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Source: SocialPeta, based on data retrieved from backend data sources

Date Range: Jan-Sept 2022
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Insights into Global Mobile Game Marketing in 2022

Global Mobile Game Advertisers in Q3

Global Mobile Game Creatives in Q3

36.1K YoYŷ16.6%

12.6M YoYŹ8.7%

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

Q3 reporteda total of over 36000mobile gameadvertisers, up 16.6% YoY. The numberof monthly activeadvertiserswason a rising curveto

reachover22000.

Active creativeshadsurgedsinceJanuaryto reachover 8 million creativesin July only. But creativesexperienceda dramaticdeclinein August,

with a decreaseof over20% from thepreviousmonth.



Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Global Mobile Game Marketing in 2022

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

Comparedto 2021, themobilegameindustrywason a downtrendthis year. But basedon thisyearôsdata,thedownloadsof globalmobilegames

were increasingby quarter to achievea growth.

Downloadsincreasedby over100million in Q3 2022, with a YoY growth of 6% and a QoQ growth of 2%, indicatinga steadygrowthof the

mobilegamemarkets.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Global Mobile Game Marketing in 2022

In the past year, DAU increased by a quarterly growth rate of about 3%.

Comparedto Q3 2021, activeusersincreasedby 11% in Q3 thisyear,with an increaseof nearly 300million .

Basedon thedownloadsandnumberof activeusers,we can seethat usershad lower willingnessto download new gamesand old gameshad

a higher userstickiness.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Global Mobile Game Marketing in 2022

IAP started to recover from Q2, but still lessthan the samequarter last year.

Mobile gamerevenuedidnôtlook goodin thepastyear,droppingduringQ4 2021- Q1 2022andslowly recoveringduring Q2-Q3 2022.

Comparedto Q2 2022, mobile gamerevenuerosesharply (by over 80 million) in Q3 2022. It wasthehighestgrowthsincetherevenuedecline

in theendof 2021. By theendof thisyear,themobilegamerevenueis expectedto exceedthatin thesameperiodof lastyear.
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Active Advertisers Active Creatives

Source: SocialPeta, based on data retrieved from backend data sources

Date Range: Jul-Sept 2022
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Insights into Global Mobile Game Advertising in Q3

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

puzzlegamecreatives

In Q3, casualgameadvertisersaccountedfor over 23%, up 1.5% from the sameperiodlast year; RPGadvertisersaccountedfor 7.17%, down

1.85% from lastyear, thelargestdropof advertisersamongall gamegenres.

Puzzlegamecreativesaccountedfor 14.34%, up 1.53% from last year; actiongamecreativesaccountedfor 7.13%, down1.73% from last year,

thelargestdropof creativesamongall gamegenre.
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Source: SocialPeta, based on data retrieved from backend data sources

Date Range: Jul-Sept 2022  Note: Some advertisers may be classified into multiple game genres, which can cause inconsistency between the percentages of a game genre and the percentages of its total creatives. 
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In Q3, mobile games had monthly advertisers: 23.7K; monthly creatives per advertiser: 288

Casualgameshadthe highestnumberof over 7200monthly advertisers in Q3, nearly80% higher thanpuzzlegameswhich hadthe second

mostadvertisers.

Strategygameswerestill thetop 1 gamegenreby averageadvertising,with 524monthly creativesper strategy advertiser in Q3, followed by

casinogamesandRPGs.
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Insights into Global Game Advertising by Game Genre in Q3



Source: SocialPeta, based on data retrieved from backend data sources 

Date Range: Jul-Sept 2022;  Note: Some advertisers may be classified into multiple game genres, which can cause inconsistency between the percentages of a game genre and the percentages of its total creatives. 
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Insights into Advertising by Mobile Game Genre in Q3
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Percentages of mobile game creativeson iOS 

and Android

iOS advertisersaccounted for nearly 40%,but their creativesaccounted for only 30%.

Android advertisersweremostlycasino, casual,and card games; adventuregamesaccountedfor over 62%, the highestpercentage,of all iOS

advertisers.

AndroidobviouslyhadmorecreativesthaniOS. AndroidandiOShadsimilarpercentagesof simulation, action,and adventuregamecreatives.



Source: SocialPeta, based on data retrieved from backend data sources 

Date Range: Jul-Sept 2022;  Note: Some advertisers may be classified into multiple game genres, which can cause inconsistency between the percentages of a game genre and the percentages of its total creatives. 12

Insights into Creatives by Mobile Game Genre in Q3

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

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.

Video Creatives

Imagecreativesaccountedfor 12%,

up 1% from last year. Percentages

of image creativesin RPGs and

card gameswere both over 20%,

higher than other gamegenres.
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evene. The total 

Source: OpenMediation, itôs designed based on the BCG Matrix, dividing game genres into three parts to form a nine-square division

Date Range: Jul-Sept 2022
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Insights into Global Mobile Game Marketing in Q3
Revenue of most game genres were flattening out.

Of all populargamegenres,only adventuregamesandcardgamesmaintaineda fastrevenuegrowthof 8% QoQin Q3 2022. But thetwo game

genresdidnôtgenerateveryhightotal revenueandthetwo genrescombinedaccountedfor only 13%.

RPG,simulation,andcasualgamestendedto haveasteadyrevenuewith agrowthof lessthan5%.
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Popular genres in a nine-square division (Based on percentages of revenue in Q3 2022 and QoQ revenue growths in Q3 2022)
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Source: OpenMediation, itôs designed based on the BCG Matrix, dividing game genres into three parts to form a nine-square division

Date Range: Jul-Sept 2022
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Insights into Global Mobile Game Marketing in Q3

Gamegenreswith low marketshareswereexpectedto havea fasterusergrowth

Gamegenreswith high marketsharessuchasactionandcasualgamesstartedto stabilize,while gamegenreswith low market shareswere

expectedto havea faster usergrowth and occupymore market share

But gameswith low marketsharesoften had relatively small userbaseand less targetaudience. Developersneedto know how to quickly

acquireusersfrom thelimited audience.

Low market share, fast growth
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Popular genres in a nine-square division (Based on percentages of DAUs in Q3 2022 and QoQ DAU growths in Q3 2022)

QoQ 

growths 

in Q3 

2022

percentages of DAUs in Q3 2022

10%

0%

10% 15%

Adventure Card

RPG Strategy

Casino Board
Puzzle Arcade Simulation Action Casual



Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Global Mobile Game Marketing in Q3

Action and casualold gameswith ñhighmarket share,steadygrowthòhad a goodmomentum of usergrowth.

All gamegenreshada goodgrowth. Thetop gamegenresincludingcasual,action,arcade,simulation,andpuzzlegameshadrelativelyfastDAU

growthsdespiteof a largeuserbase. But thegrowthsweremostlycontributedby old gamesthatwerereleasedat leastoneyearago.

