenue, respectively.

For the Bangkok and Manila stores, Razer manages the store concept and staff training; however,
these stores are fully operated by distributors, and revenue is not part of our direct sales. The Hong
Kong store is a partnership between Razer and CK Hutchison’s Three Group. Razer manages the
store concept and staff training; Three Group operates the store and purchases goods from our
third-party Hong Kong distributor, and therefore revenue is also not considered direct sales by us.

During the Track Record Period, a large portion of our online store sales, sales processing and
fulfilment are handled by third-party ecommerce service providers. Furthermore, we have entered
into payment service agreements with payment gateways and payment service provider channels
including major credit cards, prepaid cards, prepaid methods, and direct carrier billing companies,
as we prepare to invest into and grow our direct sales channels.

Pricing.  We price our products based on (i) the cost of finished products from our third-party
manufacturers, (ii) warranty expenses, shipping and handling and amortization of tooling assets and
(ii1) other costs such as royalty expenses. Prices of the components and materials are based on
prevailing market rates. These costs are typically borne by our contract manufacturers and passed
onto Razer. Historically, there has not been any fluctuation in the prices of our main components
and materials that may materially affect the selling price of our products. During the Track Record
Period, there were no significant fluctuations in the average selling prices of our products.

Seasonality.  In particular, we typically have higher sales during the second half of each year,
which we believe is primarily due to a concentration of shopping during the year-end holiday
season.

Customer Service
End-user customer services

We aim to provide both pre-sales and after-sales services to our customers in order to maintain a
high level of customer satisfaction, including after-sales customer service, technical support, access
to our knowledge base portal, customer feedback and survey systems, and claims handling
assistance and reverse logistics.
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We are available to our customers through our website, by phone, live chat, email or social media,
and our customer engagement agents, totaling approximately 80 as of December 31, 2016, are
located in three call centers around the world so as to best serve all of our customers. We strive to
respond to customer inquiries within one working day and direct comments to the appropriate team.

Returns and warranties

We offer a 14-day return policy on items purchased from our online store, www.razerzone.com. Our
retailers and distributors set their own return policies. When a product is returned by a distributor,
they receive a credit toward their next order of Razer products. In 2014, 2015 and 2016, returns
represented approximately 3.3%, 5.0% and 4.8% of revenue, respectively.

The warranty period on most of our products range from six months to two years. In 2014, 2015
and 2016, our warranty expenses amounted to US$2.5 million, US$4.1 million and US$15.0
million, respectively. The increase in warranty expenses is related to the increased sales of systems,
which generally carry more warranty expenses. Repair services related to the fulfilment of
warranties are provided by seven contracted third-party service providers. To make a warranty
claim, a customer may contact our call centers, and if repair is required, the unit will be shipped
to regional repair centers, after which repair will take place.

We have not experienced any customer complaints, product returns or product liability claims that
materially and adversely affected our business during the Track Record Period and up to the Latest
Practicable Date.

Competition

The markets in which we operate are highly competitive and include large and well-established
companies. While we believe there is no single competitor that directly competes with our
ecosystem across all our product and service categories, we face numerous competitors in each
product category. In general, we face competition from premium consumer technology brands that
market to gamers. We face competition in our gaming peripherals from computer and peripheral
makers such as Logitech International S.A. and Turtlebeach. For our systems products, we face
competition from companies specializing in gaming systems, such as Alienware, a division of Dell
Inc., Asus, Ltd. and Micro-Star International Co., Ltd. We believe that the principal competitive
factors that affect customer preferences include brand awareness, product design, price, reputation,
product features, user experience, online product reviews and other value propositions. We believe
we compete favorably based on these factors.

Intellectual Property

Our brand, trade names, trademarks, trade secrets, patents, copyright, designs and other intellectual
property rights are crucial to our business. To protect our intellectual property rights, we rely on a
combination of trademark, trade secret, patent, copyright, design and other intellectual property-
related laws in the jurisdictions in which we operate, as well as confidentiality agreements with our
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employees, sales agents, contractors and others. In addition, we have a dedicated team comprising
in-house attorneys and secretarial support staff to actively manage our extensive portfolio of
registered and pending intellectual property assets, as well as to monitor and manage potential risks
and threats to our intellectual property, such as the counterfeiting of our hardware and the piracy
of our software.

