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Preface

In 2023, the overall gaming market had been experiencing a pullback after its peak during the
pandemic. Economic turmoil and slump also constituted a further challenge to game developers.

Beset by unsatisfactory downloads and IAP revenue as well as market saturation, game developers
had to look for growth opportunities in emerging markets and try mixed-paying systems.

In search of new opportunities for growth, developers need new markets and product types with
potential growth. But for growth to be sustainable, they also need support from excellent data
analysis tools and advertising platforms. Therefore, mixed-paying systems will still be the general
direction of industry growth and revenue increase. It’s expected that in-app purchases
complemented by various advertising monetization strategies will maximize the revenue per user,
and eventually lead to increased ROI.

There were two major marketing trends in the global mobile games market in 2023: a rising
number of advertisers, and increases in the proportion and number of new creatives.

As significantly higher-quality creatives were required in 2023, it was crucial that game
advertisers released unique and charming ad creatives to attract users. In terms of global mobile
games marketing, the Asia-Pacific region remained the most competitive. Southeast Asia
experienced the fiercest competition in media buying in 2023. Blue Ocean Markets started to
bloom. And due to privacy policy, proportion of mobile games, and other matters, Android greatly
surpassed iOS in marketing efforts, and is expected to do so in 2024.

The “Marketing” section of this report analyzes the marketing trends of top games by genre and
region, and the advertising of hit games in 2023. This report is provided in the hope of helping
people in the game industry by summing up their experience in 2023 and seizing opportunities in
2024!
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With SocialPeta, you can spy on your competitors' ad data, and get ad data from
networks, media, and advertisers around the world to inspire you. SocialPeta
covers more than 70 countries/regions and over 70 well-known ad channels
worldwide, such as Facebook, Twitter, YouTube, TikTok, and Unity. We provide
nearly 1.4 billion ad creatives, updating millions each day. Through duration,
impressions, popularity, and interactions, we can quickly locate the active
high-quality creatives which will be provided to you in real time to help with

your marketing plan.

As one of the world-leading advertising and marketing platforms, SocialPeta
boasts a huge database and the experience of working with thousands of game
companies and providing mobile game workers with more practical methods in

order to develop more popular games.

5.10M

APP Advertisers

1.4B

APP Ad Creatives

1.20M

Daily Updates

Website: www.socialpeta.com
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Industry Insights Q singular

One of the exciting things in our industry is the speed at which it innovates. Singular releases its annual ROI Index every year in Q1
and last year we already observed some notable movers and shakers. On the one side we see networks like TikTok dramatically
increasing its share of voice in market whilst DSPs competing on ’the open web’ battle between them for top rankings: a select club is
proving to be most effective here. Apple Search Ads is now also ranking as a top source but considering the impact ATT had on the 10S
landscape as a whole and it being a high-intent channel this lies in the line of expectations.

What is interesting to look at is the development of other channels. Here we’d like to single out CTV, Influencers and Rewarded
Advertising as growth channels. CTV because it opens up new ’screens’ for performance advertisers, influencers because they reach
new audiences and rewarded ads because they offer engaging and effective ad formats. Our advise for 2024 is to keep an eye on MMP
Rankings to make sure your UA mix includes the most important partners - but for incremental expansion, see if you can add partners
that offer access to a user base you may not reach at this point in time.

As the industry continues to become more privacy centric we see developers still reeling from the rollout of ATT. Adapting to
this new reality will be the prime challenge for developers, also in 2024. In our recent Skanathon Webinar series we polled a vast
majority of developers still struggling with their 10S Growth Marketing - because they delayed SKAN testing, didn’t have the right
measurement tools in place or relied on shady workaround solutions. The reality is that a ’sticking your head in the sand’ approach will
hurt your business in the longtime. It will lead to problems with scaling with some of the largest networks, data discrepancies and
missed opportunities on 10S. The reality is that with the rollout of Android Privacy Sandbox developers will be forced to adapt to a new
Privacy reality if they want to remain competitive. Having the right tech star in place for measurement and analytics will be pivotal.

Niels Beenen
Director of Partnerships, EMEA at Singular


https://www.singular.net/

Industry Insights

The rise of hybrid casual games highlights a shift in
player preferences and game development strategies. This
genre, merging elements from both casual and hyper-casual
games, has gained immense popularity due to its ability to
offer a more engaging gaming experience. Unlike traditional
hyper-casual games, known for their simplicity and brief play
sessions, hybrid casual games bring in narrative depth,
progression systems, and longer play sessions. This approach
not only attracts casual gamers but also those seeking more
substantial content, thus broadening the market appeal.

