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Insights into Global Mobile Game Marketing in 2022 & sucinifetn

Jan-Jul saw a significant increase in creatives; August saw a dramatic decline in creatives.

Q3 reporteda total of over 36000mobile gameadvertisersup 16.6% YoY. The numberof monthly activeadvertiseravason a rising curveto

reachover22000
Active creativeshadsurgedsinceJanuaryto

with a decreasef over20% from the previousmonth
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Source: SocialPeta, based on data retrieved from backend data sources
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Insights into Global Mobile Game Marketing in 2022 @ sociniPetn

Global mobile gamesgrew by quarter in Q1-Q3 2022for a smoothrecovery.

Comparedo 2021, the mobile gameindustrywason a downtrendthis year But basedon thisy e adata,the downloadsof global mobile games
were increasingby quarter to achievea growth.
Downloadsincreasedy over 100 million in Q3 2022 with a YoY growth of 6% and a QoQ growth of 2%, indicatinga steadygrowth of the

mobilegamemarkets
Downloads of global mobile ganmng appsin the past yea
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Source: OpenMediation, based on processed market data 6
Date Range: Jul 202%ept 2022



Insights into Global Mobile Game Marketing in 2022 @ sociniPetn
In the past year,DAU increased by a quarterly growth rate of about 3%.

Comparedo Q3 2021, activeusersncreasedy 11% in Q3 thisyear,with anincreaseof nearly 300million .
Basedon thedownloadsandnumberof activeusersve can seethat usershad lower willingnessto download new gamesand old gameshad

a higher user stickiness

DAUSs of global mobile gaming apps in the past year
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Source: OpenMediation, based on processed market data 7
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Insights into Global Mobile Game Marketing in 2022 & suciniPetn

|AP started to recoverfrom Q2, but still lessthan the samequarter last year.

Mobile gamerevenuad i dlaokdgoodin thepastyear,droppingduringQ4 2021- Q1 2022andslowly recovering during Q2-Q3 2022
Comparedo Q2 2022 mobile gamerevenuerose sharply (by over 80 million) in Q3 2022 It wasthe highestgrowth sincetherevenuedecline

in theendof 2021 By theendof thisyear,the mobilegamerevenuds expectedo exceedhatin the sameperiodof lastyear

IAP of global mobile gaming apps in the past year (Unit$)
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Source: OpenMediation, based on processed market data 8
Date Range: Jul 202%ept 2022



Insights into Global Mobile Game Advertising in Q3 & suciniPetn

A 1.5% YoY growth in the percentageof casualgameadvertisers,a 1.53% YoY growth in the percentageof

In Q3, casualgameadvertisersaccountedor over 23%, up 1.5% from the sameperiodlast year RPG advertisersaccountedor 7.17%, down
1.85% from lastyear, thelargestdrop of advertiseramongall gamegenres
Puzzlegamecreativesaccountedor 14.34%, up 1.53% from last year, actiongamecreativesaccountedor 7.13%, down 1.73% from lastyear,

thelargestdropof creativesamongall gamegenre
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Source: SocialPeta, based on data retrieved from backend data sources 9
Date Range: Jubept 2022



Insights into Global Game Advertising by Game Genre in Q32 socinipetn
In Q3, mobile games hadnonthly advertisers: 23.7K;

Casualgameshadthe highestnumberof over 7200 monthly advertisersin Q3, nearly80% higherthan puzzlegameswhich hadthe second
mostadvertisers
Strategygameswerestill thetop 1 gamegenreby averageadvertising, followed by

casinogamesandRPGs

Monthly Advertisers Monthly Creatives Per Advertiser
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Source: SocialPeta, based on data retrieved from backend data sources

10
Date Range: Jubept 2022Note: Some advertisers may be classified into multiple game genres, which can cause inconsistency between the peacgamegggsrot and the percentages of its total creatives.



Insights into Advertising by Mobile Game Genre in Q3 & sucinifetn

IOS advertisersaccounted for nearly 40%,but their creatives

Android advertisersveremostly casino, casual,and card games adventureggamesaccountedor over 62%, the highestpercentage of all i0OS

advertisers
Android obviouslyhadmorecreativeghaniOS. Android andiOS hadsimilar percentagesf creatives
iOS 38%
Casual 36.37% 63.63% Casual 65.26%
Puzzle 46.38% 53.62% Puzzle 63.76%
Percentages o
Simulation 53.42% 46.58% Advertisers Simulation 47.63%
Action 57.78% 42.22% Action 51.51%
RPG 52.38% 47.62% ) RPG 58.04%
Android 62%
Strategy 56.27% 43.73% Strategy 61.43%
Card 43.88% 56.12% / Card 50.28%
Casino 32.58% 67.42% Casino 68.77%
Percentages of
Adventure 62.53% 37.47% Creatives Adventure 50.54%
Table 57.75% 42.25% Table 52.73%
Percentages ohobile gameadvertisers on i0OS _ Percentages of mobile gareeativeson iOS
and Android Android 71% and Android
Source: SocialPeta, based on data retrieved from backend data sources 11

Date Range: Jubept 2022; NoteSome advertisers may be classified into multiple game genres, which can cause inconsistency between the percenteggsnoé aagd the percentages of its total creatives.



Insights into Creatives by Mobile Game Genre in Q3 & suciniPetn

Video creatives accounted for over 83%own 1.84% from the same period last year.

Casua | w1
Puzzle |
Simutation - |1
e ___________________________________B
RPG | |
Strateqy |
Card |
Casino. | I

Video Creatives

Video creatives were the most
mainstream advertising format
Video creatives of puzzle games
accounted for the highest
percentage (over 90%) of all
game creatives, followed by
casualgamesandstrategygames

Image Creatives

12.0% Imagecreativesaccountedor 12%,

Acventure | S | dp 196Ut year Percentages
of image creativesin RPGs and
Table I card gameswere hoth over 20%,

higher than other gamegenres
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

mVideo ®mImage "HTML mOther

Source: SocialPeta, based on data retrieved from backend data sources
Date Range: Jubept 2022; NoteSome advertisers may be classified into multiple game genres, which can cause inconsistency between the percenteggsnoé agd the percentages of its total creatives. 12



Insights into Global Mobile Game Marketing in Q3 Q& socioipetn

Revenue of most game genres were flattening out.

Of all populargamegenrespnly adventuregamesandcardgamesmaintaineda fastrevenuegrowth of 8% QoQin Q3 2022 But thetwo game
genred i dgertetaterery hightotal revenueandthetwo genrescombinedaccountedor only 13%.

RPG,simulation,andcasualgamegendedo havea steadyrevenuewith agrowthof lessthan5%.
Popular genres in a ninesquare division (Based on percentages of revenue in Q3 2022 and QoQ revenue growths in Q3 2022)

Low revenue, fast growth

Low revenue, steady growth Medium revenue, steady growth High revenue, steady growth

Medium revenugdecreasing

percentages of revenue in Q3 2022

Source: OpenMediation &t designed based on the BCG Matrix, dividing game genres into three parts to forrsguairgedivision 13

Date Range: Jubept 2022



Insights into Global Mobile Game Marketing in Q3 & sucinifetn

Gamegenreswith low marketsharesvereexpectedo havea fasterusergrowth

Gamegenreswith high marketsharessuchasactionand casualgamesstartedto stabilize,while game genreswith low market shareswere
expectedto havea faster user growth and occupymore market share
But gameswith low marketsharesoften had relatively small userbaseand lesstargetaudience Developersneedto know how to quickly

acquireusersfrom thelimited audience
Popular genres in a ninesquare division (Based on percentages of DAUs in Q3 2022 and QoQ DAU growths in Q3 2022)

Low market share, fast growth

Low market share, steady growth High market share, steady growth

10% 15% percentages of DAUs in Q3 2022

Source: OpenMediation Gt designed based on the BCG Matrix, dividing game genres into three parts to forrsguairgedivision 14
Date Range: Jebept 2022



Insights into Global Mobile Game Marketing in Q3 & suciniPetn

Action and casualold gameswith i h i ngalket share,steadyg r o what adgood momentum of user growth.

All gamegenreshada goodgrowth Thetop gamegenresncluding casualaction,arcade simulation,andpuzzlegameshadrelativelyfastDAU
growthsdespiteof alargeuserbase But the growthsweremostly contributedby old gamedhatwerereleaseditleastoneyearaga
Among the newly releasedgamesin 2022 [Savethe Doge], [ Fill The Fridge!], and [Apex LegendsMobile] recordedhigher growths,and

deservednoreattention
DAU trends of mobile games (by game genre)
e 2021Q3  me 2022Q2  mmmm 2022Q3 YoY in Q32022 ==——QoQ in Q3 2022
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Source: OpenMediation, based on processed market data 15
Date Range: Jul 202%ept 2022



Insights into Global Mobile Game Marketing in Q3 & suciniPetn

Puzzl e and arcade games with AMedi um mar ket share,

The downloadsof action,casual,andsimulationgamestogetheraccountedor 40% of the total downloadsof all mobile games But thosegame
genreshavearelativelyfixed marketwhichis hardfor newgamesdo enter
In comparisonpuzzleand acadegames grew in a steadand faster way, with higher possibility of innovation

Downloads tends of mobilegames by game genre)

e 2021Q3 e 2022Q2 i 2022Q3 YoY in Q32022 ———QoQ in Q3 2022
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Source: OpenMediation, based on processed marketestatading data from mainland China, Hong Kong, Macao and Taiwan 16

Date Range: Jul 202%ept 2022



Insights into Global Mobile Game Marketing in Q3 & suciniPetn

RPGs with Al ow mar ket s har egrossiagaadahddythe gighesiwAPramongval r e
game genres

In terms of IAPmost game genres were stgl@rcept a few genres had sharp ups and downs.
In anoverallcomparisonRPGswerestill the highestgrossing recordingover $1.7 billion in IAP to accountfor over 25% of all IAP, morethan

twice asmuchasthelAP of strategygameswhich rankedNo.2.