Trademarks

As of December 31, 2016, we had 30 U.S. registered trademarks, 22 pending U.S. trademark
applications, 743 non-U.S. registered trademarks and 300 non-U.S. pending foreign trademark
applications filed or granted in respect of our stable of house marks and product marks. Of the
aforementioned trademarks, as of December 31, 2016, our subsidiary, THX, had 9 U.S. registered
trademarks, 71 non-U.S. registered trademarks and 5 pending non-U.S. foreign trademark
applications. Our trademark applications cover 60 countries around the world, and registrations
cover in excess of more than 70 countries around the world. Set forth below are some of our key
trademarks in various jurisdictions, categorized according to the classification set out by the Nice
Agreement Concerning the International Classification of Goods and Services for the Purposes of
the Registration of Marks (Nice Agreement).

While there are variations between the coverage of our trademark applications in various
jurisdictions, our trademark applications for Classes 9, 18, 25 and 28 generally cover computers,
laptops, tablets, keyboards, mice and computer input devices, audio equipment, gaming devices,
software, bags, clothing and gaming console controllers, among other things. In 2014, we expanded
our Class 9 filings to cover wearable computer peripherals. We also have applications and registered
marks in Classes 38, 39, 42 and 45 in various territories relating to the development of computer
software, VoIP services, search engine services, and social networking services. Our most recent
filing covers ecommerce services and esports sponsorship services in Class 35.

RAZER

. We have registered our “RAZER” trademark in Class 9 in various territories, including China,
France, Germany, Indonesia, Japan, Singapore and the United Kingdom and for Classes 9, 18,
25 and 28 in various territories, including France, Singapore, the United Kingdom and the
United States.

. We have pending applications for Class 9 in territories including Australia, Brazil, Canada, the
EU and United Arab Emirates and for Classes 9, 18, 25, and 28 in various territories, including
Australia, Austria, Canada, China, Germany and South Korea.

. We have applications and registered marks in Classes 38, 39, 42 and 45 in various territories
relating to the development of computer software, VoIP services, search engines and social
networking.

We have recently filed for protection under Classes 35, 36 and 42 certain applications for business
services relating to payment processing, as well as financial services and development of software
relating to electronic wallet services in Singapore. This process is ongoing.

Our triple-headed snake logo

. We have registered various versions of our logo in Class 9 in various territories, including
Australia, Brazil, South Korea, the Russian Federation, Canada, the EU and Singapore, and for
Classes 9, 18, 25 and 28 in Argentina, Australia, the EU, South Africa, South Korea, the
Russian Federation, Singapore, United Arab Emirates and the United States.

. We have pending applications for various versions of our logo for Classes 9, 18, 25 and 28
in various jurisdictions, including India and Sri Lanka.
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Our motto: “FOR GAMERS. BY GAMERS.”

o We have registered various versions of our slogan for Classes 9, 18, 25 and 28 in various
territories, including Australia, the EU, South Korea, the Russian Federation and Singapore.
In China and the United States, one version is registered for Classes 9, 25 and 28.

. We have pending applications for various versions of our slogan for Classes 9, 18, 25 and 28
in various other jurisdictions, including Canada and Vietnam.

In addition to our “house” mark, logo and slogan, we have applied to register, or have registered
in various territories, important product marks such as “BLADE,” “EDGE,” and “NABU.”

A number of our trademark applications and registration are subject to opposition proceedings and
other legal challenges, including our trademark applications for the “RAZER” trademark. The
substantial majority of these we consider to be in the ordinary course of business for a technology
company such as ours. See “Risk factors — We may be subject to intellectual property infringement
claims or other legal challenges, which could cause us to incur significant expenses, pay substantial
damages and prevent us from selling our products.”

