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PRESENTATION 

Operator 

 Good morning, everyone, and welcome to the PopReach Corporation First Quarter 2021 Earnings 

Call. All participants are currently in listen-only mode. Following the presentation, we will open the line 

for a question-and-answer session for analysts. Instructions will be provided at that time for research 

analysts to ask questions. We ask that analysts please limit themselves to three questions and return to 

the queue for any follow-ups.   

I’d now like to turn the call over to PopReach’s Investor Relations, Dennis Fong. Please go ahead, 

Dennis. 

Dennis Fong — Investor Relations, LodeRock Advisors 

 Thank you, operator. Before we begin, PopReach would like to remind listeners that certain 

information discussed today may be forward looking in nature. Such forward-looking information 

reflects the Company’s current views with respect to future events. Any such information is subject to 

risks, uncertainties, and assumptions that could cause actual results to differ materially from those 

projected in the forward-looking statements. For more information on the risks, uncertainties, and 

assumptions related to the forward-looking statements, please refer to the PopReach public filings, 

which are available on SEDAR.  

During the call we will reference certain non-IFRS financial measures. Although we believe these 

measures provide useful supplemental information about our financial performance, they are not 
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recognized measures and do not have standardized meanings under IFRS. Please see our MD&A for 

additional information regarding our non-IFRS measures, including for reconciliations to the nearest IFRS 

measures.  

Please note that, unless otherwise stated, all references to any financial figures are in US dollars. 

Now I’d like to turn the call over to PopReach’s CEO, Jon Walsh. 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Good morning, everyone, and thank you for joining us on our first quarter 2021 earnings call. 

With me today is Chris Locke, President and COO, and Greg Donaldson, CFO. 

During the first quarter we saw solid sequential growth from our core franchises and we 

maintained our focus on EBITDA in advance of the growth initiatives we have planned for the remainder 

of the year.  

Mobile in-app purchases from our core game franchises on iOS, Google, and Amazon app stores 

grew 14% from fourth quarter, but this was offset by declines in revenue on the Facebook platform. As a 

result, total revenue for the first quarter was flat at $4.1 million when compared to the fourth quarter. 

Mobile games, our focus for growth, accounted for approximately 73% of our revenue in the first 

quarter. Over the past six months we’ve been rolling out a number of improvements to key game 

franchises, including War of Nations, Kitchen Scramble, and Smurfs, and we were pleased to see these 

initiatives gain traction in the first quarter. Growth from mobile occurred without making material 
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investments in paid user acquisition during the quarter, as mobile advertising costs remained inflated as 

a result of Apple’s Identifier for Advertisers, or IDFA, policy change. Offsetting our gains in mobile were 

declines in revenue on the Facebook platform, which accounted for approximately 27% of our Q1 

revenue. 

December 31, 2020 saw the end of life of Adobe Flash, which is the technology that powered 

most games on the Facebook Canvas platform. As a result, we saw in industry-wide decline in Facebook 

Canvas platform game usage last quarter that we expect to continue, although at a steadier state 

moving forward. The first portfolio of assets we acquired in 2018 included a number of Facebook games 

that collectively generated meaningful revenue. The expected decline of Facebook Canvas games as a 

platform was factored into the purchase price at the time. These games have already paid back their 

value through the cash flows they’ve generated and were never part of our growth plans. Today, our 

Facebook titles still provide positive cash flow to the business and will do so for the foreseeable future, 

although we expect revenues from this platform to continue to decline as a percentage of our overall 

revenue. 

When we last spoke in April, we just closed our Peak – Brain Training and PAYDAY Crime War 

game asset acquisitions. These assets are now fully integrated into our operations and we’re excited by 

the significant upside potential for both. Recall that Peak is an award-winning iOS and Google Play title 

in evergreen category of entertainment-based cognitive training apps. It’s a proven franchise that we 

acquired for US$5 million, approximately one times its trailing sales, with roughly 85% of its revenue 

generated from recurring subscriptions. As this acquisition closed so late in the quarter, it did not 

contribute materially to Q1; however, it will contribute fully to our second quarter results and with this 
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deal alone we’re well on our way to reaching our target of at least 30% growth by acquisitions this year. 

We’ve also identified some initial changes that we can make to Peak to improve the new user 

experience and materially impact customer acquisition and retention. We plan to start rolling out these 

enhancements in the second half of 2021. 

