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Item 7.01 Regulation FD Disclosure.

On March 3, 2022, DraftKings Inc. (the “Company”) will host a virtual Investor Day beginning at 9:00 a.m. EST, at which the Company will
present and distribute to the investment community a slide presentation to provide updates and summaries of its business (the “Investor Day Presentation™).
The Company is posting to the “Investor Relations” portion of its website at https://draftkings.gcs-web.com/investor-relations-dkng a copy of the Investor
Day Presentation. A copy of the Investor Day Presentation is also attached to this Current Report on Form 8-K as Exhibit 99.1. The Company undertakes no
obligation to update, supplement or amend the Investor Day Presentation attached hereto as Exhibit 99.1.

The information in this Item 7.01 and Exhibit 99.1 attached hereto is being furnished and shall not be deemed “filed” for purposes of Section 18 of
the Securities Exchange Act of 1934, as amended (the “Exchange Act”), or otherwise subject to the liabilities of that section, nor shall it be deemed
incorporated by reference in any filing under the Securities Act of 1933, as amended, or the Exchange Act, except as expressly set forth by specific reference
in such filing.

Item 9.01 Financial Statements and Exhibits.

(d)  Exhibits.

Exhibit
Number Description
99.1 DraftKings Inc. 2022 Investor Day Presentation.

104 Cover Page Interactive Data File (embedded within the Inline XBRL document).




SIGNATURES

Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the
undersigned hereunto duly authorized.

DRAFTKINGS INC.
Date: March 3, 2022 By:  /s/R. Stanton Dodge

Name: R. Stanton Dodge
Title: Chief Legal Officer and Secretary
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Legal disclaimer

Mo Offer or Solicitation

This presentation does not constibute a solicitation of a proxy. consent o authorization with respect 1o any securities of Draftkings Inc. ("Draftkings™, “the Company™. “wWe™ of “us”). This presentation
also does not constitute an offer to sell or the solidtation of an offer to buy securities, nor will there be any sale of sequrities in any state or jurisdiction in which such offer, solicitation or sale would
be unlawful prior to registration or gualification under the securities laws of any such jurisdiction. Mo offering of securities will be made except by means of a prospectus mesting the requirements of
the Securities Act of 1933, as amended, or an exemption therefrom.

Industry and Share Data

This presentation indudes information and statistics regarding market participants in the sectors in which Draftkings competes and other industry data which was obtained from third-party sources.
including reports by market research firms and company filings.

Tradamarks

This presentation may contain trademarks, service marks, trade names and copyrights of other companies. which are the property of their respective owners, Solely for cormvenience, some of the
trademarks, service marks, trade names and copyrights referred to in this presentation may be listed without the TM, SM £ or & symbals, but we will assert. to the fullest extent under applicable law,
th rights of the applicable owndérs. ifan;r. to these tradermarks. service marks, trade narmes and copyrights,

Use of Non-GAAP Financial Measures

This presentation incudes non-GAAP financial measures, including EBITDA and Adjusted EBITDA. We believe that these non-GAAP measures are uselul to investors for twe principal reasons. First, we
believe these measwres may assist investors in comparing performance over various reporting periods on a consistent basis by removing from operating results the impact of itemns that do not reflect
core operating performance. Second. these measures are used by Draftkings’ management to assess its performance and may (subject to the limitatons described below) enable investors to
compare the performance of the Company to its competition. We believe that the use of these non-GAAP finandal measures provides an additional tood for Inwestors to use In evaluating ongoing
operating results and trends. These non-GAAR measures should not be considered im isolation from, or as an alternative to, finanolal measures determined in accordance with GAAP, Other
companies may caloulate these non-GAAR finandal measures differently. and therefore swch financial measures may not be directly comparable to similarly titled measwres of other companies.

Projectad Financial Information

This presentation containg finandial forecasts, which were prepared in good faith by Draftkings on a basis believed to be reasonable, Such financial forecasts have not been prepared in conformity
with generally accepted accounting principles ("GAAPT). Draftkings independent auditors have not audited, reviewed, compiled or performed any procedures with respect to the projections for the
purpase of their indusion in this presentation, and accordingly. they have not expressed an opinion nor provided any other form of assurance with respect theremo for the purpose of this
prasentation. These projections are for iBustrative purposes only and should not be relied upon as being necessarily indicative of future results. Certain of the above-mentioned projectid information
has been provided for purposes of providing comparisons with historical data, The assumptions and estimates underlying the prospective finandal information are inherently uncertain and are
subject to @ wide variety of significant business. economic and competitive risks and uncertainties that could cawse actual results to differ materially from those contained in the prospective financal
Informatien. Projections are inherently uncertain due to a number of factors outside of Draftkings’ control. Accordingly, there can be no assurance that the prospective results are indicathve of the
future performance of Draftkings or that actual results will not differ materially from those presented in the prospective financial information. Indusion of the prospective financial information in this
presentation should not be regarded as arepresentation by any person that the results contalned in the prospective finandal information will be achieved.
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Legal disclaimer (continued)