Patents

As of December 31, 2016, we had 69 U.S. issued patents, 34 U.S. patent applications, 176 non-U.S.
issued patents and 237 non-U.S. patent applications. Of the aforementioned patents, as of December
31, 2016, our subsidiary, THX, had 28 U.S. issued patents, 4 U.S. patent applications, 48 non-U.S.
issued patents and 31 non-U.S. patent applications. As of December 31, 2016, we have a total of
139 patent families, of which 15 patent families belong to THX. Of these patent families,
approximately 52% of the patents are related to gaming peripherals, including keyboards, mice,
gaming console controllers and mouse pads and approximately 20% of the patents relate to
software, 19% of the patents relate to audio systems, and 9% relate to computing systems.

A number of our patents and patent applications are involved in litigation related to allegations of
infringement of intellectual property rights and other violations of other parties’ rights. The
substantial majority of these we consider to be in the ordinary course of business for a technology
company such as ours. See “Risk factors — We may be subject to intellectual property infringement
claims or other legal challenges, which could cause us to incur significant expenses, pay substantial
damages and prevent us from selling our products.”

Razor trademark settlement and co-existence agreement

In order to resolve a number of pending trademark opposition proceedings and disputes throughout
the world with Razor USA LLC, or Razor USA, over the use and registration of the “RAZER”
trademark, on May 8, 2015, we and Razor USA entered into a worldwide Trademark Settlement and
Co-Existence Agreement (“Razor Settlement Agreement”). Under the Razor Settlement Agreement,
Razor USA agreed that we can use and license the “RAZER” mark and other related marks, which
we refer to collectively as the Razer marks, in connection with our products and services primarily
marketed for gaming use and/or for gamers existing as of March 17, 2015, all future versions or
iterations of such products, and any future products or services primarily marketed for gaming use
and/or for gamers. In particular, we agreed that we would not use, license or register our Razer
marks in connection with, among others, phones and phablets and their future versions or iterations.

We also agreed that any such use of the Razer marks on any product packaging must also include
our “triple-headed snake” logo alongside such marks. In addition, Razor USA agreed not to use,
license, register or apply for any mark containing the term RAZER, while we agreed not to use,
license, register or apply for certain marks owned by Razor USA, including “RAZOR,” “RAZR,”
“RAZER USA” and variations or equivalents thereof, which we refer to collectively as the Razor
USA marks. We also agreed not to register the Razer marks for games (excluding computer and
video games in Class 9 or video game apparatus in Class 28), playthings, toys, sporting goods,
vehicles, televisions, phablets, phones and any goods in Class 12. Each party must also refrain from
challenging, opposing or attacking any of the other party’s marks that comply with the terms of the
agreement.
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Under the Razor Settlement Agreement, we paid Razor USA a non-refundable, one-time settlement
payment, and each party released the other from any and all known and unknown claims,
obligations and liabilities arising from or relating to the Razer marks or Razor USA marks
(including any claims of actual or potential infringement, confusion, dilution or unfair competition
with respect to such marks) prior to the date of the agreement. The term of the Razor Settlement
Agreement continues in perpetuity and may only be terminated by either party if the other party
permanently and fully discontinues the operation of its business.

On June 25, 2017, we entered into a Royalty Agreement with Razor USA, effective July 1, 2017,
under which Razor USA consented to our use of the Razer marks and trade name on or in connection
with, (i) phones, phablets and future versions or iterations thereof that are manufactured, distributed
or sold by us or on our behalf and which are branded with a Razer mark on the device hardware
or packaging, which we refer to as the Razer phones, and, (ii) certain other third-party phones,
phablets and future versions thereof that are manufactured, distributed or sold by us or on our
behalf, which we refer to as third party phones. In exchange we agreed to pay Razor USA the higher
of either a royalty on an annual basis.

The Royalty Agreement has a term of 15 years. If Razor USA abandons the Razor USA marks with
respect to Class 9 goods, we may terminate the agreement. We also have the right to terminate the
agreement at any time and for any reason. The agreement may also be terminated by either party,
first, for material breach (including our failure to pay any owed royalties) by the other party that
is not cured within 30 days, or, second, if the other party permanently and fully discontinues the
operation of its business.