The other deal we recently closed was the purchase of the source code and game assets for the 

mobile version of the incredibly popular PAYDAY first-person shooter franchise. When we closed this 

asset purchase the seller announced that it had expensed 70 million Swiss krona or approximately $8.4 

million US dollars in relation to its historical development expenses for the game. We paid $250,000 for 

these assets, so clearly this was a great use of capital and outstanding value for us. We expect to spend 

another $0.5 to $1 million getting the game to soft launch at the end of 2021 with a global release to 

follow in 2022. We’ve now assembled the team that will complete the development of PAYDAY Crime 

War, led by our SVP of Worldwide Studios, Vlad Ceraldi, at our Vancouver studio, supplemented by the 

Eastern European-based team that originally developed most of the existing code. This is a game we’re 

very bullish on with the potential to be an eight-figure hit and we look forward to providing updates on 

its development along the way. 

Lastly, to update on our M&A strategy, with two acquisitions closed in the last ten weeks the 

games industry has taken note and we’ve had a lot more inbound activity since. The expansion of our 

acquisition funnel can only be positive as it provides us with a wider range of opportunities to select 

from and meet our investment criteria. I do want to highlight that M&A activity across the industry has 

recently accelerated with significant new capital flowing into the sector. As a result, we’ve seen 

multiples driven up due to increased competition, which may impact the pricing PopReach pays for 
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deals. We remain confident that we will be able to find quality opportunities at attractive prices where 

we can apply our improvement playbook. We believe we are uniquely positioned to execute on 

acquisitions within the $2 million to $10 million revenue range, but are also looking at larger deals that 

would accelerate our timeframe to achieve scale. We have a strong balance sheet and a lending partner 

in Scotiabank that is looking to grow with us and we’re excited for the milestones we have planned for 

the remainder of the year. 

I’m going to pass it on to Chris now. Over to you. 

Chris Locke — President & Chief Operating Officer, PopReach Corporation 

Thanks and good morning, everyone.  

In the first quarter we continued to run live game operations very efficiently, remaining 

operating cash flow and EBITDA positive while improving our adjusted EBITDA margins 21% versus 18% 

in the fourth quarter of 2020.  

As Jon indicated, revenue for the first quarter was $4.1 million, flat from Q4 of 2020. An 

extremely positive takeaway from our first quarter is that sequential growth in our mobile revenue 

happened in a quarter where we would typically expect seasonal weakness.  

Although ongoing optimizations and content upgrades to our growth franchises have been 

positive, we’re still seeing disruptions and delays as a result of COVID’s impact across our studios, 

particularly our live operations team in Bangalore. As many of you know, India has been very hard hit 

and, as a business, we will always prioritize the health and well-being of our people, especially in times 
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of crisis. We continue to work through these challenges, although I’d note that we expect ongoing 

volatility due to the pandemic.  

In April we spoke to the impact of Apple’s IDFA policy change that has caused paid user 

acquisition cost to increase across the industry. As of now, we have not accelerated our paid marketing 

efforts. We still believe the economics will become favourable as the year progresses and have already 

seen early indications that costs are normalizing through our ongoing user acquisition tests. We 

continue to monitor the situation and are prepared to make these investments once the costs meet our 

return thresholds. In the meantime, we believe there are tailwinds that will help some of our franchises 

grow without the need to invest heavily in paid user acquisition.  

Our development team in Vancouver has been leading the rebuild of Kitchen Scramble and we 

started a slow rollout of the retooled version, built in an entirely new game engine, a short while ago. 

This new version delivers a much improved player experience, which we expect to translate to stronger 

metrics and revenue growth.  

We’ve also talked about the brand new Smurfs’ animated series coming to Nickelodeon, 

currently expected to premier in October. Just to underscore the scale of investment that’s going into 

this re-launch of the Smurfs’ brand, Netflix is said to be bringing back the classic Smurfs series from the 

80s and ViacomCBS has signed a deal to develop toys, apparel, accessories, and other consumer goods 

based on the brand in 2022. We are in the fortunate position to own Smurfs’ Village, the most popular 

Smurfs videogame ever created, and our rebuild of this title remains on track to launch alongside the 

new animated series in North America.  
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I’m also excited to share, for the first time ever, that we’re planning another Smurfs title for later 

this year based on our existing match three game called Smurfette’s Magic Match. We’re working with 

the licensor to make material enhancements and recently updated the original game in the mobile app 

stores in order to establish baseline performance metrics to inform our plans for the new version. We’re 

also exploring the possibility of bringing our Smurfs portfolio to the Chinese market and we will engage 

with our strategic advisors at Alibaba on this initiative. 