Forward-Loeking Statements and Noen-GAAP Financial Measures

This presentation. and the accompanying oral presentation, contain forward-logking statements within the meaning of Section 21€ of the Securities Exchange Actof 1934, as amended, and
the Private Securities Litigation Reform Act of 1995, about us and our industry that imvolve substantial risks and uncertainties. All statements other than statements of historical facts
contained in this presentation, incleding statements regarding guidance. our future results of operations or financial condition, business strategy and plans, user growth and engagement.
product initiathves, and objectives of management for future opeérations, and the impact of the COVID-19 pandemic an our business and the economy as a whole. are forward-looking
staternents.

I Soamt CHEES, YOU Can Iﬂtl‘\w fDI‘WII“dJNkH'-Il swatements Because they contain wiords fuch a8 “anticipate” “bebive,” “tontemplite.” “continue.™ “could.” “eRtimate,” “Expidt.” Forecase”
“going to.” “intend.” “may.” “plan.” “potential” “predict™ “project.” “propose™, “should.” “target.” “wil L~ or “would” or the negative thereof or comparable terminology. or by disoussions of vision,
strategy or outlook, We caution you that the foregoing may notinclude all of the forward-looking statements made in this presentation.

You should not rely on forward-leoking statements as predictions of future events. We have based the forward-loocking statements contained inm this presentation on owr cwrrent
expectations and projections about future events and trends, incuding the ongoing COVID-1 % pandemic, that we believe may affect our business, financial condition, resuits of operations,
and prospects. These forward-looking statements are subject to risks, uncertainties, and other factors, incleding those described in our filings with the Securities and Exchange Commission
(the "S£C") which are available on the SECs website at www.secgov.

In addition. the forward-looking statements in this presentation relate only to events as of the date on which the statements are made and are based on information awvallable to us as of the
date of this presentation. We undertake no obligation to update any forward-looking staternents made in this presentation to reflect events or circumstances after the date of this
presentation or to reflect new information or the occurrence of unanticipated events, incleding future developments related to the COVID-19 pandemic. except as required by law. We may
not actually achieve the plans, intentions, or expectations disdosed in our forward-looking statements. and you should not place undue reliance on our forward-looking state ments. Cur
forwarddooking statemants do not reflect the potential impact of any future doquisitions. mergers, dispositions or investrents,




Investor Day Takeaways

TAM larger than we thought for both OSB and iGaming; increasing total North America
estimate from $67B to $80B

Top 3 operators in U.S. OSB industry account for 80%+ of GGR; DKNG GGR share 25% and
19% for OSB and iGaming, respectively

Investment in product features will drive continued industry leadership

Customer and state profit results are very strong; 5 states contribution profit positive in
FY 2021 and 10 states anticipated to be contribution profit positive in FY 2022

Increasing long-term Adjusted EBITDA outlook to $2.1B

MNew verticals off to strong initial start and expect to be contribution profit positive in
FY 2022, validating our thesis of LTV/CAC flywheel
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NJ's OSB gross revenue per adult — assuming no growth going forward —implies a U.S.
0SB TAM of $28B or $268B if we adjust for the state’s relative GDP

Estimated U.5. Online Sports Betting Gross Revenue

SPORTSBOOK

LE aE L E Hj 2020 W) 2021 ,

Irmplied U5, TAM
[Populstion Method)"

+ M| 0SB was $0.78 industry in 2021 and grew at a 7d% CAGR from 2019 through 2021
+ Assuming 0% growth from 2021 to 2023. a mature N implies 3288 in Gross Revenue at 100% legalization ($107 Gross Revenue per adult)
= Adjusting for GO® per adult of M| vs. that of the U.5. the US. opportunity s $26B in Gross Revenue at 100% legalization (398 Gross Revenue per adult)
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NJ is an appropriate extrapolation point given its gross revenue per adult compared to
tes

e Per Adult - First Ce 5

2142

MNon-M] Grows Revenue [ Adult

57,27

N Gross Revemue / Adubt= $7.27

$13.02

L] Wy i FA MH A" 2+] i ™ Mi WA

Gross Revenue /
Adult a3 % of NJ 1008, 5% 1655 8% 162% 190% 167% 157% 254 240% 250%
INJ Adj. Gross
Revenue / Adult™ 37.27 55,10 15.11 56,67 $13.72 515,98 s12.41 5$11.78 527.24 523,59 523.40
Ad). Gross Revenue
Adult as % of NJ 100% T 208% 2% 188% 220% 171% 162% T4 324% 2%