Among the newly releasedgamesin 2022, [Savethe Doge], [ Fill The Fridge!], and [Apex LegendsMobile] recordedhigher growths,and

deservedmoreattention.
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Insights into Global Mobile Game Marketing in Q3

Puzzle and arcade games with ñMedium market share, steady growthò increased significantly in downloads in Q3

The downloadsof action,casual,andsimulationgamestogetheraccountedfor 40% of the total downloadsof all mobilegames. But thosegame

genreshavea relativelyfixed marketwhich is hardfor newgamesto enter.

In comparison,puzzleand arcadegames grew in a steadier and faster way, with a higher possibility of innovation.

Source: OpenMediation, based on processed market data, excluding data from mainland China, Hong Kong, Macao and Taiwan

Date Range: Jul 2021-Sept 2022
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Global Mobile Game Marketing in Q3
RPGs with ñlow market share, steady growthò were still high-grossing and had the highest IAP among all 

game genres

In terms of IAP, most game genres were stable, except a few genres had sharp ups and downs.

In anoverall comparison,RPGswerestill thehighestgrossing,recordingover$1.7 billion in IAP to accountfor over25% of all IAP, morethan

twiceasmuchastheIAP of strategygameswhich rankedNo.2.
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Top 10 Global Mobile Games by Advertising in Q3

Source: SocialPeta - Advertiser Analysis; advertisers are sorted by their deduplicated creatives within the data range from highto low

Date Range: Jul-Sept 2022
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On iOS, [Coloring Book!], a coloringboard

game, topped the advertising chart with

over4500deduplicatedcreativesin Q3.

On Android, thecasualgame[Epic Heroes]

topped the advertising chart with nearly

15000deduplicatedcreativesin Q3.

Some games added the casual game

elementñdogheadòin their ad creatives,

which broughta fast increasein downloads.

TheRPG[Heroesof War] with its creatives

mainly releasedin HongKong,Macao,and

Taiwanalsoadoptedsuchastrategy.

Games use the casual 

game element in ad 

creatives that brought a 

fast increase in downloads.
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8
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Source: OpenMediation, based on processed market data

Date Range: Jul-Sept 2022
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Insights into Global Mobile Game Marketing in Q3

Four valuable gameplays: simulation, strategy, RPG, casual

Å Strategy

Strategygameplayis one of the traditional onesand also the one

thatChinesecompaniesaregoodat. Amongall strategygameplays,

SLG is the most popular. Recently, the animal-themed SLGs

developedby Chinesedeveloperswerepopularamongplayers.

Å RPG

RPGsaremuchhigher-grossingthananyothergamegenres.

Å Simulation & Casual

Simulationandcasualaretwo populargameplaysthat canbeseen

in many gamesas the main gameplayor one of the combined

gameplays. Thetwo togetherhad1 billion users,aquarterlygrowth

of over10%.

Percentage of DL

DL QoQ

Percentage of DAU

DAU QoQ

Percentage of IAP

IAP QoQ

Downloads & IAP of four valuable gameplays of mobile games

Simulation Strategy RPG Casual



Insights into Strategy Mobile 
Games Marketing in Q3



Source: SocialPeta, based on data retrieved from backend data sources

Date Range: Q1 2021-Q3 2022
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In Q3, there were over 2400strategy gameadvertisers, more of them on iOS, while with more creatives

releasedonAndroid .

In Q3, the total numberof strategygameadvertisersincreasedby 8.4% YoY, which was a QoQ growth of 12.4%. Therewere 887 average

creativesonAndroid,28.9% higherthanthaton iOS.
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Top 10 Strategy Mobile Games by Advertising in Q3

Source: SocialPeta - Advertiser Analysis; advertisers are sorted by their deduplicated creatives within the data range from highto low

Date Range: Jul-Sept 2022

iOS Android

1
The Grand Mafia

Yotta Games

Mafia SLG

2
The Ants

StarUnion

Ant SLG

3
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Lilith Games

War SLG

4
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5
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r

8
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Business 

Simulation

9
Evony

TOP GAMES

War SLG

10

Three Kingdoms Origin

DeNA

Three 

Kingdoms 

SLG

The No.1 gameon the advertisingchartof

strategygamesin Q3 wasTheGrandMafia,

a Mafia SLG of Yotta Games, with over

1700 deduplicatedcreatives on the App

StoreandGooglePlaycombined.

Top 10 gameson theAndroid chartwereall

SLGs,while top 10 gameson the iOS chart

wererelativelymorediversifiedin genre.

Overall, Chinese game advertisers

contributedmorestrategygameadvertising

and most of the advertisedgames were

SLGs.
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9
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c SLG

10
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FunPlus
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Insights into Strategy Mobile Game Marketing

Strategy mobile games: A slight decline in users in Q3

Comparedto Q2, strategygameshad an increaseof about4.5 million in downloadsin Q3. But the increasein downloadsdidnôtresult in an

increasein DAUs.

Throughfurtherstudy,we canseethat the increaseddownloadsweremostfrom mobilegamesreleasedin 2019or later,andthe increasedDAUs

whichwaslessthantheuserslost from othergames,whichmeansthelossof usersin-gamemarketwasnot filled.
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Insights into Strategy Mobile Game Marketing

India and America contributed the main DAUs for strategy games,while Japan and South Korea had a

goodgrowth of DAUs.

IndiaandAmericawerethemainregionsfor strategygames,whichhadlargenumbersandstablegrowthsof users.

Emergingmarketsincluding IndonesiaandBrazil recordedstablegrowthsin Q3, while Mexico andVietnamsawdramaticincreasesin strategy

gameDAUs.

Source: OpenMediation, based on processed market data, excluding data from mainland China, Hong Kong, Macao and Taiwan

Date Range: Jul 2021-Sept 2022
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Insights into Strategy Mobile Game Marketing

A slight decline in IAP, a relatively stable ARPU

In Q3, global strategygameshada 1% declineof DAUs, anda 6% declineof IAP, with eachsingleuserôsspendingchangingwithin a normal

growthrange.
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Insights into Strategy Mobile Game Marketing

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

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

experiencedobviousdeclinesin Q3, whichwaschallenging.

Source: OpenMediation, based on processed market data, excluding data from mainland China, Hong Kong, Macao and Taiwan

Date Range: Jul 2021-Sept 2022
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Source: SocialPeta - Advertiser Analysis; the deduplicated creatives on iOS and Android are only limited to those in Q3 2022

Date Range: Jul-Sept 2022
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Days of Duration
Deduplicated 

Creatives on iOS

Deduplicated 

Creatives on Android

The strategygame[Evony] haslong remainedoneof the top 10 best-selling gameson

the App Storein America. The gametoppedthe best-selling chartof strategygamesin

Americain Q3 manytimes. ThegameôspromotionalvideoñBATTLE OFEVONYòwas

playedat the2017SuperBowl.

TopGamesInc. wasfoundedin 2015, with its registeredaddressin America.