A critical advantage of hybrid casual games over hyper-
casual games is their innovative monetization strategies.
Moving beyond the predominantly ad-dependent models of
hyper-casual games, these games employ diverse revenue
streams like in-app purchases, subscriptions, and online event
monetization.

@& udonis

This not only boosts their revenue potential but also
establishes a more stable financial model, which ensures long-
term sustainability. Moreover, the added depth in hybrid
casual games is instrumental in fostering longer-term player
engagement, a crucial factor for building a loyal user base and
maximizing lifetime player value. The popularity of hybrid
casual games reflects an evolving mobile gaming market
where player preferences are gradually shifting towards more
engaging experiences. This indicates a maturing audience
within the sector.

For developers, this trend emphasizes the importance of

balancing engaging gameplay with monetization strategies.

Embracing innovation in both game design and

monetization is key to acquiring and retaining a diverse
player base.

Andrea Knezovic

Head of Content at Udonis
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With increasing adaptation of technology and the roll out of 5G technology across more locations in India will drive a lot of adaptation to
mobile gaming especially in rural India.

Machaiah Kalengada
Project Head at India Game Developer Conference

mmos’rers

Two letters: A.l.

Especially when it comes to ad creation. | think humans still need to be involved in the creativity of an ad variation, but once a human
has found a winning creative A.l. will be great to scale and produce more variations of the winning creative. In short, a combination
of human and Al will be the best mix to winning at user acquisition.

Steve Young
Founder at App Masters
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Industry Insights AdQuantum

What trends should we dive into for mobile marketing in 2024?
As we look towards mobile marketing strategies for 2024, there are a few things worth exploring in depth:

UGC ads

We've seen a significant rise in the use of UGC within advertising campaigns, especially in comparison to traditional static and 2D/3D
formats. This shift is largely influenced by the evolution of social media algorithms, which are increasingly designed to leverage the
creativity of influencers worldwide. The reason behind this trend's popularity is its ability to cut through the clutter of high-quality,
engaging content that floods users' feeds.

In 2024, we anticipate that UGC will dominate the mobile ad landscape, mainly because it demonstrates strong performance. This
effectiveness is amplified when the content is not only of exceptional quality but also features endorsements or participation from well-
known influencers. This kind of creatives is particularly effective in enhancing brand awareness and building trust with the audience.

Al technologies in creative production

It's a simple truth — in 2023, we witnessed generative Al carving out a significant niche in ad creative production. While the current
quality of these Al developments isn't ideal, we can safely assume that in 2024 we will see an improvement in the quality and variety in
use cases. We’ll also see new services for automatic generation of ad creatives and enhancement of existing content.

Additionally, it's quite likely that more advertising platforms will incorporate Al solutions into their tools for creating ad campaigns,
similar to how Taboola has integrated its internal Al Creative Generating tool.

Attribution and iOS
Here's a bold prediction: | believe we might see a continuation of a trend that began in 2023 — a loosening of mobile attribution
restrictions on iOS (and perhaps Android too, especially if Privacy Sandbox is implemented). This could mean adopting models for
attributing conversions or using probabilistic attribution methods. A good example is Meta's Aggregated Event Measurement. Alongside
this, we might also see the introduction of additional tools and mechanisms for more precise traffic estimation.
9 Anton Kuzmin
User Acquisition Group Head at AdQuantum
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What trends should we dive into for mobile marketing in
20247

First and foremost, there is a great shift in UA budget
allocation toward the programmatic channel and its' share
will continue to grow with the demand for transparent highly
targeted fraud-free solutions.

Secondly, the economic downturn made publishers allocate
more budget to retargeting as a more cost-effective way to
Increase revenue.

Finally, we have seen a transformation in mobile marketing
toward the “holistic” approach where ASO, UA, and Re-
engagement departments work hand-in-hand. This massive
change allows for measuring the impact of each department
on the one hand — seeing the effect of one department’s
activities on other departments — and monitoring and
flagging discrepancies (caused by ad fraud) on the other
hand.

Persbvnaly

Which ad network is projected to be more effective in the mobile
marketing industry in the coming year?

As a DSP integrated with multiple T1 ad exchanges, it's hard to
outline one network that fits all - the efficiency would strongly
depend on the region, app category and, obviously the inventory of
the network. Often, we can also see multiple auctions for the same
placement, but having access to all options and optimizing the path,
we can win the bid at a lower price. Another factor to consider is an
ML-level applied for precise targeting, allowing to consider multiple
factors to reach the best ROAS.