= We benchmarked Gross Revenue per adult for the first September through December for the 10 states in which Draftiings’ brand had launched prior to September 2021

= Used September toDecember to control for seasonality of sports calendars and different launch dates

= Eight of the ten states were larger than b on a Gross Revenue per Adult basis during this period, each by more than 50%

= AZ which launched in Septernber 2021. outperformed N in its first full October and Novernber by 351% on a Gross Revenue per Adult basis™
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NJ's iGaming gross revenue per adult — assuming no growth going forward —implies a
U.S. iGaming TAM of $52B or $48B if we adjust for the state’s relative GDP

Esti ).5. iGaming Gross Revenue
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= M iGaming was $148 industry in 2021; growth accelerated following the introduction of OSB im August 2018
Assuming 0% growth from 2021 ©o 2023, a matwre M) implies $528 in Gross Revenue at 100% legalization (8197 Gross Revenue per adult)
« Adjusting for GDP per adult of M) vs. that of the LS. the LS. opportunity is 2488 in Gross Revenue at 100% legalization (5180 Gross Revenue per adult)
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Extrapolating from Nl is likely conservative given PA and Ml’s iGaming performance

Benchmarked to N) in 2019

U410

Non-N] Gross Revenae f Adult = $1905.51

M Gross Revende £ Aduly = 5695

Nj 2049 W 2021 PA I Mz
(Gch Full Year of iGaming) (5% Full Year of iGaming) [2nd Full Yoar of iGaming)= {Pardal Year of [ Gamirg)
SIS LA 100% 1% e p—s
ﬂ:ld[j. ST A R £69,52 $66.50 £149,12 $192.00
M].Iﬁrm Revenue f 100% o6% 215 276%

= We benchmarked Gross Revenue per adult in 2021 1o the first calendar year in M) after both 0SB and iGaming launched (2019)

= Mathodology sets a conservatively high benchmark with M) 2019, considering the state launched iGaming (but not O58) in November 2013
= Michigan outperformed M) on a Gross Revenue per adult basis by 104%. or 176% when adjusting for GO® per adult

= Pennsylvania outperformed M) on a Gross Revenue per adult basis by 90%. or 115% when adjusting for GDP per adult
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OSB is legal in states representing 44% of the U.S. population; iGaming at 13%

I Indicetes staves inwhich DraftKings is currently live, representing 38%of the US, population for 0SB and 11% for iGaming

* Following the repeal of the Professional and Amateur
Sports Protection Act (PASPA) in May 2018, 34 states,

Legalized iGaming™

% H H representing approximately 5% of the LS.

r’ « - . " | o

: i 2 population, have legalized sports betting in some

7 7 7 form (retail, mobile, or both)

7 7 7

7 g j + 23 states have legalized gnline sports betting,

bt = B representing approximately 4% of the U.S,

b # s population

e - -

v & -

b : s * 20 states are live with online sports betting,

- ‘ - representing 38% of the LS. population (3 states

- - o« i i - ine-
I Lol : z c representing 6% of the population are legal-pending
19 Bhods Eland % 7 7 7 = launch)
20 Washington, OC 0% + « + S
H Uaryland ke / 2 - 3 . o ' .
33 Ohin ) ¥ v - * Draftkings is live in 17 states with online sports
T e Mee - 2 L : betting, representing approximately 36% of the U.S.
75 Usssson 1% ‘ = population
25 Maw Mames™ L3 v
27 Monans 0% ¥
g :::;:';um ;: 4 « 7 states, representing appreximately 13% of the U5,
30 Washingan® ey . population have legalized some form of IGaming
3 South Datota 0% .
32 Mebrasia ) ¢
3 Wsconan™ % ’ + Draftkings is live in 5 states with iGaming, representing
3¢ Vet Dubea™™ T 0% Ef"' 5 s & approximately 11% of the U.S. population
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Extrapolating based on NJ assuming no growth going forward, the Canadian OSB and
|Gam|ng TAM is between $6B and $E}B

an Online Sports Betti d icaming G

n Populwsion Meched '™ o GIF beshed™

+ There was significant legislative momentum in Canada on both the federal and provincial level in 2021
= Federal legislation passed to legalize single event sports wagening in early 2021
+ Ontaria’s provingial government has announced that regulated 0S8 and iGaming will launch in April 2022
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There are several intricacies when assessing state-reported share by operator

State Reported Share Considerations

State reports have a wide range of transparency; 4 of our 17 states provide operator-
specific net revenue, 5 provide operator-specific handle and GGR, and & do not provide
operator-specific metrics

Some states report with cash accounting and others accrual accounting, which can
impact monthly results