Evony

450+ 2.5K 10.2K

CaseStudy: Strategy Mobile Game Advertisers

TOP GAMES



Source: SocialPeta - Advertiser Analysis; based on advertisersô numbers of creatives captured and analyzed

Date Range: Jan-Sept 2022
28

Insights into [Evony]ôs Global Advertising

There were nearly 2500daily creatives on Android, 230% more than that on iOS.

Thegamemainly releasedcreativeson Android,with 2481daily creatives; thepeakof creativeson Androidwasin April -July, peakingat over3700

daily creatives

It had744daily creativeson iOS,theoveralltrendwasrelativelystable. Thepeakemergedin Augustwith nearly900daily creatives.
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Source: SocialPeta - Advertiser Analysis; based on advertisersô numbers of creatives captured and analyzed

Date Range: Jan-Sept 2022
29

Analysis of [Evony]ôs AdvertisingStrategy on theAndriod device

Most creatives were released in America, Japan, South Korea; with nearly 20% of its creatives onAdmob

GoogleAds (Admob) was its main advertisingplatform wherenearly20% of its creativeswerereleased. AudienceNetwork (AN) hadthe most

creativesamongall FB platforms,whichwereover18% of thegameôscreatives.

93% of its creativeswerevideo,4.85% higherthantheaveragepercentageof strategygames. Most of its creativeswerereleasedin America,137%

higherthanthatin JapanwhichwasrankedNo.2.
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Duration: 99 days

Dimensions: 1280 * 720

Advertising Platform:  

Advertising Copy:

Challenge the Puzzle Now

Try and solve the puzzles.

Source: SocialPeta-Ad Display, displaying the new and relatively popular creatives within the date range.

Date Range: Jul-Sept 2022; Popularity (0-1000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a higher popularity are more competitive.
30

Estimated Impressions: 414.4KEstimated Impressions: 414.4K Popularity: 394Popularity: 394

Local actor + Pin pulling 

puzzles

Most infectious and funny

[Evony]ôs Popular Creative in Q3

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


Duration
The longer duration meansthe advertisercontinuesusing

the creative to attract more users, and also means the

creativeis morevaluable.

01

Impressions

An impressionis when an ad creative is

fetched from its source. Impressionsare a

referenceindicatorof creativesôquality.

02

Popularity

A comprehensiveindex and one of

the key indexesfor decidinga new

creativeôs potential.

03 Multidimensional Removal of Duplicates

The precisedisplayof effectivecreativescangreatly

improvethesearchandoutputefficiency.

06

Interaction indicator

An indicatorbasedon theoriginal-postdataexclusiveto SocialPeta.

Itôs thenearestto conversionindex.

05
Original Display

Original-postadsallow to view the displayresults of

original news feed ads, and also allow further

observationof real interactiveeffects.

04

Daily updated database

Tens of millions of data are updatedevery day to ensurea

completedatacoverage.

07

31

Analysis Model of Popular Creatives

www.socialpeta.com



Source: SocialPeta-Ad Display, displaying the new and relatively popular creatives within the date range.

Date Range: Jul-Sept 2022; Popularity (0-1000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a higher popularity are more competitive. 32

Analysis of Popular Creatives for Strategy SLGs

Strategygameshad the highestaveragenumber of creativeswhich weremore diversified and funny.

Differentoptionsleadingto win or fail Combinedwith hyper-casual, to secure

morediversifiedusers

Inspiredby PCgames, a full displayof

its gameplay

https://sp2cdn-idea-global.zingfront.com/sp_opera/d0c478e9d0315e318351945d9e0f875e.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/e59d7eb15ccf9a9efb50e16d9f4f4bad.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/b623080be4b93a31979e0cdc86ac2658.mp4


Source: OpenMediation, based on processed market data

Date Range: Jul-Sept 2022
33

Insights into Strategy Mobile Game Marketing

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

Thetwo racingstrategygames[GT MegaRampStuntBike Games]and[CrazyCarStunt: CarGames]recordedgreatincreasesof usersbut very

slight increasesof revenue.

[Wolf Game: The Wild Kingdom] had the greatestgrowth of revenue.Itôsa SLG developedby a Chinesecompany. It wasa hit gamethemed

on wolves. It quickly gainedglobalpopularityuponits release. Its popularityis not common. OtherChineseSLGsthatarethemedon animalswere

all well received. Fordetails,pleaseseethenextpage.
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0.5M

1.0M

1.5M

2.0M

2.5M

3.0M

3.5M

GT Mega Ramp Stunt

Bike Games

Crazy Car Stunt: Car

Games

Doomsday: Last

Survivors

Wolf Game: The

Wild Kingdom

Tuk Tuk Auto

Rickshaw Game
Plants vs. Zombies Factory World State.io ð Conquer 
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Board Ludo

Real Dino Hunting:

Zoo Hunter

Downloads and IAP trends of Top 10 strategygames by DAU in Q3 2022
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Source: OpenMediation, based on processed market data

Date Range: Jan. 2021 ïSept. 2022; Note: [Wolf Game] was released in March 2022 and started to grow in August 2022. With the data of Q2 2022 missing, its QoQ change of DAUs in Q3 2022 and QoQ change of IAP in Q3 

2022 were both 0%.
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Insights into Strategy Mobile Game Marketing

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. They wereall developedby Chinese

companies. Exceptfor [ ̔ ӊ ] thatwasonly releasedon Chinaôs mainland,theotherthreegamesall hadtheir own globalversions.

And, [The Ants: UndergroundKingdom]ôsglobal versionwasevenreleasedbefore its Chineseversion.

2021/01 2021/08 2021/08 2022/03
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Insights into RPGs Marketing in Q3



Source: SocialPeta, based on data retrieved from backend data sources

Date Range: Q1 2021-Q3 2022
36

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

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% higherthanthaton iOS.

45.72%
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Top 10 RPGs by Advertising in Q3

Source: SocialPeta - Advertiser Analysis; advertisers are sorted by their deduplicated creatives within the data range from highto low

Date Range: Jul-Sept 2022

iOS Android

1
ỹ

Doki Studio

Card

2

Bingchuan Network

Card

3
Evertalê֑ ̃

ZigZaGame

Japanese

4
Dynasty Legends 2

Taihe Interactive

MMO

5
X-HERO

Bingchuan Network

Card

6
ʔ ⃰

MMO

7
Overmortal

Leiting Games

Cultivation 

Stories

8
‼■╪: „Ḽ︠ ╧„

SpringGame

MMO

9

Origin Mood

Palace

10
ӊ

Eskyfun

MMO

[Heroes of War], an idle casino RPG of

B i n g c h u a n N e t w o r k, had the most

deduplicated creatives among all RPG

advertisersin Q3. The gamemainly released

creativesinChinaôsHongKong, Macao,and

Taiwan regions, and had over 13000

deduplicatedcreativeson the App Storeand

GooglePlaycombinedin Q3.