Moving the discussion on to some of the financial highlights, gross profit margin for the first 

quarter was 62% compared to 49% in Q1 of 2020, reflecting our commitment to ongoing cost 

reductions. Gross profit margin also improved slightly from 61% in Q4 of 2020. 

Operating expense in the first quarter was $2.6 million, flat from Q1 of 2020 and a decrease from 

$2.9 million in Q4 of 2020. Compared to Q4, R&D and G&A expense grew primarily due to headcount, 

but this was offset by lower interest and accretion expense thanks to our Bank of Nova Scotia credit 

facility along with lower amortization costs.  

EBITDA for Q1 was $440,000 compared to $762,000 in Q4. Adjusted EBITDA in the first quarter 

was $852,000 or 21% of revenue compared to $743,000 or 18% of revenue in the fourth quarter. 

Adjusted EBITDA for the first quarter excludes one-time M&A-related expenses and an office sublease 

termination fee. We continue to operate at a very healthy rate of positive EBITDA while continuing to 

make investments in our key franchises, War of Nations, Kitchen Scramble, Smurfs’ Village, and now 

Peak and PAYDAY. As we increase these investments in the coming quarters, particularly with paid user 

acquisition, we can expect our revenue to grow but adjusted EBITDA margin to decline from these levels. 
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Thank you. I’ll now hand it over to the operator for questions from the analysts.  

Q & A 

Operator 

 Thank you. Ladies and gentlemen, we will now begin the question-and-answer session. Should 

you have a question, please press star followed by one on your touchtone phone. You will hear a three-

tone prompt acknowledging your request and your questions will be polled in the order they are 

received. Should you wish to decline from the polling process, please press star followed by two. If you 

are using a speakerphone, please lift the handset before pressing any keys. One moment for your first 

question. 

Your first question comes from Rob Goff from Echelon. Rob, please go ahead. 

Rob Goff — Analyst, Echelon Wealth Partners  

Thank you for taking my question and good morning. A few questions actually. Could you 

perhaps dive more into the Adobe transition with respect to Facebook, how you see that progressing as 

we go through the year? 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Sure. Good morning, Rob, and thanks for tuning in. Always great to hear your voice. Yeah, so, the 

end of life of Adobe Flash was announced a while ago and, as we indicated, a lot of the Facebook games 

were built in Adobe Flash technology. So Facebook had built a technology called Gameroom that they 
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were sort of expecting players to migrate to and Gameroom ended up being a much more clunky 

experience than I think Facebook or the players expected and, as a result, that transition wasn’t as 

smooth and we lost some players along the way, which is why we saw sort of an anomalous drop in 

Facebook revenue quarter over quarter. I think the good news is, you know, it’s one of those things that 

that step drop, the players who made it over to the alternative technologies are playing still, right, and 

the ones who didn’t have not, so I think going forward, now that—we sort of have the new normal for 

Facebook Canvas, I guess, is the best way of putting it. 

Chris Locke — President & Chief Operating Officer, PopReach Corporation 

So, Rob, Adobe Flash is dead and it’s only being killed one time, so basically the worst is over. 

Rob Goff — Analyst, Echelon Wealth Partners  

Good it’s just one death. Perhaps it’d be interesting to hear, with respect to Peak, can you give us 

perhaps a glimpse of some of the changes that you may be making, be that on user acquisitions, be that 

on advertising, or the player experience? 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Sorry, Rob, are you referring to Q1? I thought I heard you say Q2. 

Rob Goff — Analyst, Echelon Wealth Partners  

I’m looking ahead to Q2. 