IAP (unit: $) trends of mobile games (by game genre)

e 2021Q3 e 2022Q2  mmmm 2022Q3 YOY in Q32022 ~——QoQ in Q3 2022
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Source: OpenMediation, based on processed market data 17
Date Range: Jul 202%ept 2022
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Top 10 Global Mobile Games by Advertising in Q3 & sucinifetn

p-—-§ .
' Android Games use the casual

game element in ad

SN

- Coloring Book!

1 ' Board 1 R Casual i
5 Doodle Mobile =l DinosaurGames creatives that brought a
2 i MAFI i : .
) ; Tlownsh|p Simulation 2 3\‘:‘ The Grand Mafia Strategy fast increase in downloads.
Playrix
, M Y Casing OniOS, [Coloring Book!], a coloringboard

% y RPG 3
-fﬁff Doki Studio game, topped the advertising chart with
4 RPG . Ses Travel Center Tycoon Simulation over4500deduplicatedreativesn Q3.

{ ”‘ Bingchuan Network -

SONOW

s&s The Grand Mafia

5 Strategy 5 Strategy On Android, the casualgame[ Epic Heroes]
Yotta Games AL &8
6 A Evertale o i ) Last Fortress suateay topped the advertising chart with nearly
§ zigzaGame IM30 15000deduplicatectreativesn Q3.
7 : it Ants Strategy 7 ? RPG
Starunion /J Bingchuan Network Some games added the casual game
S Ki i = i ~ SR .
s B Kids learning games ABC Education s [t Lords Mobile Strategy elementfi d chge aid their ad creatives,
2 Keiki =9 IGG ] ) ]
f g 13 which broughtafastincreasan downloads
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° i ) Strategy ’ #" Strategy The RPG[Heroesof War] with its creatives
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Source: SocialPetaAdvertiser Analysis; advertisers are sorted by their deduplicated creatives within the data range ftorloWwigh 18

Date Range: Jibept 2022



Insights into Global Mobile Game Marketing in Q3 & suciniPetn

Four valuable gameplays: snulation, grategy, RPG, casual

A Strategy Downloads & IAP of four valuable gameplays of mobile games

Casual

Simulation Strategy RPG

Strategygameplayis one of the traditional onesand also the one
Percentage of DL

thatChinesecompaniesaregoodat Amongall strategygameplays,
SLG is the most popular Recently, the animalthemed SLGs
developedy Chinesedevelopersverepopularamongplayers
IAP QoQ DL QoQ
A RPG

RPGsaremuchhighergrossinghanany othergamegenres

A Simulation & Casual N\
Simulationand casualaretwo populargameplayghat canbe seen
Percentage of IAP Percentage of DAU
In many gamesas the main gameplayor one of the combined
gameplaysThetwo togethermadl billion usersaquarterlygrowth

of over10%.
DAU QoQ

Source: OpenMediation, based on processed market data 19
Date Range: Jibept 2022
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Insights into Strategy Mobile Game Advertising & suciniPetn

In Q3, there were over 2400 strategy game advertisers, more of them on iOS, while with more creatives
releasedon Android .

In Q3, the total numberof strategygameadvertisersncreasedoy 8.4% YoY, which was a QoQ growth of 12.4%. There were 887 average
creativesonAndroid, 28.9% higherthanthatoniOS.

3000
56%

Percentages o Percentages 0

Advertisers Creatives

@ 887 ¢ 688

S\ e Q3 Q4 2_022Q1 _ Q2 Q3 Android Average creatives I0S Average creatives
Trendsof numbers of advertisem iI0OS and qauntity in Q3 2022 qauntity in Q3 2022
Android
Source: SocialPeta, based on data retrieved from backend data sources 21

Date Range: Q1 202Q3 2022



Top 10 Strategy Mobile Games by Advertising in Q3 & sucinifetn

lﬁl Android

[T - [T i i
L ; The Grand Mafia Mafia SLG . ; The Grand Mafia Mafia SLG Dominates the
B \otta Games i Votta Games Advertls'ng Chart Of
: ANt SLG . pesyl Lords Mobile War SLG Strategy Games
& y IGG
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. L : ,
§ Lilith Games IM30 ¢sLG strategygamesn Q3 wasThe GrandMafia,
. B Business 4 ‘i | Evony War SLG a Mafia SLG of Yotta Games with over
P-"% EWORLD Simulation i ToP GAMES _ _
1700 deduplicatedcreativeson the App
Kingdom Guard Tower Kingdom Guard Tower _
5 =/ Defense 5 2 Defense StoreandGooglePlay combined
Tap4Fun SLG Tap4Fun SLG
Apocalypti #, Mafia Cit . _
6 c %LG P § Y Mafia SLG Top 10 gameson the Android chartwereall
Yotta Games
7 Multiplaye ] { Rise of Empires il SLGs,while top 10 gameson theiOS chart
! IM30 wererelatively morediversifiedin genre
i The Ants
: Smison S Ant SLG
_ % 4\ Overall, Chinese game advertisers
° & War SLG o e Puzzles & Survival Apocalypt contributedmore strategygameadvertising
- - 37Games cSLG .
y _ __ gy _ and most of the advertisedgameswere
Three Kingdoms Origin theg 10 State of Survival Apocalypti
10
* DeNA Sll?g oms FunPlus cSLG SLGs
Source: SocialPetaAdvertiser Analysis; advertisers are sorted by their deduplicated creatives within the data range ftorloWwigh 22

Date Range: Jibept 2022



Insights into Strategy Mobile Game Marketing & sucinifetn

Strategy mobile games: A slight decline in users in Q3

Comparedio Q2, strategygameshad an increaseof about4.5 million in downloadsin Q3. But the increasein downloadsd i d nesbitin an

increasen DAUS.

Throughfurther study,we canseethatthe increasedlownloadsvere mostfrom mobile gameseleasedn 2019or later,andtheincreasedAUs

which waslessthanthe userdostfrom othergameswhich meanghelossof useran-gamemarketwasnotfilled.
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Source: OpenMediation, based on processed marketestatading data from mainland China, Hong Kong, Macao and Taiwan
Date Range: Jul 202%ept 2022
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Insights into Strategy Mobile Game Marketing & sucinifetn

India and America contributed the main DAUSs for strategy games,while Japan and South Korea had a
goodgrowth of DAUSs.

IndiaandAmericawerethe mainregionsfor strategygameswhich hadlargenumbersandstablegrowthsof users

Emergingmarketsincluding Indonesiaand Brazil recordedstablegrowthsin Q3, while Mexico and Viethamsaw dramaticincreasesn strategy

gameDAUSs.
DAU trends of strategy games in top 15 regions

e 2021Q3 e 2022Q2 i 2022Q3 YoY in Q32022 ———QoQ in Q3 2022
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India America Brazil Indonesia Russia Mexico Vietnam Turkey  South Korea Germany Philippines  Thailand UK Japan France
Source: OpenMediation, based on processed marketedatading data from mainland China, Hong Kong, Macao and Taiwan 24

Date Range: Jul 202%ept 2022



Insights into Strategy Mobile Game Marketing & sucinifetn
A slight decline in IAP, a relatively stableARPU

In Q3, global strategygameshad a 1% declineof DAUs, anda 6% declineof IAP, with eachsingleu s e spe@ndingchangingwithin a normal

growthrange
IAP (unit: $) trends of strategy games ARPU (unit: $) trends of strategy games
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Source: OpenMediation, based on processed marketedatading data from mainland China, Hong Kong, Macao and Taiwan 25

Date Range: Jul 202%ept 2022



Insights into Strategy Mobile Game Marketing & sucinifetn

|AP revenue was volatile, dropping sharply in America, Japan and South Korea in Q3

Strategygamesmainly generatedevenuefrom America and Japan The two regionscontributed65% of total revenueof strategygames,but

experienceabviousdeclinesn Q3, whichwaschallenging

IAP (unit: $) trends of strategy gamesin top 15 regions

e 2021Q3  mew 2022Q2  mmmm 2022Q3 YoY in Q32022 ==——QoQ in Q3 2022
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Source: OpenMediation, based on processed marketedatading data from mainland China, Hong Kong, Macao and Taiwan
Date Range: Jul 202%ept 2022
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CaseStudy: Strategy Mobile Game Advertisers e

CocinlPein

Evony

TOP GAMES

The strategygame[Evony] haslong remainedone of the top 10 bestselling gameson
the App Storein America The gametoppedthe bestselling chartof strategygamesn
Americain Q3 manytimes Theg a m eronsotionalvideoABATTLE OFE V O N Was
playedatthe 2017 SuperBowl.