Taking into consideration all these, we strongly recommend our
clients consider moving budgets toward programmatic DSPs
integrated with high-quality ad exchanges for the best results.
Another channel to consider in the coming year is investing in
rewarded networks that manage to achieve high ROAS and keep up

with user retention.
Yan Reizin

VP of Global Business Development at Persona.ly
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Industry Insights AppSamurai

Hybrid-casual games emerged due to several factors, including privacy regulations, increasing CPIs, market transformation,
and player behavior changes.

With their more complex gameplay mechanics, meta layers, and added depth, these games have immense potential for higher
engagement levels, resulting in increased playtime and revenue. Hybrid-casual game marketers should look for innovative marketing
methods such as Rewarded Playtime and Rewarded Engagement to stand out among competitors and attract players. The meta-
layered structure of hybrid-casual games fits perfectly with reward-based campaign models, enabling marketers to craft enticing
rewards for players, ultimately achieving higher LTV and retention. Which game genres are expected to receive increased ad spend in
the mobile marketing industry next year? During 2023, casino, tabletop, and match genres have a noticeable rise in popularity,
dominating the charts for paid installs, and this trend is expected to continue into 2024.

However, it is important to note that this increase is not confined solely to these genres. Hybrid-casual, puzzle, simulation, and RPG
games have also seen more growth in downloads, and we expect them to amp up their ad spend to keep up with their growth.

Osman Soysal
Managing Director at AppSamurali

1


https://appsamurai.com/
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Industry Insights appvertiser

In light of current market challenges, such as the significant issue with SKAD and the difficulty in accurately attributing forecasted
numbers, there is a need for the adoption of machine learning models. These models can enhance accuracy, especially in media mix
modeling (MMMs). The incorporation of Al is crucial due to the demand, with many companies still grappling with SKAD, particularly
on 10S devices like iPhones and iPads. Addressing the big issue between user acquisition (UA) and numbers is imperative.
Companies are introducing new Al creative solutions to assist businesses in developing engaging creatives, including images and
videos. These solutions offer an alternative to standard approaches and can be more cost-effective, particularly for highly interactive 3D
assets. The use of Al-generated creatives is gaining traction in various industries, even beyond mobile, impacting creative studios and
companies in terms of time, money, and effort. E-commerce and casual apps are witnessing significant improvements in advertisements
using Al-generated creatives. Major advertising channels like Facebook (FB), Google, Moloco, and AppLovin are integrating machine
learning and actively seeking ways to enhance it.

The importance of machine learning in 2024 is expected to increase, with many companies undergoing layoffs in roles related to generic
work, opting instead to hire Al specialists. We face both opportunities and challenges in long learning phases and efforts to improve
performance. Adapting algorithms to identify good users is a constant goal for demand-side platforms (DSPs), though making
changes in modules can impact performance. Al offers benefits for app owners, such as quicker understanding of the effectiveness of
uploaded videos and optimizing costs based on performance. Despite challenges, the use of Al in mobile marketing is anticipated to
evolve in 2024, providing valuable insights into user behavior and optimizing ad performance. However, it's worth noting that ChatGPT
may not have extensive insights into the mobile marketing landscape for 2024.
Mikayel Mirzoyan
Senior Performance Marketing Manager at Appvertiser


https://appvertiser.io/
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The recent surge in popularity of hybrid-casual Games signifies an intriguing evolution within the gaming industry.

These games pioneer a new trend by amalgamating unique elements from various gaming genres, offering an engaging and diverse
player experience. One of the most distinctive aspects of hybrid-casual titles is their ability to bridge the gap between casual gamers,
who seek easily accessible and straightforward gameplay, and "real gamers" who crave novel, profound, and distinctive gaming
elements. By leveraging the 'Easy to Learn' aspect of hyper-casual games and intertwining strategic, narrative, or aesthetic
components from other genres, these hybrids not only attract a diverse player base but also introduce innovative gameplay
mechanisms and creatively immersive narratives.

Looking ahead, the trajectory of development for hybrid-casual games appears promising. Game developers will continue to
experiment and innovate, enhancing the experiences that games can offer. The increasing accessibility of gaming platforms,
coupled with ceaseless creativity within the gaming industry, demonstrates that hybrid-casual games will persist in their
growth trajectory, significantly shaping the gaming market in the years to come.

Christian Nguyen
Founder at Thiét ké Game
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Industry Insights O §iubio

Hypercasual and casual genres have become increasingly competitive in 2023.

In this context, there is a rising trend toward the hybrid-casual genre which combines mid-core and casual game elements. | think there
are a couple of these phenomena: + This genre is beneficial for monetization because of the ability to earn from both 1AA and IAP. That
means game studios can alleviate the burden of high CPI due to profit from IAP, leading to optimizing the profit overall. + Because the
technique of the hyper-casual genre is less complex than the mid-core one, It is not too challenging for game studios to learn, research,
and adapt to make hybrid-casual games. + After all, App Quality from Google Play Store restricts games that show many ads, hence it is
conducive for the gaming market to move to the hybrid-casual genre that is not affected negatively by App Quality.