12 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Oh, looking ahead. So, the primary initiatives that we’re working on, the one that kind of rolled 

out in Q1 was War of Nations. We made a number of improvements to the game, including some back-

end server performance improvements. It just made the experience better for players, battle times, 

connectivity times, things like that. And War of Nations has a particularly complicated infrastructure, so 

that work takes time and it’s a little bit precarious. You have to be careful about not sort of ruining the 

player experience and things like that as you go. And War of Nations just has a continuous improvement 

plan where there’s new features, new content, things like that, that will just sort of slowly improve the 

game as we go. The other major initiatives are that we rebuilt Kitchen Scramble in Unity technology and 

we’re just starting to roll that out now and that’s kind of the main thing that we’ll be focused on this 

next quarter or so, and then obviously we have Smurfs coming a little bit later in the year.  

Does that answer your question, Rob? 

Rob Goff — Analyst, Echelon Wealth Partners  

It does. I was actually asking with respect to Peak. You said that you saw some opportunities to 

make improvements and I was wondering— 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Sorry, I misheard that. So with Peak, absolutely. So, a couple things going on with Peak. I don’t 

know if you’ve had a chance to try it. 
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Rob Goff — Analyst, Echelon Wealth Partners  

I have, yes. 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

I think it works. I think it works. But that’s just my opinion.  

So, in terms of what’s going on with Peak, you may recall, as a user of the product, that very early 

on in the experience the product actually asks you for an email address to progress through the game, 

and that sort of became a best practice for these brain-training products. And what we’ve learned in the 

games business, in the sort of free-to-play games business, is that that’s sort of a resistance point, right? 

I mean how many people this day and age are going to put in their email address, give you their email 

address before they get to experience the product? Not many. So we’re working on kind of getting rid of 

that, having guest login.  

Another thing that happens in the game is that you pretty quickly get prompted to decide to opt 

into a subscription and the subscription offer is a one-year subscription. So, again, a pretty aggressive 

monetization tactic that we don’t feel is necessary given the quality of the product. And so we’re going 

to be loosening up those types of circumstances and player experiences and testing sensitivity around 

different offers and things like that. 

Then on the user acquisition side, the previous operator had pretty limited user acquisition 

resources and experience, so we expect to be able to ramp up those efforts, make them more efficient, 

grow them, et cetera, over time. 
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Chris Locke — President & Chief Operating Officer, PopReach Corporation 

Yeah, under the previous owner, Rob, user acquisition was basically on autopilot and it had been 

for quite some time, so we’re currently working with our team to, for example, test new iterations of 

creative, right, that we hope can drive down our cost per install on that product. 

Rob Goff — Analyst, Echelon Wealth Partners  

Thank you. I’ll jump back in queue. 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Thank you, Rob. 

Operator 

Your next question comes from Gabriel Leung from Beacon Securities. Please go ahead. 

Gabriel Leung — Analyst, Beacon Securities  

Good morning, guys. Thanks for taking my questions. A couple of things here first. First, on the 

Facebook side of things, can you guys just talk a little bit about what you’re seeing from a bookings 

perspective so far in Q2 within Facebook? And then on a similar line of thinking, I know you’re not going 

to be putting fresh new investments into the platform and you’re going to invest as long as it’s ROI 

positive, so at what level of revenues and bookings does the Facebook platform still remain ROI positive 

for you? Just curious on that front. 
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Jon Walsh — Chief Executive Officer, PopReach Corporation 

Yeah, good morning, Gabe, and, again, thanks for joining us. In terms of Facebook, I would say, 

yeah, we’re seeing fairly normal behaviour now, just with a slightly smaller audience. So I think we’re 

sort of back on track with a sort of steady small rate of decay, I would say.  

In terms of bookings revenue to remain ROI positive, gross margin on our Facebook business is 

about 63%, I believe, Greg, right, and yeah, and there are still games generating kind of material revenue 

month over month. So, yeah, we expect that to continue well through 2022. As a platform for us, it’s 

delivering meaningful revenue to us at good margins. 

Chris Locke — President & Chief Operating Officer, PopReach Corporation 

Hi, Gabe. So our Facebook games are entirely run out of our studio in Bangalore and they’re 

pretty low cost, so we expect them to be ROI positive for the foreseeable future.  

Gabriel Leung — Analyst, Beacon Securities  

Gotcha. Perfect. And then just on the M&A front, Jon, you mentioned seeing a little bit of a 

multiple creep upwards with some of the, ah, with some competitors coming in. I think historically 

you’ve also sort of talked about acquisitions within that sort of $10 million or so revenue range being, 

you know, you guys being pretty much the only game in town sort of doing that. Are you starting to see 

more players sort of move downstream, you know, starting to look at smaller revenue-type acquisitions? 