Top Gamednc. wasfoundedin 2015 with its registerecaddressn America

450+ 2.5K 10.2K

D ¢ Durati Deduplicated Deduplicated
ays of Duration Creatives on iOS Creatives on Android

Source: SocialPetaAdvertiser Analysis; the deduplicated creatives on iOS and Android are only limited to those in Q3 2022 27
Date Range: Jebept 2022



Insights into[Evony]6 s G| obal Advert i s@smigetn

There werenearly 2500daily creatives on Android, 230% more than that onOS.

Thegamemainly releasedreativeson Android, with 2481daily creativesthe peakof creativeson Android wasin April-July, peakingatover3700
daily creatives

It had744daily creativeoniOS, theoveralltrendwasrelativelystable The peakemergedn Augustwith nearly900daily creatives

Daily Creativegquantituon
i0S 4500

744 4000 3718

3500
3000
2500
2000
1500
1000

893

/\/ ——

500

0
1/1 1/26 2/20 3/17 4/11 5/6 5/31 6/25 7/20 8/14 9/8

Source: SocialPetaAdvertiser Analysis; based on advertigerambers of creatives captured and analyzed 28
Date Range: JaSept 2022



Analysis of [Evony] 60 s A d v3ratdgyons theAgdriod device

Most creatives were released inmerica, Japan, South Korea;with nearly 20% of its creatives onrAdmob
GoogleAds (Admob) wasits main advertisingplatform wherenearly 20% of its creativeswere releasedAudienceNetwork (AN) hadthe most

creativesamongall FB platforms,whichwereover18% of theg a m eréasives
93% of its creativeswverevideo, 4.85% higherthanthe averageercentagef strategygamesMost of its creativeswverereleasedn America, 1376

higherthanthatin Japanvhich wasrankedNo.2.

Advertising Platform Type of Creative Top 10 Counties by Advertising

Image
6.57%

USA JPN KOR CAN AUS IND GBR CHI GER KSA

FB Ins Video,
93.09%

Source: SocialPetaAdvertiser Analysis; based on advertigerambers of creatives captured and analyzed 29

Date Range: JaSept 2022



[ Evony] 6s Popul ar Creative @smireg?3

Duration: 99 days
Dimensions:1280 * 720
Advertising Platform: 48 Google Ads

Advertising Copy:

Challenge the Puzzle Now
Try and solve the puzzles.

-y'ﬁﬂ

| I let's go|| upl there'and take a Iook
e =

Local actor + Pin pulling
puzzles

Estimated Impressions:414.4K Popularity: 394

Most infectious and funny

Source: SocialPetad Display, displaying the new and relatively popular creatives within the date range. 30

Date Range: Jubept 2022Popularity (81000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a pighety@rye more competitive.


https://sp2cdn-idea-global.zingfront.com/sp_opera/100e5ae327000767fb58066750b86ee9.mp4

AnalysisModel of Popular Creatives & suciniPetn

01 Duration
The longer duration meansthe advertisercontinuesusing

the creative to attract more users, and also meansthe
creativeis morevaluable

02 impressions 07 Daily updated database

An impressionis when an ad creative is Y, -
fetched from its source Impressionsare a // W\ Tensof millions of dataare updatedevery day to ensurea
referencéndicatorof creative$quality. ’ @ completedatacoverage

/(

| V/—\\
03 Popularity | i =a} 06 Multidimensional Removal ofDuplicates

X The precisedisplayof effective creativescangreatly

A comprehensivendex and one of /)
improvethe searchandoutputefficiency

the key indexesfor decidinga new
creatives potential

lw\
® Qo
//~ // 05 | nteraction indicator

04 Original Display An indicatorbasedon the originalpostdataexclusiveto SocialPeta

Originatpostadsallow to view the displayresuls of ItGs the nearesto conversiorindex
original news feed ads, and also allow further
observatiorof realinteractiveeffects

www.socialpeta.com 31



Analysis of Popular Creatives for Strategy SLGs & sucinifetn

Strategy gameshad the highestaveragenumber of creativeswhich were more diversified and funny.

Different optionsleadingto win or fail Combinedwith hypercasua) to secure
morediversifiedusers

Rob cash Save him i tbtal(:eyo’urﬁl'aceas ‘.‘,

ithe commader

Y ———

Click to view the complete creativ ;

Source: SocialPetAd Display, displaying the new and relatively popular creatives within the date range.
Date Range: Jubept 2022Popularity (81000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a pighetypre more competitive. 32


https://sp2cdn-idea-global.zingfront.com/sp_opera/d0c478e9d0315e318351945d9e0f875e.mp4
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Insights into Strategy Mobile Game Marketing & suciniPetn

The Chinese game [Wolf Game] had a user growth and a revenue growth.

Thetwo racingstrategygamegGT MegaRampStuntBike Gamesjand[Crazy Car Stunt Car Games]recordedgreatincrease®f usersbut very
slightincreasesf revenue

[Wolf Game The Wild Kingdom] had the greatestgrowth of revenue | t a®BkG developedy a Chinesecompanylt wasa hit gamethemed
onwolves It quickly gainedglobal popularityuponits releaselts popularityis not common OtherChineseSLGsthatarethemedon animalswere

all well received For details,pleaseseethe nextpage
Downloads and IAP trends of Top 1Gtrategy games by DAU in Q3 2022

mDAU Growth IAP Growth
3.5M

3.0M

2.5M

2.0M
1.5M
1.0M

0.5M

0.0M . ] . . [ ] | [ ]

GT Mega Ramp SturErazy Car Stunt: Car Doomsday: Last | Wolf Game: The Tuk TuK AUt pjants vs. Zombies Factory World  State.iod Conquer Ludo Trip-Classic Real Dino Hunting:
Bike Games Games Survivors Wild Kingdom Rickshaw Game the World Board Ludo Zoo Hunter

Source: OpenMediation, based on processed market data 33
Date Range: Jibept 2022



Insights into Strategy Mobile Game Marketing & suciniPetn

Animal-themed SLGs grew rapidly. The market opportunity was yet to be searched for.

Accordingto incompletestatistics,there were 4 animal-themed SLGs with great performance globally. Theywereall developedoy Chinese

companiesExceptfor [ ' H ] thatwasonly releasedn Chinais mainlandthe otherthreegamesall hadtheir own globalversions

And, [The Ants: Underground K i n g d global@essionwasevenreleasedbeforeits Chineseversion.
Downloads and IAP(Unit: $) trends of animal-themed SLGs

e==DAU Q0Q in Q3 2022 ===IAP QoQ in Q3 2022

186%

200%

150%

100%
50%
0%

-50%

The Ants: Underground . . Wolf Game: The Wild
Ant Legion H

Kingdom Kingdom
@ @ @ @ >
2021/01 2021/08 2021/08 2022/03

Source: OpenMediation, based on processed market data
Date Range: Jan. 2021Sept. 2022; Note: [Wolf Game] was released in March 2022 and started to grow in August 2022. Withdh®#£022 missing, its QoQ change of DAUs in Q3 2022 and QoQ change of IAP in Q3 34

2022 were both 0%.
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Insights into RPG Advertising

In Q3, there were over 3300 RPG advertisers, more of them on iOS than Android.

%2 CocinlPein

In Q3, the total numberof RPG advertisersdropped by 9.6% YoY, which was a QoQ growth of 5.6%. Therewere 646 averagecreativeson
Android, 10.4% higherthanthatoniOS.
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2021Q1 Q2 Q3 Q4 202201 Q2 Q3

Trends of numbers of advertisers on iOS and Android

Source: SocialPeta, based on data retrieved from backend data sources
Date Range: Q1 202Q3 2022
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Percentages o
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lﬁl 046

Android Average creatives in Q3 2022

58%

Creatives

I0S

585

Average creatives in Q3 2022
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Top 10 RPGs by Advertising in Q3 & sucinifetn

-3 . - I
W Android Hyper_ CasuaICr_eatlvesto
- Bring in Popularity
1 M-’if: y Card 1 Card ' '
:‘{ﬁfﬁ Doki Studio ??j J Bingchuan Network [Heroes of War], an idle casino RPG of
2 e \ 2 ‘a Overmortal Cuivation Bingchuan Network, had the most
/) Bingchuan Network oV Leiting Games Stories deduplicated creatives among all RPG
, \..1 Eyertale 1 Japanese . B ¥ card advertisersn Q3. The gamemainly released
2 g ZigzaGame ey’ Dok Stuclio creativesn C h i rHaniy Kong, Macao,and
4 Dynasty Legends 2 MMO 4 ﬁummate Arena of Fate Card Taiwan regions, and had over 13000
<4 Taihe Interactive = Orchid Savona Technology Limited
deduplicatectreativeson the App Storeand
. X-HERO card . Cultivation o
5 gingchuan Network Stories GooglePlaycombinedn Q3.
7 * 7 &Y H [X-HERQ| and other card RPGs achieved
6 MMO s [&9Y MMO o
i B Eskyfun great responseby combining fi d ohge a d 0
, | £ Overmortal Cultivation . ﬁ A\ elements and media buying in their
S | Leiting Games Stories €Y 3 Origin Mood

advertisingcreativesreleasedn late August
Il m =|=; L L7 , S Mighty Party .
= MMO 8 F‘E‘%"’ Card Many companiegollowed the examplédater.