License agreement and toleration agreement

In order to resolve a number of pending trademark opposition proceedings and disputes throughout
Europe with a third party over the use and registration of the “RAZER” trademark, on December
22, 2008, we entered into a License Agreement with the third party. Under this agreement, we
agreed not to use our RAZER marks on, and to limit our applications and registrations for the
RAZER marks such that they exclude, computers and notebooks in Germany, Austria, Benelux,
France and Great Britain in view of the third party’s earlier rights. We further agreed to restrict our
use and registration of such RAZER marks in those territories in Class 9 to certain specified
products such as game consoles, mice, keyboards, headphones, control pads and microphones,
which were referred to as the permitted goods. In exchange we made a lump sum payment as well
as certain increasing annual royalties, which have been capped since 2015. This agreement runs in
perpetuity but we have the right to terminate for convenience upon twelve months’ written notice.

On September 6, 2016, we entered a Toleration Agreement with the same third party. Under this
agreement, the third party consented to us extending our use of the RAZER trademarks in Class 9
to gaming notebooks and ultraportable notebooks in Europe, Switzerland and Norway. In exchange,
we agreed to certain annual royalties on net sales of such products in such territories. Additionally,
we agreed to (i) always use the RAZER trademark together with another of our marks on our
notebooks; (ii) always feature prominently our “triple-headed snake logo” on our notebooks; (iii)
in advertising our notebooks, their keyboard backlights must not be depicted in the same color
scheme that the third party uses to market its own products; and (iv) our notebooks must be priced
above certain specified thresholds. Aside from consenting to the extension of our use of the RAZER
trademarks to gaming notebooks and ultraportable notebooks, the third party also agreed that we
may use and register the RAZER marks in Europe, Switzerland and Norway for any products in
Class 9 except for the third party’s goods under its own mark less any permitted goods. This
agreement continues in perpetuity and cannot be unilaterally terminated by either party, unless there
is a material breach by either party that is not cured within 30 days, or if either party ceases to do
business or becomes insolvent, or if we challenge or oppose the third party’s use and registration
of its earlier trademark anywhere in the world.
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Employees

We had 488, 591 and 718 employees as of December 31, 2014, 2015 and 2016, respectively. We also
use independent contractors to provide us more flexibility over overall workforce numbers.
Independent contractors primarily work on software development projects in the United States and
on local marketing efforts in Australia, Europe, Japan and Mexico where we do not maintain a
physical presence. Our employees are largely based in Singapore, the United States, China, Taiwan
and Germany.

The following table sets forth the number of our employees by geography as of December 31, 2016:

Number of

Employees % of Total
AMEIICAS . . . . 165 22.9%
Asia Pacific (ex-China) .. ........................... 412 57.4%
China . ... .. 96 13.4%
EMEA . . 45 6.3%
Total Headcount . .. ........ ... ... .. ... iiiiinin.... 718 100.0%

The following table sets forth the number of our employees by function as of December 31, 2016:

Number of

Employees % of Total
Sales & Marketing . ........... ... ... ... . ... .. ... 300 41.8%
Research & Development ........... ... ... . ... ..... 309 43.0%
General & Administrative .. ............ ... ......... 109 15.2%
Total Headcount . . ...... ... ... ... ... ... ... .... 718 100.0%

As of the Latest Practicable Date, we had 749 employees. None of our employees are covered by
a collective bargaining agreement. We have not experienced any labor-related disputes or work
stoppages.

Our success depends on our ability to attract, retain and motivate qualified personnel. As part of our
retention strategy, we offer employees competitive salaries, performance-based cash bonuses, other
benefits and incentives. We also believe that Razer employees feel an affinity with our company
brand, which we believe strengthens retention and forges a sense of community among our staff and
throughout our workplaces. In 2017, Razer won the Singapore Computer Society’s “Best Tech
Companies to Work For 2017” award in the large organizations and multi-national corporations
category for our “corporate culture, robust talent development and innovation excellence.”

We primarily recruit employees from the following countries, in order of greatest numbers of
employees: Singapore, the United States, China, Taiwan, Germany, India, the Philippines, Vietnam,
Malaysia, Canada and France. We recruit primarily through job search websites, recruitment
agencies, social media and employee referrals programs for our recruitment needs. When an
external recruitment agency is used, we typically pay the agency a one-off recruitment fee and the
hire becomes a full-time Razer employee. At times, to augment our workforce, we may engage
vendors to provide additional staff on a project or on an ad-hoc basis.
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We provide on-board training to all new employees. The on-boarding program serves as a guide to
assimilate a new employee into Razer. This encompasses activities from pre-arrival through to the
end of the employee’s first month. Each employee receives an employee handbook as part of the
on boarding process and is designed to help employees get oriented with the Razer culture and
office expectations. To improve as a company and to help employees realize their full potential, we
are committed to extending training and development programs to all employees at all levels of our
organization. Currently, we set aside an annual budget for ad hoc training for employees.