Is that what you were sort of referring to? 
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Jon Walsh — Chief Executive Officer, PopReach Corporation 

Yeah. Basically, Gabe, that’s pretty much what we’re referring to. We’ve seen a couple 

acquisitions in the last few weeks for studios that are sub $10 million (inaudible) from the large 

aggregators. Now that being said, we know these deals, we’ve seen these products. They’re a little bit 

different in characteristic to the typical acquisition for us, so some of them were still growing and 

growing at a fair clip. But that being said, yeah, we’re definitely seeing the big guys kind of dipping into 

smaller dealers for complete studios. We’re still not seeing anyone doing asset-only deals, which, as you 

know, is sort of our speciality. So, yeah, we still have a number of really good opportunities in the 

hopper here that we’re evaluating and expect to be able to close deals at very accretive multiples to us, 

but we’re starting to see big guys do smaller deals for studios, yes. 

Gabriel Leung — Analyst, Beacon Securities  

Gotcha. And just one last thing on PAYDAY. Can you just walk through some of the milestones 

you’ll be looking to hit over the next couple of quarters leading up to the soft launch? And I’m sorry, I 

forgot whether you mentioned it or not, but will the $0.5 million to $1 million in additional development 

cost, will that be expensed or capitalized? 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Chris, do you want to talk about PAYDAY? And maybe, Greg, you can talk about the accounting 

treatment if you want. 
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Chris Locke — President & Chief Operating Officer, PopReach Corporation 

Sure. Really briefly, I mean we just acquired and absorbed these assets and we’ve recently 

actually signed up a studio based in Eastern Europe that had originally developed all of this technology 

that we acquired, so we’re working through that with them. We do expect to soft launch in Q4. We are 

going to start kicking off some marketing initiatives around that to kind of get the player base excited, 

call it in the next quarter or so. 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Greg, do you want to address the accounting treatment for PAYDAY? 

Greg Donaldson — Chief Financial Officer, PopReach Corporation 

Yeah, sure. So, due to the fact of the strong brand recognition, I can confirm we will be 

capitalizing all those costs until the game is launched. 

Gabriel Leung — Analyst, Beacon Securities  

Gotcha. Okay. That’s great. Appreciate the feedback, guys. 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

No problem. Thank you, Gabe. 
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Operator 

Your next question comes from Aravinda Galappatthige from Canaccord. Please go ahead. 

Aravinda Galappatthige — Analyst, Canaccord Genuity  

Good morning. Thanks for taking my questions. I wanted to follow up on the comments you 

made with respect to your plants in China. I know that one of the objectives of the Alibaba affiliate deal 

that you did was to sort of explore opportunities there. I know you touched on that with respect to 

Smurfs in the prepared remarks. I was wondering if you can develop that a little bit and maybe talk to 

sort of the milestones and maybe the upside there. 

And secondly, on the advertising front, I know that we’re still sort of seeing headwinds, but just 

looking ahead, can you maybe just touch on how you expect to see that line item start to recover? 

Thanks. 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Sure. Good morning, Aravinda, and, again, thank you for tuning in. Appreciate your time.  

Yeah, first and foremost, Alibaba, our relationship with them remains great. We just had a 

conversation with one of the principals there last week and, yeah, we talked about Smurfs. Smurfs has a 

pretty good presence in China. The cartoon will be airing in China, so we’re exploring opportunities to 

bring a version of Smurfs’ Village and our other Smurfs game to China and to see where we can get their 

assistance. They’re very receptive to that. So we’ll keep you guys posted on our progress there.   
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Second question on advertising, oh yeah, so we are starting to experiment, I would say, a little bit 

more with user acquisition. So far it looks like things are, you know, maybe too early to say, but things 

look like they’re kind of returning to normal, which is encouraging. So we have done some buying for 

Kitchen Scramble and been testing acquisition costs around our other Smurfs game and they look pretty 

reasonable. Small scale. So, obviously, as you scale these campaigns, things can change dramatically, but 

so far it looks like things are sort of returning to normal. Now I will say that ourselves and a lot of others 

that I’ve talked to in the industry are spending a lot more money on Google than we are on Apple so far, 

just because Apple is still, you know, not only looked inflated but was still a little bit unknown with the 

iOS 14.5 thing. But so far things look encouraging and I expect that all our plans overall remain on track 

towards the end of the year as we grow through user acquisition. 