[X-HERO] and other card RPGs achieved

great responseby combining ñdogheadò

elements and media buying in their

advertisingcreativesreleasedin late August.

Manycompaniesfollowed theexamplelater.

Overall, RPGsôcreatives were mainly

releasedin Asia-Pacific region, and mobile

gamecompaniesin Guangzhou,China were

outstandingin advertising.

Hyper-CasualCreatives to 

Bring in Popularity
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10
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into RPG Marketing

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

Comparedto the early 2022, RPGs had an increaseof 10% in downloads, reachinga level basically the sameas 2021ôspeak; the DAUs

increasedby 7% (comparedto a4% increasein thelastquarter),reachinga levelhigherthan2021ôspeak.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into RPG Marketing

RPGs were growing fast in Brazil

America was the biggestmarket for RPGs,and also one of the fastest-growing markets. Meanwhile,RPGsgrew considerablyin European

countries(England,France,andGermany). It is noteworthythatDAUs in India andBrazil wereincreasedto beasmanyasthat in America. DAUs

in Brazil reportedaveryhighquarterlygrowthof 12%YoY in Q3.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into RPG Marketing

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

RPGsarealwaysa high-grossingandwell-establishedgenre. RPGsarestable,with their increasesand decreaseslessthan 2%, and an overall

revenueof over $1.7 billion .

Comparedto Q2 2022, theARPU in Q3 decreasedby 6%.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into RPG Marketing

RPGs generated the most revenue in Japan and South Korea.

Japan and South Korea are the main sources of revenue for RPGs, which is mainly because local players there love to play anime-style 

educationRPGs.
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Source: SocialPeta - Advertiser Analysis; the deduplicated creatives on iOS and Android are only limited to those in Q3 2022

Date Range: Jul-Sept 2022
42

Days of Duration
Deduplicated 

Creatives on iOS

Deduplicated 

Creatives on Android

[Heroesof War] is a superheroidle card RPG. The gamewasreleasedfor Android

in 2012, but it was releasedfor iOS in ChinaôsHong Kong, Macao and Taiwan

regionson22Augustthis yearandtoppedthefreechartin Taiwanon4 September. It

is still amongthe top 5 free gamesin Taiwan.

BingchuanNetworkôsclassicgame[X-HERO] startedto gain popularity again in

August thanksto its ñdogheadòcreatives. Later, thecompanyôsother card RPGs

tried to combine such creative pattern with the games,in order to attract more

players through the combination of hyper-casual gameplay and level-ups and

through MiniGame.

Heroes of War

Bingchuan Network

50+ 3.7K 9.8K

Popular RPG Advertisers



Source: SocialPeta - Advertiser Analysis; based on advertisersônumbers of creatives captured and analyzed

Date Range: Jan-Sept 2022
43

Insights into [Heroes of War]ôs Global Advertising

Creativeswere increasedover time and different product iconswereadopted.

The gamemainly releasedits creativeson Android. Its daily creativeson Android were 2.6 times as many as those on iOS. Its massive

advertisingonbothAndroid& iOSstartedon13August,with two peaksof creativeson5 SeptemberandbeforeChinaôsNationalDay.

Thegamehad4 versionsof iconsin Q3. Each icon changingmeanta changein advertising strategy.
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Source: SocialPeta - Advertiser Analysis; based on advertisersônumbers of creatives captured and analyzed

Date Range: Jul-Sept 2022
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Analysis of [Heroes of War]ôs AndroidAdvertising
Over 90% of its creativeswereon Meta platforms; action gamemedia were its main advertising platform .

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

NewsFeedaccountedfor thehighestpercentage.

In termsofcreativesôformats,97% of the gameôscreativeswerevideo, and32.26% of its creativeswerereleasedonaction gamemedia.
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Source: SocialPeta-Ad Display, displaying the new and relatively popular creatives within the date range.

Date Range: Jul-Sept 2022; Popularity (0-1000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a higher popularity are more competitive.
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Analysis of [Heroes of War]ôs Creatives in Q3

Traditional Card RPG Elements

Fire Cannons

Dog Head

Parking Lot

More diversified combinations of MiniGameand the game

16 August

21 August

2 September

30 September

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


Source: SocialPeta-Ad Display, displaying the new and relatively popular creatives within the date range.

Date Range: Jul-Sept 2022; Popularity (0-1000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a higher popularity are more competitive.

46

RPGs' Other MINIGAME Creatives

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

Classic tower climbing Adventure & merge Big world exploration

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


Source: OpenMediation, based on processed market data

Date Range: Jul-Sept 2022
47

Insights into RPG Mobile Games Marketing

RPGs: new IP games quickly gained popularity

Among the top 10 RPGs by revenue, 8 out of them gainedtheir major revenuefrom Japanand Korea, including the new games [ 2] and 

[ Ɂ MOBILE]. [Diablo Immortal] and [Tower of Fantasy], whichwasjust releasedglobally, Japanhasbecometheir biggestmarket. 

Japanese and South Korean users were highly willing to pay for RPGs, and they aremoreinterestedin gamesbasedon licensedIP.
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Insights into Simulation Games 
Marketing in Q3



Source: SocialPeta, based on data retrieved from backend data sources

Date Range: Q1 2021-Q3 2022
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In Q3, there were over 4600 simulation game advertisers. More advertisers choseto advertise on IOS.

Android accountsfor more of ad creatives.

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

creativesonAndroid,15.1% higherthanthaton iOS.
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[Top 10] Media Buying for Simulation Mobile Games in Q3

Source: SocialPeta - Advertiser Analysis; advertisers are sorted by their deduplicated creatives within the date range from high to low

Date Range: Jul-Sept 2022

iOS Android

1

Township

Playrix
Farm Simulation

2
The Ants

StarUnion

Ant SLG

3
Fishdom

Playrix

Match-3

4

EWORLD
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Simulation

5
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DH Games

Idle Simulation

6
Resortopia

DH Games

Idle Business 

Simulation

7
Last Fortress

IM30

Apocalyptic 

SLG

8

Yogame

Business 

Simulation

9
animal restaurant

DH Games

Idle Business 

Simulation

10
Legend of the Phoenix

Modo Global

Palace

In Q3, Playrixôs[Township] andSONOWôs[Travel

Center Tycoon] advertisedthe most creativeson

IOS and Android respectively. The former

advertisedmore than 3800 creativeson IOS, while

the latter advertised over 10,000 creatives on

Android.

On theAndroid chart,threegameswerereleasedby

DHgames. They areall addressedto providea cure

andhaveananimalelement.

Overall, businesssimulationgamesoccupiedmany

spotson the charts,and most of them were owned

by Chinesemobilegamecompanies. Therewasvery

intensecompetitionamongtopgames.