SpringGame % PanoramikGames

I+

Overall, R P G sabeatives were mainly

9 : Palace 9 Card . . . . .
#* Origin Mood releasedin Asia-Pacific region, and mobile
Xy gamecompaniesn GuangzhouChinawere
10 A MMO 10 Palace
¥ Eskyiun A4y Modo Global outstandingn advertising
Source: SocialPetaAdvertiser Analysis; advertisers are sorted by their deduplicated creatives within the data range ftorloWwigh 37
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Insights into RPG Marketing & sucinifetn

RPGs: A recovery to the level of the same period last year

Comparedto the early 2022 RPGs had an increase of 10% in downloads, reachinga level basicallythe sameas 20216 peak the DAUs

increasedy 7% (comparedo a4% increasan thelastquarter) reachingalevel higherthan20216 peak

Trends of downloads ofRPGs Trends of DAUs of RPGs
360M 114M
350M 112M
110M 94%
340M
108M
330M
106M
320M
104M
310M 102M I
300M 100M
2021Q3 2021Q4 2022Q1 2022Q2 2022Q3 2021Q3 2021Q4 2022Q1 2022Q2 2022Q3

Source: OpenMediation, based on processed market data 38

Date Range: Jul 202%ept 2022



Insights into RPG Marketing & sucinifetn

RPGs were growing fast in Brazil

America was the biggestmarket for RPGs,and also one of the fastestgrowing markets Meanwhile, RPGs grew considerablyin European
countries(England,France andGermany) It is noteworthythatDAUSs in India andBrazil wereincreasedo be asmanyasthatin America DAUs

in Brazil reporteda very high quarterlygrowthof 12% YoY in Q3.

DAU trends of RPGs in Top 15 regions

s 2021Q3 2022Q2 wmmm 2022Q3 YoY in Q32022 ==—QoQ in Q3 2022
25M 22% 25%
17% 20%
20M
11% 15%
% 10%
15M 0 4%
4% 5%
0%
10M 2%
B - —
5M rlS"/d -10%
I||||||IIIIII|| T
oM I I -20%
America India Brazil South Korea  Japan Russia Vietnam Thailand Indonesia Turkey Mexico France  Philippines Germany
Source: OpenMediation, based on processed market data 39
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Insights into RPG Marketing & sucinifetn

RPG reported a stable revenue in Q3 while a slight decline in ARPU

RPGsarealwaysa high-grossingandwell-establishedjenre RPGsare stable,with their increasesand decreasedessthan 2%, and an overall

revenueof over $1.7 billion .
Comparedo Q2 2022 theARPU in Q3 decreasebty 6%.

. IAP (unit: $) trends of RPGs ] ARPU (unit: $) trends of RPGs
1.8B
5
1.6B
1.4B
4
1.2B
1.0B 3
0.8B
2
0.6B
0.4B
1
0.2B
0.0B 0
2021Q3 2021Q4 2022Q1 2022Q2 2022Q3 2021Q3 2021Q4 2022Q1 2022Q2 2022Q3
Source: OpenMediation, based on processed market data 40
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Insights into RPG Marketing & sucinifetn

RPGs generated the most revenue in Japan and South Korea.

Japan and South Korea are the main sources of revenue for RPGs, which is mainlylbegapisgers there love to playanime-style

educationRPGs.

IAP (unit: $) trends of RPGs in Top 15 regions

e 2021Q3 e 2022Q2 i 2022Q3 YoY in Q32022 ———QoQ in Q3 2022

900M 25%
19%

800M 20%
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600M .
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500M
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400M
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300M

s - % B~
-1U%

-10%

200M

Ll | . - . - - - . - - - — — s — R — e e -15%
Japan  South Korea America Germany France UK Canada  Singapore Australia Thailand Malaysia  Philippines Indonesia Brazil Italy

100M

oM

Source: OpenMediation, based on processed market data 41
Date Range: Jul 202%ept 2022



Popular RPG Advertisers & sucinifetn

Heroes of War

Bingchuan Network

[Heroesof Wai] is a superheradle card RPG. The gamewasreleasedor Android
in 2012 but it was releasedfor iIOS in C h i nHorigKong, Macao and Taiwan
regionson 22 Augustthis yearandtoppedthefree chartin Taiwanon 4 Septembeit
is still amongthe top 5 free gamesin Taiwan.

BingchuanNetworkd glassicgame[X-HERQ] startedto gain popularity againin
Augustthanksto its i d dhge a ateatives Later,the c o mp aathercad RPGs
tried to combine such creative patternwith the games,in order to attract more
playersthrough the combination of hyper-casual gameplay and levelups and

through MiniGame.

50+ 3.7K 9.8K

Days of Duration Deduplicated Deduplicated
v Creatives on iOS Creatives on Android

Source: SocialPetaAdvertiser Analysis; the deduplicated creatives on iOS and Android are only limited to those in Q3 2022 42
Date Range: Jebept 2022




Insights into [Heroesof Wal 6 s Gl obal Adyv e@siciires i

Creativeswereincreasedover time and different product iconswere adopted
The game mainly releasedts creativeson Android. Its daily creativeson Android were 2.6 times as many as those on 10S. Its massive

advertisingon bothAndroid & i0OS startedon 13 August,with two peaksof creativeson 5 SeptembeandbeforeC h i riNatidoralDay:.

Thegamehad4 versionsof iconsin Q3. Eachicon changingmeanta changein advertising strategy.

3500
3085 '
Daily Creatives on iOS <
3000 )

3 10 2500

- .

1 1 2 2 1500
1000
500
0
8/1 8/8 8/15 8/22 8/29 9/5 912 919 9/26
Source: SocialPetaAdvertiser Analysis; based on advertigerambers of creatives captured and analyzed 43

Date Range: JaSept 2022



Analysis of [Heroes of Wal] 60 s A Advertsiing & sucinifetn

Over 90% of its creativeswere on Meta platforms; action gamemediawere its main advertising platform .

Meta platforms were its main advertising platform where over 90% of its creativeswere released Among thoseflatforms, creativeson FB

NewsFeedaccountedor the highestpercentage

Intermsofc r e a foimatg95% of the games creativeswere video, and32.26% of its creativesverereleasedn action gamemedia.

Advertising Platform Type of Creative Types of advertising media
35% 32.26%
FB Image, 30%
2.53% 25.04%
25%
Other 19.66%
20%
15%
1.83%
: 0
Unity 10% 653% 5749 75
506 . . 4970 3.39%
0.14%
| o H m
TikTok - o . o o . - .
Video, <O > A o O oo\ <0 %
o Ny S o\ 2 @)
97.06% ) < & < ¥ %-\@\}
Source: SocialPetaAdvertiser Analysis; based on advertigerambers of creatives captured and analyzed 44

Date Range: Jebept 2022



Analysis of [HeroesofWal 6s Creati ves |

More diversified combinations of MiniGameand the game

BEERENESY
ERETMBTIS?
me  EE

RERMPLRASVEREMFPEESERR

Click to view

Source: SocialPetad Display, displaying the new and relatively popular creatives within the date range. 45
Date Range: Jubept 2022Popularity (81000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a pighety@rye more competitive.


https://sp2cdn-idea-global.zingfront.com/sp_opera/a39d0da85b177bc4c10bb222b0e17a21.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/42e0693e9dc1af5f11d1483935af2529.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/a7b4563dc61091d72d8c60baae70c3cd.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/3403e6c4c50d3c8d894cc3a70e98fae6.mp4

RPGs' Other MINIGAME Creatives Q& sociniretn

[Hero Wars] as one of the topexplorers in MiniGame creatives, hashad many popular advertising creatives

Classic tower climbing Adventure & merge Big world exploration

ick to view the complet
creative

creative

creative

Source: SocialPetAd Display, displaying the new and relatively popular creatives within the date range. 46
Date Range: Jubept 2022Popularity (81000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a pigaetypre more competitive.


https://sp2cdn-idea-global.zingfront.com/sp_opera/837b5a24d0a3505dc8dfc030a7243c67.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/5bf120411e1522e0f7122e31bc59fad2.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/0feb3fbc4052c7c719a7b49d7b4af937.mp4

‘E CocinlPein

Insights into RPG Mobile Games Marketing .

RPGs: new IP games quickly gained popularity

Among the top 10 RPGs by revengGeyut of them gainedtheir major revenuefrom Japanand Korea, including the new games [ 2] and
[ ? MOBILE]. [Diablo Immortal] and [Tower of Fantagywhich wasjustreleasedlobally, Japan hasbecometheir biggestmarket.

Japanese and South Korean users were highly willing to pay for RPGs, aadeimeyeinterestedn gamesasednlicensedP.

Downloads trends of Top 1(RPGsby IAP (unit: $) in Q3 2022

IAP Growth ==DL Growth
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Source: OpenMediation, based on processed market data 47

Date Range: Jibept 2022



4

Insights into Simulation Games
Marketing in Q3

== LocinlPein



Insights into Simulation Game Advertising

=: CocinlPein

In Q3, there were over 4600 simulation game advertisers. More advertisers choseto advertise on 10S.