Chris Locke — President & Chief Operating Officer, PopReach Corporation 

To touch on Smurfs in China, as we all know, the Chinese market is very different, not only from a 

business standpoint but a cultural standpoint, so this would not be a case of just simply translating our 

existing game. We’re going to have to do more work in order to get it out to that Chinese market 

successfully, which is a big part of the value that our friends at Alibaba are going to add. They’re going to 

help us navigate that and figure it out. 

Aravinda Galappatthige — Analyst, Canaccord Genuity  

Thank you. And just a small, I guess a financial question before I go. Obviously the gross margin 

numbers have continued to be robust. As we think of all these moving pieces, including the, ah, I know 
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that you’ve been working on sort of reducing hosting costs, et cetera, how should we think of that trend 

going forward? Any other little pieces we should consider as we try and forecast that accurately? 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

That’s a good question. I think we might see gross margins erode a little bit as we ramp up 

Smurfs as a percentage of our revenue. We pay a licensing fee there. Obviously, our gross margins will 

be lower with PAYDAY because we also have a brand licensing relationship there. So, as those titles get 

to be larger in terms of absolute revenue dollars, we may see gross margin decline as a result of those 

things. Any other comments, Chris or Greg, on that? 

Chris Locke — President & Chief Operating Officer, PopReach Corporation 

Yeah, having said that, we see opportunities to optimize cost with the Peak product that we 

recently acquired. That’ll be in the coming quarters. And they will be incremental. It won’t be all of a 

sudden we’re slashing those hosting costs down to a third. But we believe we can save some costs on 

that product.  

Aravinda Galappatthige — Analyst, Canaccord Genuity  

Excellent. Thank you, gentlemen. All the best. 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Thank you. 
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Operator 

Your next question comes from Suthan Sukumar from Eight Capital. Please go ahead. 

Suthan Sukumar — Analyst, Eight Capital  

Good morning, gents. First question for me is on the Indian operations. Could you provide an 

update on the situation there? It sounds like you guys have been able to make some good progress with 

the rollout of game updates to date despite all the disruption you’re seeing there, but just wondering if 

there might be still some risk ahead for continued rollout of updates or if you’ll be able to kind of 

mitigate that by using your Vancouver office. 

Chris Locke — President & Chief Operating Officer, PopReach Corporation 

Yeah, we’re doing what we can in India. It is, obviously, a human tragedy there. And we’re kind of 

managing it day to day. As I’m sure you can imagine, being in a situation like that is just tough on morale, 

right? So we’re doing everything we can. For example, we’ve partnered with the office space provider 

we have there in Bangalore to roll out a vaccine clinic, right, where we’re covering the cost of vaccine for 

employees as well as their parents.  

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Yeah, I’d say, Suthan, it’s not a great situation there. Our primary concern is the physical and 

mental health of our team and their families and kind of keeping them motivated and I think that’s 

actually going fairly well, under the circumstances, which are obviously not great at all. And as you 
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referred to, at the same time we’ve taken a number of steps to mitigate the circumstances there and 

we’ve hired additional leadership in Vancouver across a number of fronts, key products and customer 

service, quality assurance, departments like that. And those things are working well. I mean it’s kind of 

this philosophy of continuous improvement anyway and I think, frankly, the team in Bangalore has 

responded very positively to having more experienced leadership across these departments where 

there’s just kind of more structure and more guidance and things like that. So we’re getting through it 

fairly well and we have seen some bumps in the road with updates and things like that, but for the most 

part we seem pretty well on track. 

Suthan Sukumar — Analyst, Eight Capital  

Okay. Great. That’s helpful. The next question I had was on M&A. I mean you guys provided 

some good colour on what you’re seeing in the backdrop. I want to touch on your pipeline. Has there 

been any change more recently in the types of assets or even the size of assets that you’re looking at? 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Well, I would say that we’re—I guess if you kind of broke it into three categories, our primary 

targets are those acquisitions in the $2 million to $10 million range of game assets in particular. We also 

are looking at small studios where we can expand our infrastructure and resources where there’s a great 

fit, right? Like a studio that builds games that represent similar genre to our core asset categories and 

things like that. And so I think that we are looking at small studios as well. And then we have seen some 

bigger opportunities that we’re looking at that we think, if we can get them at the right price in the 

coming three or four quarters, that we’d be looking to possibly do bigger deals as well.  
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Chris Locke — President & Chief Operating Officer, PopReach Corporation 

And, as a reminder, if we’re acquiring studios, we need to keep interests aligned of the operators 

there, so we would expect to pay some of that consideration in stock. 