Business Simulation Games

is competitivewith media

buying
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ꜚԑ
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5
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7

Merge Dream Mansion: Renovate

Bianfeng Games
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8
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Century Games
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9
Refantasia
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Palace

10
Office Fever

Rollic Games

Business 
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Simulation Mobile Game Marketing

Simulation games: High-value usersand high customer loyalty

Simulationgamesgrewrapidly duringtheCovid-19 pandemic. It hasreachedto over 250million players acrossthe world, and the number is

still growing. Weexpectahardtime for newbiessinceOGsaresharingthemostof themarket. Currentlythemostactivegamesare[DessertDIY]

and [Craftsman: Building Craft ], eachwith over 5 million DAUs in Q3.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Simulation Mobile Game Marketing

Simulation games were more popular in less-developed 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 other less-developed regions.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Simulation Mobile Game Marketing

Revenue remained stable with a slightly growth

Comparedto Q2 2022, simulationgamesreporteda total revenueof $17 million in Q3 with a slightly growth of 5%. The revenuewasmainly

contributedby JapanandSouthKorea. For example,[ɬʤ ʝʰʌɩЛʆЛʙЛ], [ʏʯɺʹɵɮɿʎʅɵʎ], and [→ᵞᶱᾂᶆ ᵖ Ҕ

Ẉ]. Therevenuegeneratedby thethreegamesin JapanandSouthKoreaaccountedfor 21% of totalglobalrevenue.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Simulation Mobile Game Marketing

The revenue in Japan and America was waymore 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. The top onegrossingsimulationgamein Japanwas[ɬʤ ʝʰʌɩЛʆЛʙЛ], with a revenuefar higherthanthesecondgrossing

game. The mostgrossinggamein Americawas[DesignHome]. SouthKoreahada rapid growth during Q2-Q3. SouthKoreanmarketgrew by

over70% whichwasmainlycontributedby amobilegamenamed[↕ᵡᶴᾅᶉ ᵙ җẋ].
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Source: SocialPeta - Advertiser Analysis; the deduplicated creatives on iOS and Android are only limited to those in Q3 2022

Date Range: Jul-Sept 2022
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Days of Duration
Deduplicated 

Creatives on iOS

Deduplicated Creatives 

on Android

[ ], a businesssimulationgamedevelopedby EWORLD, kept a very stable

revenuein HongKong, MacaoandTaiwanregions. It is a ever-greenon the chart of the

top 10 best-selling simulation gameson the App Store in Chinaôs Hong Kong, Macao

and Taiwan regions.

[ ] was releasedin July 2021. The gameôsmajor marketing strategyis to

collaboratewith IPs that arematchedwith the its style. In Septemberthis year,[

] establisheda time-limited collaboration with the classicIP in Taiwan ñ ᾣ

ò, adding classiccharactersñ ", " ֲ" and " òinto the game" to

attractplayersôattention.

EWORLD

450+ 11.6K 16.1K

Popular Simulation Mobile Game Advertisers



Source: SocialPeta - Advertiser Analysis; based on advertisers' numbers of creatives captured and analyzed

Date Range: Jan-Sept 2022
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Insights into [ ]ôs Global Advertisingstrategy

Advertise more creativesonAndroid than on IOS by 42%

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

peakingat over 1600daily creatives

It advertised605creativesdaily on iOS. Theoveralltrendwasrelativelystable. Thepeakemergedin April -Julywith nearly 1000daily creatives.

986

1618

605

Daily Creatives on iOS

859

Daily Creatives on Android



Source: SocialPeta - Advertiser Analysis; based on advertisers' numbers of creatives captured and analyzed

Date Range: Jan-Sept 2022
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Analysis of [ ]ôs AndroidAdvertising

The game mainly released its creatives inHong Kong, Macao and Taiwan and Malaysia. Creatives on 

AdMob accounted fornearly 20%.

Its creativesweremainly releasedon the AudienceNetwork which accountedfor nearly 20%. Video creativescontributed for 89.92% of its

total creatives. Taiwanwastheirmaintargetfollowedby Japan. Theyadvertisedmorecreativesin Taiwan,21% morethanJapan.
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Source: SocialPeta-Ad Display, displaying the new and relatively popular creatives within the date range.

Date Range: Jul-Sept 2022; Popularity (0-1000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a higher popularity are more competitive.
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[ ]'s Popular Creative in Q3

Character remakeof influencers; fit them into popular casualgames

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


Source: SocialPeta-Ad Display, displaying the new and relatively popular creatives within the date range.

Date Range: Jul-Sept 2022; Popularity (0-1000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a higher popularity are more competitive.
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Analysis of Popular Creatives for Simulation Games

Simulation games focus more on feedback, highlight with level-ups, success, and failure.

Satisfypeoplewith OCD Representreal-world drama Reflectodd occasionin real life

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


Insights into Casual Mobile Games 
Marketing in Q3



Source: SocialPeta, based on data retrieved from backend data sources

Date Range: Q1 2021-Q3 2022
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In Q3, there were over 11,000 casualgameadvertisers, to which, Android contributed twice as many

advertisersasiOS.

In Q3, thetotal numberof casualgameadvertisersincreasedby 23.02% YoY, which wasa QoQgrowthof 1.94%. Therewere263average

creativesonAndroid,8.7% higherthanthaton iOS.
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Top 10 Casual Mobile Games by Advertising in Q3

Source: SocialPeta - Advertiser Analysis; advertisers are sorted by their deduplicated creatives within the date range from high to low

Date Range: Jul-Sept 2022

iOS Android

1
Block Puzzle

Doodle Mobile

Matching

2
Sniper 3D

Wildlife Studios

Shooter

3
1945

ONESOFT

Shooter

4
Purrfect Tale

DH Games

Simulation

5
Resortopia

DH Games

Idle Business 

Simulation

6
Define

Lemellabs

Spot Difference

7
Dream Piano

Eyugame

Music

8
animal restaurant

DH Games

Idle Business 

Simulation

9
Survivor.io

Habby

RoguelikeShooter

10
Find Out

Eyewind

Hyper-Casual

[SweetColor], a coloring puzzle gameof

Ta p q u e S o f t w a r e, had the highest

deduplicatedcreatives among all casual

gameadvertisersin Q3. Most of thegameôs

creatives were released in America,

accountingfor ashigh as97%. It hadnearly

15,000 deduplicatedcreativeson the App

StoreandGooglePlaycombined.

[Purrfect Tale] and other cute business

simulationgamesof DHGames, aswell asa

series of action hyper-casual games of

Rollic Games,adoptedthe creativepattern

of sophisticated industrial capacity and

typical short videos to becomehit games

cost-effectively.