Insurance

In line with general market practice, we do not maintain any insurance to cover our main business
operations or business interruption insurance. We also do not maintain key-man life insurance,
insurance policies covering damages to our network infrastructures or information technology
systems.

During the Track Record Period, we did not make any material insurance claims in relation to our
business. See “Risk Factors — Risks Relating to Our Business and Industries — Our insurance
coverage may be inadequate to cover all significant risk exposures.”

Properties

As of the Latest Practicable Date, we leased a total of 18 properties in Singapore, the United States,
China, Taiwan and Germany. Our leased properties have a total gross floor area (“GFA”) of
approximately 12,300 square meters, each ranging from a GFA of approximately 10 square meters
to 2,050 square meters. The relevant lease agreements have lease expiration dates ranging from
2017 to 2023, and some of these lease agreements contain renewal options. As of the Latest
Practicable Date, we did not own any property.

We lease certain properties in China in connection with our business operations, offices, research
and development, and customer service. These properties are used for non-property activities as
defined under Rule 5.01(2) of the Listing Rules and are primarily used as our office premises for
our operations. They are located in Beijing, Chengdu, Shanghai and Shenzhen.

Our PRC legal advisers, Grandall Law Firm, have advised us that all PRC leased properties have
valid title certificates. However, four of the lease agreements with respect to four out of our six
leased properties in the PRC (with a total GFA of 1,488.07 square meters and approximately 70.35%
of the total GFA of our leased properties in the PRC) have not been registered and filed with the
relevant land and real estate administration bureaus in the PRC. The failure to complete the
registration and filing of lease agreements will not affect the validity of such leases or result in our
being required to vacate the leased properties, although we, as the lessee, might be subject to
administrative fines of no more than RMB40,000 in aggregate.

Risk Management

We have dedicated ourselves to establishing and maintaining risk management and internal control
systems consisting of an organizational framework, policies, procedures and risk management
methods that we consider to be appropriate for our business operations, and we are dedicated to
continuously improving these systems. We have progressively implemented an enterprise risk
management (ERM) framework since 2015. The ERM framework contains the key elements of any
internationally acceptable framework, which is scalable, easily implementable and sustainable. The
key elements include the following:

. a risk management strategy which formalizes the organization’s attitude towards risk
management;

. a risk management policy that sets the ground rules for the organization on matters related to
risk management;

. a risk assessment process which consists of risk identification, risk analysis and risk
evaluation;
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. a risk treatment process to ensure risks are addressed through options such as avoidance of the
activity generating the risk, reducing the likelihood of the risk, transferring away the risk or
accepting the risk after due consideration;

. risk monitoring such as checking, supervising or observing the expected level of performance;
and
. internal risk reporting to periodically obtain updates on whether existing processes and

procedures are able to meet the established objectives of risk management.

Financial reporting risk management

We have in place a set of accounting policies and processes in connection with our financial
reporting risk management, such as budget management policies and procedures and financial
statements preparation procedures. We have various procedures in place to implement accounting
policies, and our financial department reviews our management accounts based on such procedures.
We also provide regular training to our financial department staff to ensure that they understand our
accounting policies.

As of December 31, 2016 our finance department consisted of 45 employees. It is headed by our
chief financial officer who has over 15 years of experience in finance and capital markets, including
six years of financial reporting experience.

Information system risk management

Sufficient maintenance, storage and protection of user data and other related information is critical
to our success as a gaming hardware and software provider. Resources have to be devoted for the
collection, storage and use of user data to ensure that user data is protected and loss of such data,
whether through hacking or other means, is avoided. During the Track Record Period and up to the
Latest Practicable Date, we did not experience any material information leakage or loss of company
data.