Suthan Sukumar — Analyst, Eight Capital  

Okay. Okay, great. And how should we be thinking about the potential pace or cadence of M&A 

for the remainder of this year? 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Well, our objective was to do two to four deals this calendar year. We think we’re certainly on 

pace to realize that objective at this point. 

Suthan Sukumar — Analyst, Eight Capital  

Okay. Okay, perfect. Thank you for taking my questions. I’ll pass the line. 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Thanks a lot, Suthan. Have a good day. 

Operator 

Ladies and gentlemen, as a reminder, should you have a question, please press star followed by 

one.  
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We have a follow-up question from Rob Goff from Echelon. Rob, please go ahead. 

Rob Goff — Analyst, Echelon Wealth Partners  

Thank you again. You’ve talked to Smurfs somewhat, but perhaps if I could ask Chris to talk a 

little bit deeper into how Smurfs may ramp up as you go through the year. And with respect to the new 

game, any tidbits you could release? 

Chris Locke — President & Chief Operating Officer, PopReach Corporation 

Sure. Thanks, Rob. The new game is actually a game that we acquired along with Smurfs’ Village 

back in 2018 or 2019 and it’s called Smurfette’s Magic Match and it’s a really well done match three 

title. And the brand is applied really nicely there, but it’s a little bit shallow in terms of the game play 

experience. So we’re going to work on basically getting a stronger metagame in there. Early days. We’ve 

just kind of re-launched that title on the app stores and we’re doing some early tests to kind of test the 

usual metrics you would expect, retention, monetizing, and et cetera. But again, we want to get this title 

out near where the cartoon is launching. We’re very bullish on that cartoon. As a reminder to everybody 

on this call, this will be the first new Smurfs series since the 80s, which we believe is going to be a huge 

opportunity. And I think back to when I originally launched the Smurfs’ Village title back in 2010 or 2011, 

shortly thereafter there was a movie that came out via Sony Pictures and the downloads literally 

doubled overnight. So, again, very bullish on that franchise. 

Smurfs’ Village we are rebuilding in the Unity game engine. That is a pretty complicated 

endeavour, because it is a live product, so basically we can’t screw it up to the existing players. I think 
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Jon puts it really well when he says what we’re really doing is driving a classic car down the highway and 

we’ve got to fix the engine and we can’t stop. No breaks, no rest stops, no nothing, no slowing down. So 

we’re going through that process now. Once it’s rebuilt in the Unity game engine we’re then going to 

focus on the first-time user experience, right? Because we expect to get a lot of organic downloads, so 

new players, people just searching in the app store downloading it, and we’ve got to make sure that we 

don’t lose those players. 

Rob Goff — Analyst, Echelon Wealth Partners  

And just to refresh, Chris, the new cartoon is expected August/September? Or there’s no 

timeline? 

Chris Locke — President & Chief Operating Officer, PopReach Corporation 

It’s October. As of today it’s October. That’s right. 

Rob Goff — Analyst, Echelon Wealth Partners  

Okay. And the potential for a movie. 

Chris Locke — President & Chief Operating Officer, PopReach Corporation 

Yeah. And there’s a big licensing deal as well, so all kinds of consumer products will be coming 

out next year. 
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Rob Goff — Analyst, Echelon Wealth Partners  

Thank you. 

Chris Locke — President & Chief Operating Officer, PopReach Corporation 

Thank you. 

Operator 

There are no further questions at this time. I’ll now turn it back to Jon for closing remarks. 

Jon Walsh — Chief Executive Officer, PopReach Corporation 

Okay. Well, listen, just wanted to say thank you, everybody, for tuning in. Thanks for the great 

questions from our analysts. Always much appreciated. And we’re excited about the future here. Thank 

you all for tuning in. 

Operator 

 Ladies and gentlemen, this concludes your conference call for today. We thank you for 

participating and ask that you please disconnect your lines.     

 