Android accountsfor more of ad creatives

In Q3, thetotal numberof simulationgameadvertisersncreasedby 25.2% YoY, which wasa QoQ growth of 7.2%. Therewere321average

creativeonAndroid, 15.1% higherthanthatoniOS.
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[Top 10] Media Buying for Simulation Mobile Games in Q3

’ .
& OS
*343; Township

B Playrix

Farm Simulation

lﬁl Android

. %S4 Travel Center Tycoon dle Business
= W - o\ow Simulation
5 Business
Simulation

Chapters
Crazy Maple Studio

Interactive Novel

S
, %"ﬁ The Ants Ant SLG
Je® StarUnion
. Flshdom Match3
Playrix
4 Business
Simulation

. ﬁ Purrfect Tale
5 #; -~ DH Games

Idle Simulation

. Business
Simulation

5 Business

S ¥ EWORLD Simulation

v, House Renovation Master

6 f Hyper-Casual

j‘] Rollic Games

Merge Dream Mansion: Renovate )

7 Matching

Bianfeng Games

¢ Family Farm Adventure

Century Games

Farm Simulation

%— Refantasia

. Idle Business
Simulation
, Last Fortress Apocalyptic
IM30 SLG
Business
8 . .
Simulation
Yogame
o animal restaurant Idle Business
DH Games Simulation
B Legend of the Phoenix
10 Palace

\- , Modo Global

Source: SocialPetaAdvertiser Analysis; advertisers are sorted by their deduplicated creatives withinghendat from high to low

Date Range: Jebept 2022
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eb CocinlPein

Business Simulation Games
IS competitive with media
buying

In Q3, Playrixd §Townshig and SONOW6 §Travel
Center Tycoor] advertisedthe most creativeson
IOS and Android respectively The former
advertisedmore than 3800 creativeson 10S, while

the latter advertised over 10,000 creatives on

Android.

On the Android chart,threegameswerereleasedy
DHgames They are all addressedo providea cure

andhaveananimalelement

Overall, businesssimulation gamesoccupiedmany
spotson the charts,and most of them were owned
by Chinesemobile gamecompaniesTherewasvery

intensecompetitionamongtop games

50



Insights into Simulation Mobile Game Marketing & sucinifetn

Simulation games: Highvalue usersand high customer loyalty

Simulationgamesgrew rapidly during the Covid-19 pandemiclt hasreachedo over 250 million players acrossthe world, and the number is
still growing. We expecta hardtime for newbiessinceOGsaresharingthe mostof the market Currentlythe mostactivegamesare[DessertDIY]

and [Craftsman: Building Craft], eachwith over5 million DAUsin Q3.

Trends of downloads of simulation games Trends of DAUs ofsimulation games
900M 265M

260M

880M

95% 255M

860M 250M
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Source: OpenMediation, based on processed market data 51
Date Range: Jul 202%ept 2022



Insights into Simulation Mobile Game Marketing @ sociniretn

Simulation games were more popular in lesdeveloped regions

In Q3, Indian simulation games continued to grow rapidly by 34% YoY.

Overall simulation games will mainly focus on India, Indonesia, Mexico, Vietnam, and otheldes®ped regions.

DAU trends of simulation games in top 15 regions

e 2021Q3  mew 2022Q2  mmmm 2022Q3 YoY in Q32022 ==——QoQ in Q3 2022
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Source: OpenMediation, based on processed market data 52
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Insights into Simulation Mobile Game Marketing

Revenue remained stable with a slightly growth

== CocinlPein

Comparedo Q2 2022 simulationgamesreporteda total revenueof $17 million in Q3 with a slightly growth of 5%. The revenuewas mainly
ihavnfnen]fryl' ey A1 ehk],and[-Yyeam P B

contributedby Japamand SouthKorea Forexample[t d3

W]. Therevenugyeneratedby thethreegamesn JaparandSouthKoreaaccountedor 21% of total globalrevenue
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Insights into Simulation Mobile Game Marketing € suciniPeto

The revenue in Japan and America was wagnore higher than that in other regions. The growth in South
Korea was themost notable.

Accordingto therevenuechart,Japan and America own the biggestmarket share,but they found difficult to haveanother surgein revenue
growth. Thetop onegrossingsimulationgamein Japarwas[t d3 Jj M A v 1 [ 1 8 /1], with arevenuefar higherthanthe secondgrossing
game The mostgrossinggamein Americawas|[DesignHome] SouthKoreahad a rapid growth during Q2-Q3. SouthKoreanmarketgrew by

over70% whichwasmainly contributedoy amobilegamenamedt x | & 5 KX ]

IAP (unit: $) trends of simulation gamesin Top 15 regions
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Source: OpenMediation, based on processed market data 54
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Popular Simulation Mobile Game Advertisers Q2 sociniPetn

EWORLD

[ ], a businesssimulation gamedevelopedby EWORLD, kept a very stable
revenuean HongKong, Macaoand Taiwanregions It is a evergreenon the chart of the
top 10 bestselling simulation gameson the App Store in China& Hong Kong, Macao
and Taiwan regions
[ ] was releasedin July 2021 The g a man@ajer marketing strategyis to
collaboratewith IPsthatarematchedwith theits style In Septembethis year,[

] establisheda time-limited collaboration with the classicIP in Taiwan i @

0, adding classiccharactersi "o . "and" 0 into the game" to

attractp | a yagent®rd

450+ 11.6K 16.1K

Davs of Duration Deduplicated Deduplicated Creatives
y Creatives on iOS on Android

Source: SocialPetaAdvertiser Analysis; the deduplicated creatives on iOS and Android are only limited to those in Q3 2022 55
Date Range: Jebept 2022




Insights into [ ] 6s GI obal strakalyyw e r @ sprigrejn n

Advertise more creativeson Android than on IOS by 42%

The gamemainly advertisedcreativeson Android, with 859 creativesdaily; they spentmore on mediabuying on Android betweenApril-May,

peaking at over 1600daily creatives

It advertisedb05 creativesdaily oniOS. Theoveralltrendwasrelativelystable The peakemergedn April-July with nearly 1000 daily creatives
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Source: SocialPetaAdvertiser Analysis; based on advertisetsmbers of creatives captured and analyzed 56
Date Range: JaSept 2022



Analysis of | ] 6 s A Advertsingd & suciniPetn

The game mainly released its creatives idong Kong, Macao and Taiwanand Malaysia. Creatives on
AdMob accounted fornearly 20%.

Its creativeswere mainly releasedn the AudienceNetwork which accountedfor nearly 20%. Video creatives contributed for 89.92% of its

total creatives Taiwanwastheir maintargetfollowed by JapanTheyadvertisednorecreativesn Taiwan,21% morethanJapan

Advertising Platform Type of Creative
Top CountiedRegionsby Advertising
AN Image,
28:37% 10.08%
Other
0.24%

Taiwan Hong MalaysiaSingapore Macao America Germany
(China) Kong (China)
(China)

Admob' 1.29%

1.99% 22.02%
Vungle FB

Video,
89.92%

Source: SocialPetaAdvertiser Analysis; based on advertisers' numbers of creatives captured and analyzed 57

Date Range: JaSept 2022
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| I's Popular Creative in Q3

Character remake of influencers; fit them into popular casualgames

SEIRABIEA R

Source: SocialPetad Display, displaying the new and relatively popular creatives within the date range. 58
Date Range: Jubept 2022Popularity (81000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a pighety@re more competitive.


https://sp2cdn-idea-global.zingfront.com/sp_opera/0a28042433b2e456e72225d4f501767c.mp4

Analysis of Popular Creatives for Simulation Games @2 sucioipeto

Simulation game&cus more on feedbackhighlightwith levelups, success, and failure.

Satisfy peoplewith OCD Representreal-world drama

BB

BNEXKERERGREBWET

Source: SocialPetAd Display, displaying the new and relatively popular creatives within the date range. 59
Date Range: Jubept 2022Popularity (61000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a pighetymre more competitive.


https://sp2cdn-idea-global.zingfront.com/sp_opera/51b7e070f2c86cc008ad8a81c6194077.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/68d22d8bf941c26cf0d6be0407ad9ce5.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/3ec237a597fff6d89fe5f24a4bd6de83.mp4
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Insights into Casual Mobile Games
/ Marketing in Q3



Insights into CasualMobile Game Advertising

In Q3, there were over 11,000 casualgame advertisers, to which, Android contributed twice as many

advertisersasiOS.

%: CocinlPein

In Q3, thetotal numberof casualgameadvertisersncreasedy 23.02% YoY, which wasa QoQ growth of 1.94%. Therewere263average

creativesonAndroid, 8.7% higherthanthatoniOS.
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Source: SocialPeta, based on data retrieved from backend data sources
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Top 10 Casual Mobile Games by Advertising in Q3 & sucinifetn
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T Sueet Color + Short Video Creatives

Coloring

Block Puzzle Matching .