Promotion types are accounted for differently on a state-by-state basis; state specific
accounting of certain promotions can obfuscate operator-level GGR

“Total share” can be defined differently; we define total share as all states that have

legalized OSB and iGaming since the repeal of PASPA




We provide an example to illustrate how an operator’s mix of promotions may
significantly impact state-reported gross revenue share

Example assumptions: Two operators: each with 50% handle share. 4% of handle driven by promotions: one utilizes only free bets (typically recognized at a hold rate of
approximately 45%). while the other only utilizes profit and odds boosts: same skilled players for each operator (assume a hold rate of 7% on cash wagers)

ample: Oparator Using Only Free Bats I cample: Operator Using Only Profit and Odds Boosts

+ Hande Driven By
Promotions

Gross Revenue GASF Net Revenue

Gross Revenue GAAP Net Revenue
] 14

Handie




There are three methodologies to consider when evaluating U.S. share

] 1
] Methodology 2 (Total U, Since PASPA Repeal) : Methodology 3 (States Only Where the Operator is Live)
]
] 1

* Taotal U.S. share: Measures an operator's ability o get live | * Total U.s. share, excluding Nevada: Measures an 1 - Total share in states an operator is lhve: Meacures an

and capture share across all states | ©operators ability to get live and capture share In states that | operators ability to capture share in only the states where

| have launched since the repeal of PASPA 1 itig live

+ Drafrings Q4 results below 1 1
: - Draftiings’ Q4 results below : « Draftkings’ Q4 results balow
1 e 1 1%
] 1
1 ]

el 1 ]
1 1
1 1
1 1
1 1
] 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 ]
1 1
1 1
1 1
O58 Hamdle 058 GGR IGaming GGR : O58 Handle 058 GGR IGaming GGR : C58 Handle 058 GGR ¥Gaming GGR
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DraftKings and two other operators typically account for 80%+ of each state’s OSB GGR

;B GGR Share

Wurnbr of
ifumoe 21 f] 13 1 12 1 17 H [ & 14 11 H 1 1

= Top 3 Operators = Other Operators
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DraftKings is in more states than any other OSB operator

Number of Live States by Operator

17 Sranes

15 Stanes
4 Siates 14 States
13 States
12 States
A0 Seaves
9 51Ates
T itaves
& States
£ States
4 States
Istates
2 States
Op #2 Op # Op # O &5 Op # Op T O 28 Op #a #10  Op Op Op Op
&EE #1811 #13-F15 #1617 #G-823
L W US
A o L ] ] S0% 2% 27% 255 2% 18% 14%
Lot DealtMirgy, invamal Arufyin o] 17

Mt Do 100 I R PO, WA T Gy e i | L




9 keys to our unique and sustainable differentiation

Trusted Brand

Preferred real money gaming brand among LS. consumers

. Daily Fantasy User Database

~&M all-time paid users, 10+ years of data creates meaningful head start for acquisition

Z Our Marketing Machine

Tech driven platform drives optimization based on player specific LTV

1 Productinnovation & User Centricity

Qutpacing competition with mobile products maximizing engagement

5 Vertical Integration

Pure focus on creating unique products for U.5. sports fan powered on in-house platform

5  Single Wallet Across Products

Seamless experience across states & DKNG products

7  Geographic Flexibility & Velocity

Tech built for DFS is leveraged to rapidly enter new Sportsbook states

' Scalable Regulatory Platform

Stable, secure platform ensures responsible gaming, data privacy and security

: Data Science Powerhouse

Personalization, automation fueled by robust user level analytics




We have made significant progress across product roadmap priorities with exciting new
developments to come

Our Readmap: Thed Oz of Draftkings' Consumer Product Strategy
DraftKings will control its own destiny across every consumer product it operates by owning

and operating all of its own core technology

DraftKings will offer the broadest possible suite of content across any real-money-gaming
platformin the U.S.

DraftKings will create an integrated ecosystem of consumer experiences, powered by
proprietary data & marketing tech

DraftKings will create a fun, exciting and personalized experience by creating products that
anticipate and respond to our customers’ behaviors

o] 19




iGaming is a great example of how we have been able to differentiate from our
competition when we own our technology platform

DraftKings iGaming: Areas Of Historical and Future Investment

+
New titles fr;?rr:: DK Studicin ~60% Handle Distinct U?ecrlskl-lave Played
2021; now 51 DK Games total From DK Home-Grown Games in 2021 DK Rocket!"




Following the completion of our migration, we shifted focus to invest heavily in content
expansion for our OSB product

Same Game Parlay m In-Game Micro-Markets

ANTTIME TODSS0WN 4 DHE

Wihat will the result of the
drive ba?