Industrial Output 

+ Short Video Creatives
1

Sweet Color

Tapque Software

Coloring

2
Crowd Evolution!

Rollic Games
Hyper-Casual

3
Bump Pop

Rollic Games

Hyper-Casual

4
Car Fix Tycoon

SONOW
Idle

5
Hoard Master

Rollic Games
Hyper-Casual

6
Bubble Burst

PoseidonJoy
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7
Ground Digger

HomaGames

Hyper-Casual

8
Ball Sort

IEC
Puzzle

9
1945

ONESOFT

Shooter

10
Tower Color

HomaGames

Hyper-Casual



Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Casual Mobile Game Marketing

Casual games had an overall steady performance in Q3

Comparedto Q2, downloadsof casualgamesincreasedby over 5 million in Q3, which,however,wasa lessthan1% increase.

DAUs wererelativelysteady,comparedto theendof lastyearwhenmanyuserswerelost.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Casual Mobile Game Marketing

Casual games had big growths in less-developed regions

By comparing user scales in Q3, we can see that most of the casual gamesô users were from less-developed regions including India, Brazil, 

and Indonesia.

In the long run, casualgamesare expectedto havebetterperformancein less-developedregionsthan in developedregions,suchas Vietnam,

Mexico,Philippines,Egypt,etc.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Casual Mobile Game Marketing

Casualgameshad an impressivegrowth in revenue

Casualgames'revenueincreasedby 7% YoY in Q3, with incrementalgrowth of over $30 million. Top mobile gamesweremostlyold gameswith

themajority of their revenuegeneratedin America,suchas[StumbleGuys]and[Township]. In Japan,therecentlyreleasednewgame[BTS Island:

In theSEOM]sawexceptionalrevenuegrowth.
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Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Casual Mobile Game Marketing

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 million accounting for 46% of the 

total revenue, which was 3.5 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 major revenuesource for casual 

games that profit from IAP or in a mixed way. In addition, South-East Asia countries (Singapore, Malaysia, etc.) and some Latin American countries 

(Brazil) saw a higher revenue growth than European and American regions.
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Source: SocialPeta - Advertiser Analysis; the deduplicated creatives on iOS and Android are only limited to those in Q3 2022

Date Range: Jul-Sept 2022
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Days of Duration
Deduplicated 

Creatives on iOS

Deduplicated

Creatives on Android

[Survivor.io] is a cartoon-style casualRoguelikemobile game. The gamewasreleased

for iOS in September2020, while it was releasedfor Android in July this year and

toppedthe top 15 global versionsof Chinesegamesby revenuein August. With its

elaborativeadvertisingstrategyand solid Roguelikegameplay,the gametoppedthe

three chartsby downloads,revenue,and advertising. It grosseda total of over $30

million from theApp StoreandGooglePlay. It releasedabout163creativesdaily.

[Survivor.io] is the 4th hit game released by Habby. The game has completely broken 

the deadlock of weak IAP in casual games through a combination of high industrial 

capacity and a well-designed top-up system.

Survivor.io

Habby

100+ 1.8K 6.4K

Popular Casual Mobile Game Advertisers



Source: SocialPeta - Advertiser Analysis; based on advertisers' numbers of creatives captured and analyzed

Date Range: Jan-Sept 2022
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Insights into [Survivor.io]' s Global Advertising

Advertising on the App Store and Google Play significantly increasedafter the game was releasedfor

Android users.

Advertisersprimarily targetthe Android platform; the averagedaily volumeof materialfor Android is approximately4.2 timesthat of the iOS

platform; thesignificantbuyingvolumeof GooglePlayandAppleStorebeganonAugust5 andusheredin two roundsof apeakonAugust26and

September26 respectively,with thepeakdaily volumeof materialexceeding2.5K articles,andthegamereceivedsix updatesthroughoutQ3.
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Daily Creatives on iOS
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Daily Creatives on Android



Source: SocialPeta - Advertiser Analysis; based on advertisers' numbers of creatives captured and analyzed

Date Range: Jul-Sept 2022
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Analysis of [Survivor.io]'s Android Advertising

Over 60% of its ad-creatives were on META Platforms; action games have become the main media for its placement. 

META Platformswere its main advertisingplatform whereover 60% of its ad-creativeswere released. Among thoseplatforms,creativeson

Instagramaccountedfor thehighestpercentage.

In termsof ad-creativesôformats,78% of thegameôs creativeswerevideo, and33.88% of its creativeswerereleasedonactiongamemedia.
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Source: SocialPeta-Ad Display, displaying the new and relatively popular creatives within the date range.

Date Range: Jul-Sept 2022; Popularity (0-1000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a higher popularity are more competitive.
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Analysis of [Survivor.io]'s Creatives in Q3

Quick mowing

Crazy gacha

Wacky live-action video

Fantastic animation clip

Roguelikeand splendid bullet screenare the main elements;

Making own punchline, Marked with cannonball rotation

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


Source: SocialPeta-Ad Display, displaying the new and relatively popular creatives within the date range.

Date Range: Jul-Sept 2022; Popularity (0-1000) is an overall numerical value related to ad duration, views, and market effect. Creatives with a higher popularity are more competitive.
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Habby's Other Popular Game Creatives

Quick mowing attracts the coreaudience; Hovering on the brink of failure is thrilling .

Win a hard game Eating-no-coin ChallengeDeliberate failure for a new start

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


Source: OpenMediation, based on processed market data

Date Range: Jul 2021-Sept 2022
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Insights into Casual Mobile Game Marketing

Old casual games had declined revenue

Exceptfor [DreamWedding]and[Tall Man Run], thetop 10 globalcasualgamesby DAU in Q3 wereall old games(gamesreleasedbefore2022),

with 4 gamesreportingrevenuedeclines. [StumbleGuys],which wasreleasedlastyear,hada rapidrevenuegrowthof 156% QoQin Q3 (mainly in

lateAugustandearlySeptember,maybecauseof thenewskins,emoji,andsoundeffects.)
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Insights on Mobile Game Marketing in 
Popular Countries/Regions



Source: OpenMediation, presentedaftersortingmarketdata.

Date Range:2022/7~2022/9
74

Global Mobile Game Marketing Insights in 2022

Proportions of mobile gamedownloadsin different regions
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range:2022/7~2022/9
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Global Mobile Game Marketing Insights in 2022

Proportions of mobile gamerevenue(IAP) in different regions
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Source: SocialPeta, presentedaftersorting background fetched data. HK&Macao&TW: Refer to Hong Kong, China, Macao, China and Taiwan, China

Date Range:2022/7~2022/9 Note: Some advertisers would launch ads in multiple countries, therefore, the regional proportion of new creativesis lower than the global figure
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Global Mobile Game Marketing Insights in 2022
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Proportions of new creatives

NorthAmericahadthehighestproportionof newcreativesin Q3 theMiddle Eastonly accountedfor 37%

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

followedby EuropeandOceania.