L]
11
ERs8 Doodle Mobile 2
& [SweetColor], a coloring puzzle game of
»

' Sniper 3D 3 Crowd Evolution! _
2 Shooter 2 o Hyper-Casual Tapque Software had the highest
B Wildiife Studios Rollic Games
' ) deduplicated creatives among all casual
I 1045 ".. Bump Pop P g
3 Shooter 3 ; 991 HyperCasual . . n
ONESOFT 22 Rolic Games gameadvertisersn Q3. Mostof theg a me 6 s
r -‘1 Car Fix Tycoon creatives were released in  America,
4 Purrfect Tale Simulation 4 g’E‘E y Idle
DH Games Ny sonow accountingor ashigh as97%. It hadnearly
s [N Resortopia Idle Business ] *ﬁ;E Hoard Master HyperCasual 15,000 deduplicatedcreativeson the App
L& DH Games Simulation NGB | Rollic Games .
— StoreandGooglePlay combined
6 Define Spot Difference 6 g jj Bubble Burst Matching
; Lemellabs PoseidonJoy
Dream Piano _ Ground Digger [Purrfect Talg and other cute business
7 Music 7 HyperCasual ) .
B 4 Eyugame HomaGames simulationgamesof DHGamesaswell asa
. ﬁ animal restaurant Idle Business . §§ Ball Sort Puzzle series of action hypercasual games of
Simulation IEC . .
2V DH Games : Rollic Games,adoptedthe creativepattern
. Survivor.io RoguelikeShooter o g 1945 Shooter of sophisticatedindustrial capacity and
ey Habby ity ONESOFT ) ) )
_ ' typical short videosto becomehit games
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10 Hyper-Casual 10 0 Hyper-Casual costeffectively.
Eyewind A HomaGames
Source: SocialPetsAdvertiser Analysis; advertisers are sorted by their deduplicated creatives withinghendatfrom high to low 62

Date Range: Jibept 2022



Insights into Casual Mobile Game Marketing & suciniPetn

Casual games had an overall steady performance in Q3

Comparedo Q2, downloadsof casualgamesincreasedby over 5 million in Q3, which,howeverwasa lessthan1% increase

DAUSs wererelativelysteadycomparedo theendof lastyearwhenmanyuserswverelost

1160M

1140M

1120M

1100M

1080M

1060M

1040M

1020M

1000M

Source: OpenMediation, based on processed market data
Date Range: Jul 202%ept 2022

2021Q3

Downloads tends of casualgames
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2022Q1

2022Q2

2022Q3

360M
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320M

310M

300M

DAU trends ofcasualgames

2021Q3 2021Q4 2022Q1 2022Q2 2022Q3
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Insights into Casual Mobile Game Marketing & suciniPetn

Casual games had big growths in lesseveloped regions

By comparing user scalesin Q3,wecanseettiats t of t he casual g -devedoped regionsincladingviediaeBrakily o m
and Indonesia.
In the long run, casualgamesare expectedto have better performancean lessdevelopedregionsthanin developedregions,suchas Vietham,

Mexico, Philippines Egypt,etc

DAU trends of casualgames in top 15 regions

e 2021Q3 e 2022Q2  mmmm 2022Q3 YoY in Q32022 «=—=Qo0Q in Q3 2022
70M 13% 15%
00/ 10%
9% 0 9% 9%
60M
l o0 7% 10%
5% °
50M I 4% - 4% 5%
40M 0% ’ 5%
m 0%
30M 1wy % %
2% 5%
20M 4%
. I i I 00 EEN EON mEE EER O,
America India Brazil Indonesia Russia Vietnam Mexico Turkey Thailand Germany Saudi Arabia France Philippines Egypt
Source: OpenMediation, based on processed market data 64

Date Range: Jul 2023ept 2022



Insights into Casual Mobile Game Marketing & suciniPetn

Casualgameshad an impressivegrowth in revenue

Casualgamestrevenueincreasedy 7% YoY in Q3, with incrementalgrowth of over $30 million. Top mobile gameswere mostly old gameswith
the majority of their revenuegeneratedn America,suchas[StumbleGuys]and[Township] In Japantherecentlyreleasechewgame[BTS Island

In the SEOM] sawexceptionarevenuegyrowth

IAP (unit: $) trends of casual games ARPU (unit: $) trends of casual games

520M 0.5
0.45

510M
0.4
500M 035

97%

490M 0.3
0.25

480M
0.2
470M 0.15
0.1

460M
0.05
450M 0

2021Q3 2021Q4 2022Q1 2022Q2 2022Q3 2021Q3 2021Q4 2022Q1 2022Q2 2022Q3
Source: OpenMediation, based on processed market data 65

Date Range: Jul 202%ept 2022



Insights into Casual Mobile Game Marketing & suciniPetn
Europe, America, SoutheastAsia and Latin America are the main regionsfor revenuegrowth

In Q3, casual games generated the most revenue in America, with a YoY growth of 11% and a revenue of over $250 milling forctafbd of the
total revenuewhich was3.5 times that in the No.2 region (Japan)

America and European countries (Germany, The UK, etc.) remained a fast revenue growth. Those countries were the majarrceviEemuasual
games that profit from IAP or in a mixed way. In additiSnpthEast Asia countries (Singapore, Malaysia, etc.) and some Latin American countries

(Brazil) saw a higher revenue growth than European and American regions.

IAP (unit: $) trends of casual gamesn Top 15 regions

e 2021Q3 2022Q2 mmmm 2022Q3 YoY in Q32022 «=—QoQ in Q3 2022
250M 60%
51%
50%
200M
35% 40%
150M 30%
17% 17%
15% 20%
100M 11% 12% -
6% % 10%
o o P
o wil mem oo . WL W T
America Japan Germany UK France  South Korea Australia Canada Italy Brazil Spain Thailand  Singapore Malaysia  Indonesia
Source: OpenMediation, based on processed market data 66

Date Range: Jul 2023ept 2022



Popular Casual Mobile Game Advertisers & suciniPetn

Survivor.io

Habby

[Survivorio] is a cartoonstyle casualRoguelikemobile game The gamewasreleased
for iOS in Septembe202Q while it was releasedfor Android in July this year and
toppedthe top 15 global versionsof Chinesegamesby revenuein August With its
elaborativeadvertisingstrategyand solid Roguelike gameplay,the gametoppedthe
three chartsby downloads,revenue,and advertising It grosseda total of over $30
million from the App StoreandGooglePlay It releasedbout163creativesdaily.
[Survivor.id is the 4th hit game released Hgbby The game has completely broken
the deadlock of weak IAP in casual games through a combination of high industrial

capacity and a welllesigned topp system.

100+ 1.8K 6.4K

Days of Duration Deduplicated Deduplicated
y Creatives on iOS Creatives on Android

Source: SocialPetaAdvertiser Analysis; the deduplicated creatives on iOS and Android are only limited to those in Q3 2022 67
Date Range: Jibept 2022




Insights into [Survivor.io]' s Global Advertising & sucinifetn

Advertising on the App Store and Google Play significantly increased after the game was releasedfor
Android users

Advertisersprimarily targetthe Android platformy the averagedaily volume of materialfor Android is approximately4.2 timesthat of the 10S
platforny the significantbuyingvolumeof GooglePlayandApple Storebeganon August5 andusheredn two roundsof a peakon August26 and

SeptembeR6 respectivelywith the peakdaily volumeof materialexceedin@.5K articles,andthe gamereceivedsix updateghroughoutQs3.

2
A 2074
292 2000 .

1500

 Daily Creatives on Android
1229 1000 '

500

578

0 e

nn 7/8 ns 7122 7129 8/5 8/12 819  8/26 9/2 9/9 916  9/23  9/3(

Source: SocialPetaAdvertiser Analysis; based on advertisers' numbers of creatives captured and analyzed 68
Date Range: JaSept 2022



Analysis of [Survivor.io]'s Android Advertising & sucinifetn

Over 60% of its adtreatives were on META Platforms; action games have become the main media for its placeme

META Platformswere its main advertisingplatform where over 60% of its ad-creativeswere released Among those platforms, creativeson
Instagramaccountedor the highestpercentage

Intermsof adc r e a foimatg 78% of thegames creativesverevideo, and33.88% of its creativesverereleasedn actiongamemedia

Advertising Platform Type of Creative Types of advertising media
40%
Ins 34.88%
Image 35%

30%
25%

21.15%

20% 19.25%

15%

10% .
6 86% 6 55% 558% 5.50%

5%
IRN.-
0%
P\

%

Source: SocialPetsAdvertiser Analysis; based on advertisers' numbers of creatives captured and analyzed 69
Date Range: Jubept 2022



Analysis of [Survivor.io]'s Creatives in Q3 & sucinifetn

Roguelike and splendid bullet screenare the main elements
Making own punchline, Marked with cannonball rotation Fantastic animation clip

Wacky live-action video

Crazy gacha
RIIW3E2680& ™, MWix:

Quick mowing

1710 e 3 o o
: ’,

It's liké having/h4x/on
when\youlupgrade sl
+ Click to view: the,

Source: SocialPetAd Display, displaying the new and relatively popular creatives within the date range. 70
Date Range: Jubept 2022Popularity (81000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a pighetypre more competitive.


https://sp2cdn-idea-global.zingfront.com/sp_opera/cd7cdfce1fc615158c17499c24d6d9dc.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/983890f4d2c3a49fcf5095e305984a47.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/486a4db0805eb643768823e2f21d13ae.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/6ca4eac20732434e1e0e356f58112a46.mp4

Habby's Other Popular Game Creatives & sucinipetn

Quick mowing attracts the core audience Hovering on the brink of failure is thrilling .

ATy .
g Deliberate failure for a new start
s J5
- ——
~

L. -

N . .

~ ICANWIN
Source: SocialPetAd Display, displaying the new and relatively popular creatives within the date range. 71

Date Range: Jubept 2022Popularity (81000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a pighety@re more competitive.


https://sp2cdn-idea-global.zingfront.com/sp_opera/a6a439ee25765f9fa075f4c5e6c38056.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/70a635a8b8064d130cdf542c8a233d47.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/3b7ac792075cfb52586662262eff9995.mp4

Insights into Casual Mobile Game Marketing & suciniPetn

Old casual games had declined revenue

Exceptfor [DreamWedding]and[Tall Man Run], thetop 10 globalcasualgamedy DAU in Q3 wereall old gameqgameseleasedefore2022),
with 4 gamegeportingrevenuedeclines [StumbleGuys],which wasreleasedastyear,hada rapidrevenuegrowthof 156% QoQin Q3 (mainlyin

lateAugustandearly Septembemnay becaus®f the newskins,emoiji, andsoundeffects)

Downloads and IAP trends of Top 10 casual games by DAU in Q3 2022

mmm DAU = IAP QoQ in Q3 2022
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Source: OpenMediation, based on processed market data 72
Date Range: Jul 202%ept 2022
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Global Mobile Game Marketing Insights in 2022 R SociniPetn

Proportions of mobile gamedownloadsin different regions
America Developed Markets TGS

South
0,
Asia Lr%%

South Korea

Nort.h 2104
America
Sou?h 1%
America ’ .