21




2022 will be a year of innovation for our OSB product; social functionality is one way we
will differentiate from competition and drive long-term retention

Friends Dashboard m Popular/Friends Bet Feed Spectator Mode

Do, Priematima's Live S0eam

..*" :

@ = DonPrimetime

MORE GROUFS FOR TOU

a2




Based on conservative end of TAM ranges, DraftKings is on track to achieve $6.7B to
$9.5B North American OSB and iGaming gross revenue at maturity

Dr:l‘:l(inﬁ:: Online Sports B-n:ting_

. 0 - i 0
S._’ZGB o 65% . o 20 3.0 Yo - $3.4-5.1B
Implied Total o of U.5. Population e DraftKings' R in Gross 0SB Revenue
LS. TAMIY with Legalized 0SB 058 Share A
$48B 30% w  20-25% $2.9-3.6B
Implied Total L ol of U.5. Population L DraftKings' — . in Gross iGaming Revenue
U.s, TAME with Legalized iGaming* iGaming Share®

DraftKings Canada

$6B .~ 64% o 10-20% $400-800mm

r ___}
Implied Total &%  ofCanada Population with 4% DraftKings’ — in Grass 058 and iGaming Revenue
Canadian TAM® Legalized 0SB and iGaming Canada Share

DraftKings' 058 and iGaming
DKNG Q4 GGR sheres of 25% and 1999 for 0SB ond iGeming, respectively oS Favanss

$6.7-9.5B
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Clear path to profitability based on customer payback periods and state-level
economics; multiple proof points achieved already

We invest in sequiring players
with goal of 2-3year gross profit payback

We invest o acguire a player based on 2 to 3 year gross
profit being atleast a5 much a5 what we spent 1o scquire
the custemer

The gross profic from thar player is the net revenue per
player [net of prometions) and the gross margin on that
revenue

Gross mangin improves ever time as promotianal
intensity declines, and we make cperatanal
improverments to aur C0G5

As eustomar cohorts “stack,” a state Lurns
contribution profit positive after 2-2years

A stare is unprofitable in ics early years aswe invest to

acguire players

Ins laner years, revenue and gross profic from earliercobons
“stack” an wop of eachaother, and advertising spend in
that state declines asthere are fewer untapped players
within & stane that have net joined already

ASCuUSTmer and revenue retention rates PErFIsT, STATES
generate substantially more profitin out years

The stace launch ] Curve” has changed as eustomer
acquitition has aceelerated in nenly launched states

As eontribution profit positive states “stack”,
the eempany will turn profitable

Wihen the contribution profit from more mature states

excasds the centribution profit from states that are soll
in investment phase, cumulative cantribution prafit will be

positive

Our cost structure is right sized for growth. Az scaleis
achigved, the gap betsveen cur absolute revenue growth
and our abealute fived cost growth will naturally widen
resulting in operating leverage

Year1, Year 2, and Year 3 customer retention were B3%,
BB%, and 96%, respectively

Year1 to Year 2 and Year 2 1o Year 3 revenue retention
were 122% and 143%, respectively

Year1 to Year 2 and Year 1 o Year 3 revenue per retained
player have increased 39% and 49%, respectively

MLUPs and ARPMUP disclosure proves less than 3 year
payback perieds
g9

fgn
L2 2.

M) generated $68 million of contribution profitin Fy 2021

We had 5 states that had pesitive contribution profitin
Fr 2021

‘We anticipate 5 more states will be contribution profit
positive in FY 2022

Mare 058 customers per adult were acquired in AL
aver its first twe quarters than in NJ over its first eight
quarters; informs economic moded for new states

We will be contribution profit positive for FY 2022
including all states where we are currently live

If we had not launched any additicnal states after yearend
2021, we expect that Drafikingswould have been able o
achieve EBITDA profitabilityin Qdof 2022

Bazed on all of the states we are currently in, and if

legalization trends remain consistent with prior years, we
wiuld expectio be EBITDA pasitive in Q4 of FY 2023
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Gross profit payback period for a customer cohort is the number of years required for
gross profit to exceed customer acquisition investment G| el e

Ecomomics Economics

Cohort Gross Profit Payback Definition

Cohort Cumulative

: Cohort Gross Cohort Acquisition
Paybagr:erlod N e Piear —  Zero

Years

Cohort Gross Profit Calculations

Gross Profit Year 1 B Year 1 Net Revenue 4 Year 1 Gross Margin %
Gross Profit Year 2 — Year 2 Net Revenue’ x Year 2 Gross Margin %
Gross Profit Year 3 e Year 3 Net Revenue” b 4 Year 3 Gross Margin %