Our MIS team is responsible for ensuring that the usage, maintenance and protection of company
data are in compliance with our internal rules and the applicable laws and regulations. As of
December 31, 2016, our MIS operations, infrastructure and systems department consisted of 27
employees. The head of our MIS department has over 20 years of experience in the area. We provide
regular trainings to our information technology team and hold regular meetings to review our
information technology operations, assess work progress and make plans for upcoming work
streams.

We back up such data on a daily or weekly basis in separate and various secured data back-up
systems to minimize the risk loss or leakage of user data. We also conduct frequent reviews of our
data center and back-up systems to ensure that they function properly and are well maintained.

Several of the policies we have adopted to reduce information system risk include policies aimed
at mitigating the risks involved in day-to-day operation of data and information (such as data
back-up, regular system checks, password policies and user authorization review and approval).
They also include policies on system development and policies to mitigate the risks of improper
system changes such as controlling measurements during the system development life cycle and
“version control policies,” which ensure that all the changes to systems are tested so that only the
latest approved system versions will be implemented.
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Internal control risk management

We have designed and adopted internal procedures to ensure the compliance of our business
operations with applicable regulations. Each department of our Company is separately responsible
for implementing and effecting these policies. Internal control processes and procedures are
established for various aspects of the business such as research and design project management,
contract management, sales & distribution and collections management, procurement and payment
management, inventory and warehousing management, quality assurance management, human
resources and payroll management, cash management and intellectual property management.
Policies and procedures in respect to these business areas are mostly formalized. Where there are
gaps in the internal procedures, we continue to enhance our procedures to address these gaps. We
provide regular channels for the escalation of any issues encountered across internal control areas.

We continually review the implementation of our risk management policies and measures to ensure
our policies and implementation are effective and sufficient.

Human resources risk management

We provide on-board training to all new employees. The on-boarding program serves as a guide to
assimilate a new employee into the Razer culture. This encompasses activities from pre-arrival
through to the end of the employee’s first month. We have in place an employee handbook, which
is approved by our management and shared with all our employees. As part of the on-boarding
process, new employees will be briefed on the rules and guidelines and the expectations of him or
her. Separately, we have a code of conduct and business ethics policy that all employees will be
required to acknowledge.

We also have in place a whistleblowing process to safeguard against any corruption within our
Company. We have issued the Code of Conduct and Whistleblower and Complaint Policy to our
staff to explain potential corruption conducts and our anti-corruption measures. We make our
internal reporting channel open and available for any of our staff to report corruption acts. Staff can
also make anonymous reports to our general counsel or head of human resources or via e-mail to
a designated e-mail address overseen by our general counsel and head of human resources. Our
general counsel and/or head of human resources will investigate all reported incidents and adopt
appropriate measures.

Investment risk management

Investments made through zVentures are reviewed and approved by an investment committee. To
manage potential risks associated with investment, we require our investee companies to grant us
certain rights, which may include veto rights, information rights, liquidation preference, redemption
rights, anti-dilution rights, pre-emptive rights, rights of first refusal and co-sale rights, sale transfer
restriction on founders of investee companies, restriction on timing and minimum market
capitalization of their IPOs.

Our zVentures team is responsible for investment sourcing, screening, execution and post-
investment risk management. zVentures investments are reviewed and approved by an investment
committee. To manage potential risks associated with investment, we require our investee
companies to grant us certain rights, which may include veto rights, information rights, liquidation
preference, redemption rights, anti-dilution rights, pre-emptive rights and rights of first refusal and
co-sale rights.

Audit and Risk Management Committee experience and qualification and board oversight