In conclusion, we need more resources to make a qualified hybrid-casual game than casual or hyper-casual ones. But more than that, we
also hope that this new trend will bring more profit margin, and more opportunities at this challenging phase.

Nguyen Thi Thuy Ha
UA Specialist at Gamee Studio
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Industry Insights > NINJA

1. The main trend we should dive into for mobile marketing in 2024 is the widespread use of Al. Creating a creo through Al tools,
focusing on Al in marketing creatives as a killer feature in a product and mimicking the “real”” Al. Mislead in mechanics. This is
a trend and you need to either ride it or chase it. Plus moving towards organic style ads.

2. For the advice for advancing user acquisition career in 2024 should focus on creatives production side and analytics team to
know what to produce for great performance.

3. Considering the primary challenges in mobile game user acquisition, it’s fight for the user. Creatives are becoming more and
more sophisticated, there are more and more similar titles. You need to bring the audience into your product and this will be the
main challenge.

4. From creating creatives through Al tools, to creating new in-game killer features that will either increase the complexity of
games or simplify the gaming session for players.

5. The rising popularity of hybrid casual games is normal, as generations of gamers are growing and standard casual gameplay is
becoming too easy for them. Due to the abundance of similar titles, gamers need more variety, which leads to hybrid forms of
products.

Ross Puriasev
CMO at UGC Ninja
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Industry Insights

In 2023, Generative Al took the spotlight, making advanced tools like ChatGPT, Bard, and DALL-E accessible to everyone.
Mobile marketing was not an exception. Small publishers can now generate game assets for free, but the catch is the quality,
which is often not up to par.

While it became easier for everyone to use these tools, it also made it tricky for creators to find the right balance between
saving money and getting high-quality results. While perfection in Al tools might not be on the horizon for 2024, a surge in
developers integrating Al layers into their existing setups is imminent. The potential use cases are boundless. Picture this:
you can connect your current database, say Tenjin's DataVault, with ChatGPT to optimize user acquisition campaigns.
The possibilities are expanding, and the synergy of existing systems with Al opens doors to limitless innovations.

Roman Garbar
Marketing Director at Tenjin
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Industry Insights MOBIDICTUM

Hybrid-casual games are filling the gap between casual and hyper-casual games beautifully.

| think demand will increase in this space since gamers are also becoming more educated and want more meta in their games.
Hybrid-casual games are like a masterful recipe, combining the simplicity and instant satisfaction of casual games with
elements that keep players hooked for the long haul. Hybrid-casual games are responding to the competitive landscape of the
hyper-casual genre by emphasizing deeper player engagement and improved retention. This has a direct effect on the game
revenue, considering players with higher retention tend to invest in the game, increasing in-app purchase revenue. \We
see that most of the hyper-casual publishers also shifted to this, while some are still maintaining and growing their hyper-casual
portfolio. No matter what, competition will still be fierce in this market. However, the entry levels to this game won't be as easy
as hyper-casual since making a game with casual mechanics requires more experience and funding.

Therefore, I think we will see more qualified teams with fewer games published on the market but decent competition.

Batuhan Avucan
Founder & Managing Director at Mobidictum
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The Monetization Model focuses more on IAP. With a slowdown in hypercasual games from 2020-2022 and the inflation of global
eCPM, hybrid games have been rising as a new trend in 2023 and are projected to continue in 2024. We saw a big shift from hypercasual
to hybrid casual where developers started to bring other mid-core game mechanics into their games, as well as more 1AP live-ops content
to generate money from users instead of just heavily relying on IAA.

As a result, global CPI is also becoming higher to acquire higher-value users and generally increases UA costs while developers
make less revenue from IAA. SKAD & Privacy Sandbox will change the way UAC optimizes results. UA marketers shift more budget
to contextual ads & organic media channels such as influencers or ASO. After Apple introduced SKAD Network in 2018, the world
stepped into the non-IDFA era. Marketers found it harder and harder to acquire a deep understanding of iOS users. Without immediate
attribution signals, we found it harder to evaluate the success of a UA campaign. Marketers also have to deal with granular data more
often instead of first statistic data like R1, R3, R7, or D1 ROAS to define the monetization strategy for their product with their I1AA
Monetize Strategy. Five years later, Google also launched Privacy Sandbox, which functions similarly to SKAD Network and would
make it harder for UA marketers all over the world to operate their UA campaign, especially targeting deep funnel CPA campaigns.