>80% customer retention and >120% revenue retention year over year; revenue from

Enterprise

retained customers more than doubles from Year 1 to Year 3 B s oo

0SB and iGamin, tevenue Retention™

122%

Yeor 2 Revenus Indexed 1o Year 1 Year 3 Revenue Intexed 1o Year 2
[N=11) WN=3
Our customer refention improves every yeor of o cohort. These cohonts achieve >100% revenue refention year over yeor as retmined customers increase their spend on our plotform
= A5 of FY 2021, we have 90 quarterly cohorts across 14 statest since launch of OSB in Q3 2018
= 41 of 90 cohorts have four or more consecutive full quarters of 0SB andfor iGaming retention data
= 30 of the 41 cohorts have between four and seven consecutive full quarters of 058 andfor iGaming data ("One Year Cohorts™), allowing us to measure Year 1 customer retention
= Mine of the 41 cohorts have between eight and eleven consecutive full quarters of 058 andsor IGaming data (“Two Year Cohorts™). allowing us to measure Year 1% customer
retention, Year 2% customer retention. and Year 1 to Year 2 révenue retention
= Two of the 41 cohorts have twelve or more full quarters of Q58 ands/or iGaming data (“Three Year Cohorts™), allowing us to measure Year 19 customer retention. Year 2% customer
retention, Year 3 customer retention, Year 1 toYedr 2 revenue retention, and Year 2 1o Year 3 révenue retention
* Apphing our experience with DFS cohorts to Q5B and iGaming cohorts, customer retention is likely toincrease every year and flatten out at -100%
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Cohort customer and revenue retention in OSB-only states is similar-to-better than
customerand revenue retention in multi-product states B e e

Yeor 1
(N = 20}

Year 2

Year 1 Year 2 Revenue Indexed 1o Year 1
iN=2)

iN=2) [N=2)

Our customer refention improves every yeor of o cohort. These cohonts achieve >100% revenue refention year over yeor as retmined customers increase their spend on our plotform

= As of FY 2021, we have 90 quarterly cohorts across 14 states® since launch of OSB in Q3 2018
= 20 of 50 cohorts are in OSB only states and have four or more consecutive full guarters of OSE retention data
= 18 of the 20 cohorts have between four and seven consecutive full quarters of OSE data ("One Year Cohorts™). allowing we 10 Measure Year 1 Customer retention

= Two of the 20 cohorts have between eight and eleven consecutive full quarters of 0SB data (“Two Year Cohorts™), allowing us to measure Year 1% customer retention, Year 25
customier retention, and Yiar 1 0o Year 2 révenue retention

* Apphing our experience with DFS cohorts to Q5B and iGaming cohorts, customer retention is likely toincrease every year and flatten out at -100%
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Our strong retention is driven by acquiring quality customers, putting the customer first,
cross selling, and continuous product improvement [EEpEE  socies e

Ecomomics Economics

Retention Flywheal

L) Acquiring the right customers: Targeting high-guality customers is the first
stepin strong cohort performance
Always putting the customer first: Customer centricity in everything we
do drives best-in-class customer experience and customer service

Cross selling: Data science and CRM drives frequency of play, player
activation, and engagement across new products

=% Driving continuous product innevation: Continucusiteration and
@ improvement of products gives our customers more ways to play




Gross margin leverage for a cohort is achieved over time due to promotlonal spend
decreasing, economies of scale, and operational initiatives 1

StaneLevel Enterprise
Ecomomics Economics

Cohort Level Gross Margin Improvement

Many of our variable costs are tied to gross revenue, not net revenue; therefore, as
promotional rates decrease, gross margin increases

Given that new customer promotions are richer than existing customer promotions,
promotions as a percentage of GGR naturally decrease as we shift from acquisition
investments to retention and cross-sell investments

As we continue to grow revenue and deposit volume, certain variable costs decrease
as a percentage of revenue due to pricing tiers that result in volume discounts

Continuous focus on operational initiatives around platform costs, processing fees,
and revenue share drives margin increase across all cohorts




Our financial disclosures provide sufficient information to validate our payback periods
on an LTM basis suatelevel Enerprise

LTM Acquired Paid New Actives Calculation

\ LTM MUPS gy LTM MUPs S i
LTrﬂ Current Period L Prior Period ”» P|E|},I’E’.'r Retention Rat?}
Acquired » E,
Paid New [
Actives Months Played _._ 12 Months
Per Average Flayer L Per Year