We have established the Audit and Risk Management Committee to monitor the implementation of
our risk management policies across the Company on an ongoing basis to ensure that our internal
control system is effective in identifying, managing and mitigating risks involved in our business
operations. The Audit and Risk Management Committee consists of three members: Mr. Gideon Yu,
Mr. Chau Kwok Fun Kevin and Mr. Lee Yong Sun. For the professional qualifications and
experiences of the members of the Audit and Risk Management Committee, see “Directors and
Senior Management — Directors.”
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From June 2014 until December 2016, we had in place an in-house internal audit department which
was led by the Head of Internal Audit with 12 years of experience in internal control and audit. The
internal audit department was responsible for facilitating the implementation of risk management
policies, reviewing the effectiveness of such polices and reporting to the Audit and Risk
Management Committee on any issues identified. The internal audit plan was reviewed by the Audit
and Risk Management Committee. Any substantial amendment of the plan must be approved by the
Audit and Risk Management Committee. Our internal audit department members hold regular
meetings with process owners to discuss any internal control issues we face and the corresponding
measures to be implemented toward resolving such issues. In the event that any material internal
control issues arise, the internal audit department escalates to the Audit and Risk Management
Committee to ensure that any major issues identified can be addressed in a timely basis. The Audit
and Risk Management Committee then discusses the issues and reports to the Board if necessary.

With effect from January 2017, the internal audit function has been outsourced to an Internal Audit
service provider reporting directly to the Audit and Risk Management Committee. The scope of
work of the outsourced Internal Audit service provider is similar to that of the in-house internal
audit department. Audit methodologies of the in-house internal audit department and outsourced
Internal Audit service provider are aligned with the International Professional Practice Framework
established by the Institute of Internal Auditors. The annual internal audit plan is developed in
co-operation with the Company and must be approved by the Audit and Risk Management
Committee. Internal Audit reports will continue to be distributed to the Company upon completion
of audits.

Ongoing measures to monitor the implementation of risk management policies

We have adopted measures to ensure our ongoing monitoring of the implementation of risk
management policies by relevant staff is adequate. The Audit and Risk Management Committee,
outsourced internal audit department, Risk Officer and senior management together constantly
review/monitor the implementation of our risk management policies on an ongoing basis to ensure
our policies and implementation are effective and sufficient.

Legal and Regulatory Matters
Legal proceedings

We have in the past been subject to trademark and patent opposition proceedings, and in the future
we may be subject to additional opposition proceedings or other legal challenges regarding the
registration or use of our brands, trade names, trademarks and patents. See “Risk factors — We may
be subject to intellectual property infringement claims or other legal challenges, which could cause
us to incur significant expenses, pay substantial damages and prevent us from selling our products”
and “Risk factors — If we are unable to obtain and adequately protect our intellectual property
rights, our business could suffer.” We are also subject to other legal proceedings in the ordinary
course of our business; however, we do not believe these proceedings would have a material adverse
effect on our business, financial condition, results of operations or reputation.

During the Track Record Period, the only material dispute that the Company was involved in related
to the dispute over a trademark, settled in 2015. See “— Intellectual Property — Razor Trademark
Settlement and Co-Existence Agreement.”

Except as disclosed in this document, as of the Latest Practicable Date, we were not engaged in any
litigation, arbitration or claim of material importance and no litigation or claim of material
importance is known to our Directors to be pending or threatened by or against any member of our
Group, that would have a material adverse effect on our results of operations or financial condition.

Licenses and permits

We understand from our legal advisers that during the Track Record Period and the subsequent
period up to the Latest Practicable Date, we had obtained from the relevant government authorities
the required licenses, approvals and permits that are material for our business operations.
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Regulatory matters

We operate in the consumer products retail industry, which is less regulated than more
manufacturing-intensive businesses. In addition, we outsource our production to third parties and
sell the substantial majority of our products through distributors and retailers. This reduces the
number of regulations we are subject to in most of our jurisdictions and reduces the material effect
of those regulations that we are subject to.

We are subject to laws and regulations in the jurisdictions where we conduct our business, including
those relating to payment systems, anti-money laundering and economic sanctions.

European Union
Electronic Money Directive (Directive 2009/110/EC)

At an EU level, electronic money is regulated by Directive 2009/110/EC (“EMD”). Electronic
money is defined in EMD as “Electronically (including magnetically) stored monetary value as
represented by a claim on the electronic money issuer which (i) is issued on receipt of funds for the
purpose of making payment transactions and (ii) is accepted by a natural or legal person other than
the electronic money issuer.

EMD does not apply to:
a)  Monetary value stored on instruments that can be used to acquire goods or services only:
i. In or on the electronic money issuer’s premises; or

ii.  Under a commercial agreement with the electronic money issuer, either within a limite