For proportionsof new creativesin Q3, only SouthAmerica,Japan& SouthKoreaandthe Middle Eastwere lessthan40%, with the lowest

proportionin theMiddle East,37.71%



Source: SocialPeta, presentedaftersorting background fetched data 

Date Range:2021/7~2022/9
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Global Mobile Game Marketing Insights in 2022

Advertisers in all popular regionsshowedgrowth in Q3, with Oceaniaachievingthe largest increase

In Q3, advertisersfrom all over the world wereon different growth momentum,amongwhich OceaniaandNorth Americaincreasedby over

35%YoY. NorthAmericahasthemostmobilegameadvertisers, over 25,000in Q3, 47.3% higherthanEurope,thesecondplace.
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range:2021/7~2022/9
78

Global Mobile Game Marketing Insights in 2022

Mobile traffic grew rapidly in SEA in Q3

North Americais thelargesttraffic sourceof mobilegamesin theworld. As thebirthplaceof mobilegames,North Americamaintaineda steady

growthin downloads,with aYoY growthof 5% andaQoQgrowthof 1% in Q3.

SEA hasthe second-highestmobile gamedownloads,next to North America. It wasthefastest-growingmarketin Q3, with a YoY growthof

11%.
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range:2021/7~2022/9
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Insights on 2022 Global Mobile Game Marketing

DAUs 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 America is the

fastest-recoveringmarketof mobile gamesthis year. Comparedto the sameperiodlast year,SEA andJapan& SouthKoreaachievedthe highest

growth,realizinga16% and15% growthin Q3 respectively.
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Insights on Q3 Mobile Game 
Marketing in North America



Source: SocialPeta, presentedaftersorting background fetched data 

Date Range:2021Q1~2022Q3
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90% of advertisersreleased new ads, with nearly 50% of new creatives

As thesecondlargestmarketof mobilegamesin theworld, advertisersin theUSA competedfiercely. Only 9% of advertisersdidnótrelease

newcreatives. Generally,advertisersin theUSAregionupdatecreativesmorefrequently

Insights on Q3 Mobile Game Advertising in the USA
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Advertisers Creatives

Source: SocialPeta, presentedaftersorting background fetched data 

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

Casual and Puzzle games became hot areas for competition, Simulation and Action games showed a

slowing trend

Casualgameadvertisersaccountfor anextremelyhigh proportionof all in theUSA, growing by 1.90% QoQ in 2022Q3. Puzzlegamessawthe

mostreleases,registering a QoQ growth of 2.78% in 2022Q3. Therewasa big declinein thenumberof RPGmobilegameadvertisersandthe

creativesreleasedalsodecreasedslightly
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range:2021/7~2022/9
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Insights on Q3 Mobile Game Marketing in the USA

Adventure and Arcade games attracted the most players

AdventureandArcadegamesroserapidlybecauseof newlypublishedgames,suchas[Survivor.io], [HoardMaster]and[CrowdEvolution!]

Amongthetop3 gameplaysin NorthAmerica,puzzlegameshad the highestgrowth
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range:2021/7~2022/9
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Insights on Q3 Mobile Game Marketing in the USA

Relying on the classic match-3 product, Puzzle games made the highest revenue in Q3

In 2022Q3,Puzzle games triumphed over RPG and Strategy games and emerged as the largest and fastest-growing game genre in the USA.

Classic match-3 games such as [Candy Crush Saga], [Homescapes] and [Fishdom] kept releasing new versions and doingeventsto strengthen paying users' adhesiveness.
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Source: OpenMediation, presentedaftersortingmarketdata.
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Insights on Q3 Mobile Game Marketing in the USA

Casino games had the highest ARPU in the USA

Players of casino games are extremely willing and able to pay,far exceeding other game genres

Arcade games showed the fastest ARPU growth in Q3 and the growth mainly came from the game [Bricks Ball Crusher]
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Source: SocialPetaïAdvertiser Analysis Module. Only data in 2022Q3 was sorted after de-duplication on iOS and Android. 

Date Range: 2022/7~2022/9
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First advertising
iOS De-duplicated 

Creatives

Android De-duplicated 

Creatives

[Wolf Game]is anSLG mobilegamewhereplayersplay therole of a wolf.

In the game,playersneedto lead the pack to 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,andthegenresweremainlystrategyandpuzzles.

Wolf Game
Magic Prime

2022-05-30 1.1K 2.5K

Hot New Advertiser in the USA in Q3



Source: SocialPetaïAdvertiser Analysis Module. Presented after sorting fetched advertiser creatives data.

Date Range: 2022/7~2022/9
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[Wolf Game] Marketing Insights

Mainly releasedonAndroid devicesand went steadily on iOS

[Wolf Game]tried to releasecreativesin May 2022, but the scalewasrathersmall. It officially launchedits mediabuying andpublicity in July

andtheadvertisingpeakappearedat theendof August. Thede-duplicatedcreativespeakwasnearly1,400
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387

Android Daily Creatives



Source: SocialPetaïAdvertiser Analysis Module. Presented after sorting fetched advertiser creatives data.

Date Range: 2022/1~2022/9
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Analysis of [Wolf Game] on Android

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

[Wolf Game]wasmainly advertisedon Metachannels,andtheproportionof creativeadvertiseson AudienceNetworkwasashigh as23.86%. In

termsof creativetypes,mostcreativesarevideos. For typesof advertisingmedias,themajority is RPGmobilegames,accountingfor 33.11% of the

total,while strategygamesonly accountedfor 7.34%.
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Trend chart of global DAUs of Wolf Game: The Wild Kingdom
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range:2022/7~2022/9
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[Wolf Game] DAUs

Android usersare more active than iOS users

ThegamewaslaunchedonAndroidfirst, butnomediabuyingwasmadein theUSAuntil it waslaunchedon iOS.

By comparingtheDAUs anddownloads,itósobviousthatthisgameôsplayeracquisitionwasmoreefficientandaccurateonAndroid.

550K+

iOSDAU

600K+

AndroidDAU

Launched on 

August 25, 2022

Launched on 

March 24, 2022

Proportion of DAUs in the USA

̂2022Q3̃

iOS 48.4%

Android 28.7%

40K+

iOSDL

50K+

AndroidDL



Source: OpenMediation, presentedaftersortingmarketdata.

Date Range: 2022/8-2022/9
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[Wolf Game] Retentions

The game'sshort-term retention achievedgrowth

Comparedwith August,retentionsin Septembershowedan overall growth with the highestgrowth approaching4% (Due to statisticalchannel

issues,thedatais for referenceonly)

It suggeststhattheattemptsmadein Septemberto addmoregameplaysandoptimizethegameplayerinteractionwerefruitful .

[New]

- Add the Zombie Invasionmode- Add the featureto saveyour deployed

formationsoyou don'thaveto configureit everytime!