Customer Acquisition Cost Calculation

Customer Acquisition Marketing Spend’
Acquisition
Cost

Acquired Paid New Actives

Gross Profit Payback Pariods

Approximate . Customer Acquisition Cost
Payback —
Period LTM 3¢ MonthsPlayed ¢¢ LTM
{InYears) ARPMUP g Per Average Player v Gross Margin

ating g e i D Vet N e B Lo v P05 5 LT i g ol e i 4 VA i s s of L Al ot PR




Using the previously outlined methodology, we can prove out sub three-year
payback periods [EEE  swcee e

by Acquisition Pericd Based on Actus

2.8 Years
2.5 Years 2.5 Years
1.2 Years
LTM G12031 LTM Q22021 LTM Q32021 LTM Q42011
LM MUPs 3
(Current Perbod) 1085 1,286k 1,376k 1,454k
LTM MUPs =
[Priar Parlod) Tk G 75 BE3K
LTHM ARPRMILP $56 ®© $52 367
LTM Gross Margin 3% 5% 4B% 4%
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The result of strong payback periods is that states turn positive after two to three years

Customer Cohort Enterprise
Ecomomics Economics

DEMNG State Launch and Profitability by State

Hl 32018 Launch Profitable

Wy Q3 2019 Lawinch

IN Q4 2019 Launch

PA 042019 Launich

Praficable

14 Q1 2020 Launch

co G2 2020 Launch

L Q3 2020 Launch

A1} Q12021 Launeh 3.0%

VA, Q12021 Launch 26%
Wy Q32021 Launch

&

Q32021 Launch

T Q42027 Launch

MY Q1 2022 Launch

L& 012022 Launch

T B B EE Launch ™™™ ™7™
o

Expec afizable

Note: Do not inciuce D o seal Busine e, Frsliable” selae 1 antribution pealit, wihich i 8 non-GARF rr defimed o grat proli e mcemal marksing - i3




NJ was highly profitable in its third full year; expect profitability to continue to ramp
quickly in 2022 T

Ecomomics

Enterprive
Economics

NGR and Contribution Profit - New jersay
1% in mnillions)

mBbet Revenue  m Conpibutien Prof

Contripulion
Morgin
£153
§ES
i
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ragm L 8
- | e
I ——
(510} 155)
Launch Yesr Year 1 Year 2 Fear 3
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Increased sales and marketing spend due to unprecedented number of new players at a
historically lower cost per acquired player Cotomercoror: [N triepre

Economics

Acquired and Cumulative Gaming Customers Over Time

— Arguited Gaming (ustemers!! —— Cumulstive Gaming Customen ™

@
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Aaug-1E Qe Dec-iB Feb-1 Apead Jumd beg-dd Oced® Decd® Feb-d0 Aped0 Junedd o Sep-d0 Oct-d0 Dec-dt Febedl o Ape-l Jumd o Aeg-dl Ocrdd Dec-ld

Select State Launch Commentary

. DENG launches NJ 0S8 in August 2018 and NJ iGaming in December 2018

. DEMG launches Wi 058 in August 2019

DEMG launches IN OSE and PA OSB in October 2019 and November 2019, respedctively

DKMG launches IL OSE in Awguwst 2020; start of first full NFL season for 0SB states representing =13% of the LS. population {le. IN, PA NH. 1A CO. and IL)

DENG lawnches TH O5B in Nowernber 2020

DENG lawnches MIQSB and iGaming and VA 058 in January 2021

DENG launches WY 0S8 and AZ 0SB In Septervber 2021; start of first full NFL season for 0S8 states representing =109 of the LS. population (Le. T ML VA, AZ. and W)

DENG launches CT Q5B and iGaming in October 2021




We are acquiring customers much faster than before; more OSB customers per adult
acquired in AZ over two quarters than in NJ over eight quarters Cotomercoror. AR triepre

Economics Economics

Cumulative Acquired 0SB Customaers Per Adult!!! Gver Time

Pl (ATSIAI ™ e AT (8 14)

We aoguired ~3.5% of AZs odult population in our first
wo guonters with O5B. compared to ~1.3% in our first
two guarters with OSE i A

IBerented
marketing spend
wi. original state
launch playbook

at lower CPA

First Quarter Second Cuarter Third Guarter Fourth Cuarter Fifth Cuearter Siath Cuiarter Seventh Quarter Eighth Quarter

& ] 3




If no new states launch for the rest of FY 2022, we expect to be contribution profit
positive this year R

Econcmics Economics

FY 2021 Contribution Prafit Build FY 2022 Contribution Prafit Build

Already Contribution Mot Yet Contributhon Curmulative Already Contribution Mot Yet Contribution Cumulative
Profit Positive’ Profit Pozitve Contribution Proflt Profit Posidve" Profit Pozitive' Contribution Profit
Negative FY 2021 contribution profit wos predominantly due to investing in customer aoguisition Contribution profit ftums positive os we shift from focusing on customer eoguisition to cushomer
for stotes thot lounched in 2021 or eorly 2022 retention and reclize opercling levergge in more mature stotes
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ECONOMICS