Source OpenMediationpresenteafter sortingmarketdata. 74
Date Range2022/7~2022/9
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Global Mobile Game Marketing Insights in 2022 R SociniPetn

Proportions of mobile gamerevenue(lAP) in different regions
America Developed Markets TGS

Japan & 0
SouthKorea

North
America

: ﬂ ﬂ:

Source OpenMediationpresenteafter sortingmarketdata. 75
Date Range2022/7~2022/9
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Global Mobile Game Marketing Insights in 2022 & suciniPetn

North Americahadthe highestproportionof newcreativesn Q3 the Middle Eastonly accountedor 37%

Europeand American advertiserspreferrednew creatives Advertiserswho advertisenew creativesaccountedfor 91% of North America,

followed by EuropeandOceania

For proportionsof new creativesin Q3, only werelessthan40%, with the lowest
proportionin theMiddle East,37.71%
North North
America 91.32% America
Europe 88.50% Advertisers Europe
advertising
Oceania 88.42% new Oceania
creatives
e
uth Korea 83.41% SEA
HK&Maca
0&TW 83.25% South Asia
New Creatives HK&Maca
sEA
82.90% W
M South
East 81.58% America
South Japan&Sou
America 78.61% tr? Korea
South Asia 77.30% Middle
Proportions of advertisers advertising new £
creatives Proportions of new creatives
Source SocialPetapresentedtfter sorting background fetched dak#iK&Macao&TW: Refer to Hong Kong, China, Macao, China and Taiwan, China 76

Date Range2022/7~2022/9 Note: Some advertisers would launch ads in multiple countries, therefore, the regional proportion ofvesisdosatr than the global figure



Global Mobile Game Marketing Insights in 2022 @ sociniretn
Advertisers in all popular regionsshowedgrowth in Q3, with Oceaniaachievingthe largestincrease

In Q3, advertiserdrom all over the world were on different growth momentumamongwhich Oceaniaand North Americaincreasedy over

35% YoY. NorthAmericahasthe mostmobile gameadvertisersover 25000in Q3, 47.3% higherthanEurope thesecondlace

Mobile game advertisers trends in different regions

2021Q3 = 2022Q2 mmmm 2022Q3 2022Q3 YoY ==2022Q3 QoQ
30K 37% 40%
35%
35%
25K
28% 30%
20K
25%
15K 20%
15%
10K
10%
5K
5%
0K 0%
North America Europe Oceania SEA Japan&South Korea South America HK&Macao&TW Middle East South Asia
Source SocialPetapresenteafter sorting background fetched data 77

Date Range2021/7~2022/9



Global Mobile Game Marketing Insights in 2022

Mobile traffic grew rapidly in SEAIn Q3

eb CocinlPein

North Americais the largesttraffic sourceof mobile gamesn theworld. As the birthplaceof mobile gamesNorth Americamaintaineda steady

growthin downloadswith aYoY growthof 5% anda QoQgrowthof 1% in Q3.

SEA hasthe secondhighestmobile gamedownloads,next to North America. It wasthe fastestgrowing marketin Q3, with aYoY growth of

11%.

1.88 L%

1.6B
1.4B
1.2B
1.0B
0.8B
0.6B
0.4B
0.2B

0.0B
North America Southeast Asia

Source OpenMediationpresentedfter sortingmarketdata.
Date Range2021/7~2022/9

Download trends of global mobile game (by regions)
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Insights on 2022 Global Mobile Game Marketing & suciniPetn

DAUSs in SEA, North America and Japan & South Korea grew rapidly

On top of its fast DAU growth in Q2 (10% QoQ), the North America marketachieveda 13% DAU growth YoY in Q3. North Americais the
fastestrecoveringmarketof mobile gamesthis year Comparedo the sameperiodlastyear, SEA and Japan& SouthKoreaachievedhe highest

growth,realizinga 16% and15% growthin Q3 respectively

Trend chart of global mobile game DAUs (sorted by regions)

2021Q3 e 2022Q3 wmmm 2022Q4 YoY in Q32022 ——QoQ in Q3 2022
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e 15% ’
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North America South Asia Southeast Asia Europe South America Japan and South Middle East Oceania
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Source OpenMediationpresentedfter sortingmarketdata. 79

Date Range2021/7~2022/9
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Insights on Q3 Mobile Game Advertising in the USA

90% of advertisersreleased new ads;

new creatives

13 CocinlPein

As the secondargestmarketof mobile gamesn theworld, advertisersn the USA competediercely. Only 9% of advertisersl i dralgase
newcreativesGenerallyadvertisersn the USA regionupdatecreativeanorefrequently

Advertisers releasing new
creatives

90% of advertisers released new 2 3 . 8 K 9 1 %

ads. The competition in the USA
remains fierce

Q3 . 9126%
Q2 882%
2022Q1 SIS
Q4 ISR
Q3 IS
Q»  8184%
2021Q1 IS

0K 5K 10K 15K 20 K 25K 30K

Source SocialPetapresenteafter sorting background fetched data
Date Range2021Q1~2022Q3

New creatives

The update frequency of creatives remained
stable compared with Q2, but it grew
significantly compared with 2021Q3

Q3 49.29%
Q2 48.59%
2022Q1 55.57%

Q4 mW38139%
Q3 43.85%
Q2 45.20%
2021Q1 70.99%
Y 3M 6M 9M

12 M
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Insights on Q3 Mobile Game Advertising in the USA & sucinifetn

Casual and Puzzle games became hot areas for competition,

slowing trend

showed a

Casualgameadvertisersaccountfor anextremelyhigh proportionof all in the USA, growing by 1.90% QoQ in 202203. Puzzlegamessawthe

mostreleases;
creativegeleasedlsodecreasedlightly

B Advertisers

+0.81%

Sirnulation +0.30%

+0.61% 10.75% Action 9.31%

Puzzl 13.72% 5%
Strategy
RPG 5.88% | 4939

-037%  -0.12%

- Arcade

Casual 26.04% gelil=y 5.14%

+1.90%

Card  Casino

Source SocialPetapresenteafter sorting background fetched data
Date Range2022/7~2022/9

Therewasa big declinein the numberof RPG mobile gameadvertiserandthe

Creatives

+1.61%

Strategy
9.72%

Casual 18.69% Other
Card
-0.56%
Ay
+2.78% ent
Puzz 16.51% Casino Board ure
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Insights on Q3 Mobile Game Marketing in the USA & sucinifetn

Adventure and Arcade games attracted the most players

AdventureandArcadegamesgoserapidly becaus®f newly publishedgamessuchas[Survivor.io], [Hoard Master]and[Crowd Evolution!]

Amongthetop 3 gameplaysn NorthAmerica,puzzle gameshad the highestgrowth

Trend chart of mobile game DAUSs in the USA (sorted by game genres)

2021Q3 =i 2022Q3 mmm 202204 YoY in Q3 2022 ===Qo0Q in Q3 2022
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Source OpenMediationpresentedfter sortingmarketdata. 83
Date Range2021/7~2022/9



Insights on Q3 Mobile Game Marketing in the USA & sucinifetn

Relying on the classic matct8 product, Puzzle games made the highest revenue in Q3

In 2022Q3 Puzzle games triumphed over RPG and Strategy gamand emerged as the largest and fagjestving game genre in the USA.

Classic matct8 games such as [Candy Crush Saddépniescapgdsand [Fishdonj kept releasing new versions and doawgntsto strengthen paying users' adhesiveness.

Trend chart of mobile game revenues (IAP, unit: $) in the USA (sorted by game genres)
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Source OpenMediationpresentedfter sortingmarketdata. 84
Date Range2021/7~2022/9



Insights on Q3 Mobile Game Marketing in the USA & sucinifetn

Casino games had the highest ARPU in the USA

Players of casino games are extremely willing and able to pdar exceeding other game genres

Arcade games showed the fastest ARPU growth in Q3 and the growth mainly came from the game [Bricks Ball Crusher]

Trend chart of mobile game ARPU (unit: $) in the USA (sorted by game genres)
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Source OpenMediationpresentedfter sortingmarketdata. 85

Date Range2021/7~2022/9



Hot New Advertiser in the USA In Q3 & sucinifetn

Wolf Game

Magic Prime

[Wolf Game]is an SLG mobilegamewhereplayersplay therole of a wolf.
In the game,playersneedto leadthe packto surroundlairs and lift the
profile of their own packsby gatheringthe strong, exploring the wild,
building the kingdom, etc. Like other SLG mobile games,[Wolf Game]
allows playersto form alliancesor battle with playersfrom aroundthe
world.