- Add the guaranteedreward for daily packages: you will at least get 1

ConanShardfrom theConquerorChest

[Optimizations& Tweaks]

- Optimizesomefeaturesin Home

- Optimizethemethodto searchfor animalsin thewild

- Optimizetheexperienceof teleportingneartheallianceearly in thegame

- Optimizethespecialeffectof Conan'sskill

- Lower thedifficulty to getpointsin Apex Wilderness

- Lower thecausalitiesratio in Apex Wilderness

- Optimizetherewardsin TreasureHunter

- Fix thetext for HeroEvolutionLevel

- Optimizetheoverallschedulein Monument

- TheGrayWolf compatibility for Ace is S now

[Bug Fixes]

- Fix someknownbugs

Updated on 2022/09/15

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

Wolf Game: The Wild Kingdom Retention Chart

Aug-22 Sep-22



ReleaseDays: 48

Creative Size: 640* 640

ReleaseChannel:

Creative Text:

Leadyourwolfpackandbecometheking of thewild!

Source: SocialPetaïDisplay Ads. Shows popular new creatives in the selected period.

Date Range: 2022/7-2022/9   Popularity(ranged between 0 -1000)is a composite index and its value is related to the number of release days, discoveries and market effect.Thehigherthisvalueis, themore competitive a 

creative is.

91

Est. Impressions:1.6MEst. Impressions:1.6M

Popularity: 230Popularity: 230

Killed by a tiger and reincarnated!

Onemoretime, I'll takeeverything!

[Wolf Game] Q3 Hot Creatives

https://sp2cdn-idea-global.zingfront.com/sp_opera/57ceec4c4f4e36eae9ba1e81411a2e84.mp4
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range: 2021/7-2022/9
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Insights into Q3 Mobile Game Marketing in SEA

SEA remains a growing market

Both downloads and DAUs in SEA keptgrowingin last year

In 2022 Q3, downloads increased by 3% and DAUs grew by 4% quarter-on-quarter. The size of active users exceeded 460 million
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range: 2021/7-2022/9
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Insights on Q3 Mobile Game Marketing in SEA

IAP grew steadily

Mobile game revenues grew steadily in Q3.Comparedto Q2, thetotal revenueof Q3 increasedby $900,000 with a two percentgrowthYoY.

ARPU dropped a little and it still hasn't returned to the level in 2021 Q3.
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range: 2021/7-2022/9
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Insights on Q3 Mobile Game Marketing in SEA

The majority of players come from Indonesia whereasthe most revenue was generated from Singapore, Malaysia and Thailand

Indonesia contributed over 1/3 of mobile game traffic, but only accountfor 15% of thetotal revenue

Singapore, Malaysia and Thailandcontributed over 60% of mobile game revenueseventhoughtheyhavesmallerusersize
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Distribution of mobile game traffic (DAU) in SEA in 
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Source: SocialPeta, presentedaftersorting background fetched data

Date Range: 2021/1-2022/9
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84% of advertisers released new creatives, with a 4.18% growth compared to Q2

Thenumber of new advertisers in SEA has been growing continuously,exceptin 2022Q2.In Q3,80%of advertisersarenewfaces. Inthelastfive

seasons,theratioof newcreativesremainedat40%.

Insights into Q3 Mobile Game Advertising in SEA

74.89%

71.03%

72.15%

70.06%

77.53%

79.48%

83.66%

0 K 2 K 4 K 6 K 8 K 10 K 12 K 14 K

2021Q1

Q2

Q3

Q4

2022Q1

Q2

Q3

10.4K 84%The proportion rises quarter by quarter.A

12%increasein Q3 compareto lastQ3

Advertisers released new 

creatives

2.1M 42%The proportion of new creatives drops year by 

year.A 2%decreasein Q3comparedto Q2

New creatives

69.17%

41.95%

41.51%

42.86%

51.47%

44.49%

41.88%

0 M 2 M 4 M 6 M 8 M

2021Q1

Q2

Q3

Q4

Q2

Q3



Advertisers Creatives

Source: SocialPeta, presentedaftersorting background fetched data 

Date Range:2022/7~2022/9
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A sharp decreaseof mediabuying for casualgames;Strategygamesspentmore on advertising

In Q3,Casual game advertisers accounted for more than 24%, anincreaseof 5.16% compared to Q3 last year. Strategy gameadvertisersaccounted

for 6.47%, adecreaseof 1.61% compared to Q3 last year,markingthegreatestdropin advertisers

Strategy game creatives accounted for 11.74%,anincreaseof 3.53% compared to Q3 last year. Casualgame creatives accounted for 17.27%, a

dereaseof 3.14% compared to Q3 last year, markingthegreatestdropin thenumberof creatives.

Insights on Q3 Mobile Game Advertising in SEA
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range:2021/7~2022/9
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Insights on Q3 Mobile Game Marketing in SEA

Puzzle games attracted new players very quickly

Action andcasualgamesarethefavoritegamegenresin SEA. Usersof actiongamesrosesteadilywhile theuserbaseof Leisuregamesremained

stable.

PuzzlegamesôDAU roseby 45%YoY and20% QoQ. Therecentgrowthcamefrom theboomingdevelopmentof [SavetheDoge]in SEA
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range:2021/7~2022/9
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Insights into Q3 Mobile Game Marketing in SEA

RPGs contributed the most to revenue,while Action games grew atthe fastestspeed

RPGgamesgeneratedthe most revenue,an increaseof 2% in Q3 YoY. The revenueof Action gamesincreasedby 11% QoQ in Q3 andhas

reachedalmostthesameamountasRPGs. Action gameshasclosedthegapto merely$2 million

Casino gamesgrew by 13% in Q3 YoY. The growth mainly is attributed to some of the most popular games,for instance[JinJinJin],

[SlotomaniaÊ SlotsCasinoGames]and[JackpotWorldÊ]
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Source: OpenMediation, presentedaftersortingmarketdata.

Date Range: 2021/7-2022/9
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Insights on Q3 Mobile Game Marketing in SEA

Payingcapacityof Casinogamesrosesignificantly

TheARPU of Casinogamesin SEArose37% YoY, registeringthefastestgrowthamongthetop5 gamegenres

PuzzlegamesandArcadegamesalsorealizedquickARPUgrowth,up27% and39% YoY in Q3 respectively.
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Source: SocialPetaïAdvertiser Analysis Module. Only data in 2022 Q3 was sorted after de-duplication on iOS and Android. 

Date Range: 2022/-~2022/9
101

First Release
iOS De-duplicated 

Creatives

Android De-duplicated 

Creatives

[GiangH K֟ȢHi֓p3D] MMO swordplaymartialartsgamedevelopedby Funtapwith sharp

andrealistic3D graphics,bringing the guestsbackto the goldenageof martial artsgames,

swordplay with familiar sects. The Android version and iOS version were releasedin

Vietnam on July 21 and August 12 respectivelyand was rankedtop in App StoreOverall

Rankings,Free Game Rankings,Action Game Rankings,and RPG Game Rankingson

August17, andgot anApp Storeratingof 4.5.

Funtapis a famousVietnamesedeveloperthat hasdevelopedseveralpopularfantasiesand

martialartsMMO games.

GiangH K֟ȢHi֓p3D

Funtap

2022-8-4 1560 2925

Hot New Advertiser in SEA in Q3