Expected gross margin rate has come down by ~200bps primarily due to NY

r 5). Blended
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Long-term external marketing scale will be achieved through decreasing customer
acquisition spend and optimizing our CACs

Long-Term External Marketing Spend

External marketing is primarily a product of customer acquisition in newly launched
0SB and iGaming states and provinces

Applying current CACs to assumed annual customer acquisition at maturity accounts
for more than 90% of the decrease from current external marketing spend to long-
term external marketing spend

The remaining decrease in spend is due to optimizing CACs; optimization is due to a
variety of factors, the most notable being mix shift into more efficient national
advertising from local advertising




Expected long-term SG&A will comfortably be in the mid-to-high teens as a percentage
of net revenue

Long-Term SGRA

Short-term cost growth due to unigue North American online gaming industry
dynamics; pulled forward staffing to launch states and be competitive with at scale
global peers

Expect to see a meaningful slowdown in SG&A growth starting in 2023

Most of our SG&A costs do not require growth as we expand into newly launched
states and provinces

SGE&A as a percentage of net revenue for at scale online gaming players is typically in
the mid teens




Increasing long-term Adjusted EBITDA estimate to $2.1B before GNOG synergies,
Marketplace, Media, and any other new initiatives

167

aspie

ey 528

Rl

539
2.8

AEWlUS

Pl e £33

Lingasondd 1)

£04
Met Revenue LGS Greds Prefin Exnernad Marketng Contribution Praft SGEA" Adjuiped EBITDA

+ Assumes 65% of US, population has lve O5B and 30% of U.S, population has live iGaming, and then rolls forward 5 years to “maturity”
= Assumes DHMNG has 25% and 22.5% share in U5, 0SB and U5, iGaming. respectively

= Assumes 64% of Canada population legalizes 0SB and iGaming and DENG achieves 15% share aross OSE and iGaming

= Does not include any revenue or costs associated with GMNOG synergies. Marketplace, Media, and any other néw initiatives
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MARKETPLACE




space based on customeroverlap; early innings of industry show massive TAM potential
DraftKings Marketplace Overview
115k

Unigue Marketplace
Customers in 5 Months!"

DKNG has had early success with its NFT marketplace and has a clear right to play in the

~20% Cross Sell 40%+
Of Customers Acquired on DKNG Customers Bought Crypto or
Marketplace to DFS, OSB, iGaming NFTs in Last Twelve Months!®

All drops (110)

Launching 6.6X more likely
‘ Gamified NFT Collabaration
Sold eutin 2021 with NFLPA
LTM MFT Secondary Sales and Manthly Unigue Buyers®
(% i mullipyrs)

@DraftKings Followers to Tweet About
NFTs Versus Average U.S, Twitter User®

Manthiy Unigue
BT

1081k
3% $IR60%
== 516,097
o $13.356
£10,536
490k
$7.320
285 s
25 S0k 105 ik L 52829
L) 489 5835 51,089 #1377 1.0 -
Jan21 Feb-21 Mar21 Apr-21 May21 Jun21 Juk21 Aug-21 Sep-21 Oct21 Now-21 Bec-21
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Financial disclosures and example payback period calculations
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Reconciliation of GAAP Operating Expenses to Non-GAAP Operating Expenses

FY 2020 to FY 2021 Operating Expa % Reconciliation
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Reconciliation of GAAP Operating Expenses to Non-GAAP Operating Expenses

1 EBITDA Build

i ] []

Met Revenue 3 575 §133 $322 §Esa i 32 5558 213 5473 i 51,235 i
: 5 :

Costof Revenue s47 532 572 $134 285 1 SIS 5155 142 s seat |
i I

) 1 .

: : :

Grass Profit 66 543 561 s183 5358 ! 5155 513 5™ 525 E 5615 ;
; : :

Merno: Gross Mangin 5% 57% 6% 56% 56% ! 50% ame 33% 53% i T !

i
f ; :
Sales and Marketing $57 §43 $191 $184 8475 ! 5220 $157 5289 $263 | 929 !
i

| | |

Preductand Teshnology $28 7 E]] $35 3125 I 334 535 $38 42 ] $150 !
] i ]

| | |

General and Adminstrative £33 333 336 852 5152 ! 41 541 58 574 i 214 !
| 1 !

i i '
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Detailed overview of methodology for cohort customer retention and revenue
retention
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There are five OSB state reporting methods, each with differing levels of visibility

Handle, GGR, and NGR are reporied by cperator

PA, ML AZ, and CT

Handle and GGR ane reported by opefator IN, MH, IL, NY, and OR
Handie and GGR are reported by license, which may beshared by muitiple operators Wi and LA
GGRE reported by Boense, which may be shared by multiples operators H]
Only dats for the totalstatel available C0, TH, VA, WY, and LA