Magic Primes'earlier mobile gameswere mainly about navigationand

animals,andthegenresveremainly strategyandpuzzles

202205-30 1.1K 2.5K

First advertisin iOS Deduplicated Android De-duplicated
9 Creatives Creatives

Source SocialPetd Advertiser Analysis Module. Only data in 2022Q3 was sorted aftelugécation on iOS and Android. 86
Date Range2022/7~202/9




[Wolf Game] Marketing Insights & sucinifetn

Mainly releasedon Android devicesand went steadilyoniOS

[Wolf Gamel]tried to releasecreativesn May 2022 but the scalewasrathersmall It officially launchedts mediabuying and publicity in July

andtheadvertisingpeakappeare@ttheendof August Thede-duplicatedcreativepeakwasnearly1,400
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Source SocialPetd Advertiser Analysis Module. Presented after sorting fetched advertiser creatives data. 87

Date Range2022/7~2022/9



Analysis of [Wolf Game]on Android & sucinifetn

More than 90% for video creatives,with a preferencefor RPG media channels

[Wolf Game]wasmainly advertisedbn Meta channelsandthe proportionof creativeadvertiseson AudienceNetwork wasashigh as23.86%. In
termsof creativetypes,mostcreativesarevideos For typesof advertisingmediasthe majority is RPGmobilegamesaccountingor 33.11% of the

total, while strategygamesonly accountedor 7.34%.

Creative Types Advertising Media Types

Advertising Channels
35% 33.11%

Admob z
Imagee 30%
4.31%
Other, 25%
3.47%
20% 17.09%
‘ 9% 15 77%
0.48% 15%
o 10% ' 7.55% 7.34%
' 5%
Video,é 0% —
RPG SLG  Arcade Action Sports Puzzle Strategy Other
Source SocialPetd Advertiser Analysis Module. Presented after sorting fetched advertiser creatives data. 88

Date Range2022/1~2022/9



[WOIf Gam e] DAUS e: hHocinlPein

Android usersare more activethan iOS users

ThegamewaslaunchednAndroidfirst, butno mediabuyingwasmadein the USA until it waslaunchecniOS.

By comparinghe DAUs anddownloadsj t obvsousthatthisg a m @léysracquisitionrwasmoreefficientandaccurateon Android.

i0SDL i0SDAU Trend chart of global DAUs of Wolf Game: The Wild Kingdom

DL-Android  ===DL-i0S  ====DAU-ANndroid  e==DAU-iOS
40K+ 550K+ ’

Launched on
600K+

Proportion of DAUs in the USA 'oz\'
~ 2022Q3

_ Launched on
iOS 48.4% August 25, 202

Android 28.7%

8/15 8/18 8/21 8/24 8/27 8/30 9/2 9/5 9/8 9/11 9/14 9/17 9/20 9/23 9/26 9/29

Source OpenMediationpresentedfter sortingmarketdata. 89
Date Range2022/7~2022/9



[Wolf Game] Retentions & suciniPetn

The game'sshort-term retention achievedgrowth
Comparedwith August,retentionsin Septembeshowedan overall growth with the highestgrowth approachingd% (Due to statisticalchannel

issuesthedatais for referenceonly)

It suggestshattheattemptamadein Septembeto addmoregameplay@andoptimizethe gameplayemteractionwerefruitful .

Wolf Game: The Wild Kingdom Retention Chart Updated on 2022/09/15

Aug-22 e=Sep-22 [New]

- Add the Zombie Invasionmode Add the featureto saveyour deployed
formationsoyou don'thaveto configureit everytime!

- Add the guaranteedeward for daily packagesyou will at leastget 1
ConanShardfrom the ConquerorChest

[Optimizations& Tweaks]

- Optimizesomefeaturesn Home

- Optimizethe methodto searchfor animalsin thewild

- Optimizethe experienceof teleportingnearthe allianceearlyin the game

- Optimizethe specialeffect of Conan'sskill

- Lower thedifficulty to getpointsin Apex Wilderness

- Lower thecausalitiegatioin Apex Wilderness

- Optimizetherewardsin TreasureHunter

- Fix thetextfor HeroEvolutionLevel

- Optimizethe overallschedulén Monument

- TheGrayWolf compatibility for Ace is S now

[Bug Fixes]

- Fix someknownbugs

Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7

Source OpenMediationpresenteafter sortingmarketdata. 90
Date Range2022/82022/9



[Wolf Game] Q3 Hot Creatives & suciniPetn

ReleaseDays 48
Creative Size 640* 640

ReleaseChannel @) FB News Feed
Creative Text:

Leadyourwolfpackandbecometheking of thewild!

Killed by atiger and reincarnated!
Onemoretime, I'll takeeverything!

Popularity: 230

Which Animal Are le_')‘I

Est. Impressions:1.6M

Source SocialPetd Display Ads. Shows popular new creatives in the selected period.
Date Range2022/7-202/9 Popularityranged between 1.000)is a composite index and its value is related to the number of release days, discoveries and markéeéifigicerthis valueis, themore competitive a 91
creative is.


https://sp2cdn-idea-global.zingfront.com/sp_opera/57ceec4c4f4e36eae9ba1e81411a2e84.mp4
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Insights into Q3 Mobile Game Marketing in SEA

SEA remains a growing market

Both downloads and DAUs in SB&ptgrowingin lastyear

%! CocinlPein

In 2022 Q3, downloads increased by 3% and DAUs grew by 4% cueartprarter. The size of active users exceeded 460 million
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Source OpenMediationpresentedfter sortingmarketdata.

Trend chart of mobile game downloads in

SEA
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Insights on Q3 Mobile Game Marketing in SEA & suciniPetn

|AP grew steadily

Mobile game revenues grew steadilyQ8. Comparedo Q2,thetotal revenueof Q3increasedy $900,000wnith atwo percenigrowthYoY.
ARPU dropped a little and it still hasn't returned to the level in 2021 Q3.

Trend chart of mobile game revenues (IAP, unit: $) in SEA Trend chart of mobile game ARPU (unit: $) in SEA
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Insights on Q3 Mobile Game Marketing in SEA @ suciniPein

The majority of players come from Indonesiavhereasthe most revenue was generatefilom Singapore Malaysia and Thailand

Indonesia contributedver1/3 of mobile gaméraffic, but only accountor 15% of thetotal revenue

SingaporeMalaysia and hailandcontributedover 60% of mobile gamevenuegventhoughtheyhavesmallerusersize

Distribution of mobile game traffic (DAU) in SEA in
2022Q3
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Distribution of mobile game revenue (IAP, unit: $) in SEA
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Insights into Q3 Mobile GameAdvertising in SEA & sucinifetn

84% of advertisers released new creativesyith a 4.18% growth comparedto Q2

Thenumberof new advertisers in SEA has been growsngtinuouslyexceptin 2022Q2.1n Q3,80%of advertiserarenewfaces. Inthelastfive
seasongheratio of newcreativesemainedat 40%.

Advertisers releasednew .
) New creatives
creatives

O The proportion of new creatives drops year b
The proportion rises quarter byarter A 1 O = 4 K 84 A) Sl EsY y

. . year.A 2% decreasé Q3 comparedo Q2
12%increasen Q3 compareo lastQ3

Q3 Q3
Q2 Q2
2022Q1
Q4 Q4
Q3 I /7 Q3
Q2 Q2
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Insights on Q3 Mobile Game Advertising in SEA @ sociniPetn

A sharp decreaseof mediabuying for casualgames;Strategy gamesspentmore on advertising

In Q3,Casual gamadvertisers accounted for more than 2&wincreasef 5.16% compared to Q3 last yeGtrategy gamadvertiseraccounted

for 6.47%,adecreasef 1.61% compared to Q3 last yeanarkingthegreatestiropin advertisers
anincreaseof 3.53% compared to Q3 last ye&lasualgamecreatives accounted for 17.27%,

markingthe greatestropin thenumberof creatives.

B Advertisers Creatives

Simulation +1.07% +0.20%
10.52% Action 9.34% Simulation
_ | Other 9.61%
Puzzle 12.44% Casual 17.27% RPG 12.55%
+1.18%
Arcade
i Rolle Casino  Card
+3.53% +0.35%
+5.16% +0.02% 1.77%
Casual 24.15% Strategy 6.47% Puzzle 14.87% . Board Sport
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Insights on Q3 Mobile Game Marketing in SEA @ sociniPetn

Puzzle games attracted new players very quickly
Action andcasualgamesarethe favorite gamegenresn SEA. Usersof actiongamesosesteadilywhile the userbaseof Leisuregamesemained

stable

Puzzleg a m ®AUbroseby 45% YoY and20% QoQ. Therecentgrowthcamefrom theboomingdevelopmenof [SavetheDoge]in SEA

Trend chart of mobile game DAUSs in SEA (sorted by game genres)
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Insights into Q3 Mobile Game Marketing in SEA & sucinifetn

RPGs contributed the most to revenuewhile Action games grew athe fastestspeed
RPG gamesgeneratedhe mostrevenuean increaseof 2% in Q3 YoY. The revenueof Action gamesincreasedy 11% QoQ in Q3 andhas

reachedalmostthe sameamountasRPGs Action gameshasclosedthe gapto merely$2 million
Casinogamesgrew by 13% in Q3 YoY. The growth mainly is attributedto some of the most popular games,for instance[JinJinJdin,

[Slotomani& SlotsCasinoGamesland[JackpotWorldE ]

Trend chart of mobile game revenues (IAP, unit: $) in SEA (sorted by game genres)
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