Halley Nguyen
UA Manager at AnyMind Group
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2023 Top Mobile Games by Advertising | iOS TOP 30
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Top Mobile Games by Downloads & Revenue | App Store
< Download Chart
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2023 Top Mobile Games by Advertising | Android TOP 30
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Source: SocialPeta - APP Intelligence, Advertiser Analysis; advertisers are sorted (from high to low) by the numbers of their deduplicated creatives within the date range.
Date Range: Jan. - Dec. 2023; if one product is ranked on several charts, the higher ranking prevails.
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Top Mobile Games by Downloads & Revenue | Google Play
W Download Chart Revenue Chart
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Global Mobile Game Companies by Advertising Top 20

Number of Major Game Number of Major Game

Company Name Company Name

Advertisers Advertisers Advertisers Advertisers
1 Rollic Games 221 FunPlus 25
2 Bingchuan Network 12 Azur Interactive Games o | 216
3 Century Games 22 Playrix l_l 23
4 Bole Games 15 Pandas of Caribbean - 22
5 VOODOO l_l 214 Green Panda Games l_l 34
6 JunHai Games 29 Zynga = 61
7 Guru Puzzle Game — 26 SayGames k= 149
8 Homa I_l 57 Aged Studio 43
9 Yotta Games 16 ONESOFT 20
10 IGG 38 Level Infinite (Tencent) 45

Source: SocialPeta - Company Analysis; companies are sorted by their products' total deduplicated creatives from high to low.
Each game is counted as an advertiser.
Date Range: Jan. - Dec. 2023
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Global Websites of Advertisers on Platforms TOP 10

facebook G Googe d" TikTok

Rollic

Wargaming Group Limited

SUPERSONIC STUDIOS LTD

1 @rollic V¥ Cyprus 1 Visrael
’ Mighty Party ) Play Games24x7 Pvt. Ltd. , VOODOO
@mightyparty.game VY india V France
3 Squirrel Games 3 I;Iexters Global Ltd. 3 HOMAGAMES
Cyprus V France
4, Monday OFF 4 Yojoy Network Technology Co., Limited 4 Azur Interactive Games Limited
@MondayOffGame V¥ Hong Kong (China) VUK.
5 Dinosaur-Games 5 2K Games, Inc. s COGNOSPHERE PTE. LTD.
u.S. V Singapore
6  Red Carpet Games 6 S(S)_GNOSPHERE PTE. LTD. 6 MATCHINGHAM GAMES LIMITED
ingapore VUK.
, PR1 ,  EERE T BRI BIR AT , EYEWIND LIMITED
@winterwolfpaios V¥ Taiwan (China) V¥ Hong Kong (China)
8 Jackpot World Casino 8 MY.GAMES B.V. 8 MULTICAST GAMES LIMITED
@JackpotWorldCasinoNetmarble V¥ Netherlands V Cyprus
9 SayGames 9 Zego Global PTE. LTD g  WESTLAKE TECHNOLOGIES CO, PTE. LTD.
@saygames.fb V Singapore V¥ China
10 Evony 10 Vei Comunicacién Cooperativa de Trabajo Limitada 10 MY.GAMES B.V.
@Evony.The.Kings.Return V Argentina V Netherlands

Source: SocialPeta — Advertising Intelligence — Website Analysis; websites are sorted (from high to low ) by their total creatives
released on relevant platforms within the date range.
Date Range: Jan. - Dec. 2023
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Chapter Highlights

/01

Over 40K monthly active advertisers, up nearly 50% YoY

There were over 40K monthly mobile game advertisers in 2023, up nearly
50% YoY. Similar to the trends in 2022, most media buying activities
were at the beginning of the year and in May and June.

/ 02

Southeast Asia was the most competitive market in terms of
mobile games marketing in 2023

Southeast Asia surpassed Oceania to come in third with its monthly

mobile game advertisers, and had 135 monthly creatives per advertiser,
the highest among all regions.

/ 03

SLG game marketing slumped while casino game marketing surged
SLG game advertisers remained stable as compared to 2022, but SLG
game creatives accounted for a decline of 2.08%. Casino game advertisers
and creatives both accounted for an increase of over 1%.
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Advertising Trends in Global Mobile Games in 2023

There were over 40K monthly advertisers, up nearly 50% YoY. Similar to the trends in 2022, most media buying
activities were at the beginning of the year and in May and June.

60.0 K
Advertisers in 2022 = Advertisers in 2023
Monthly Creatives in 2022 ==eo==Monthly Creatives in 2023
50.0 K
Monthly Active Advertisers
‘
40.1 K YoY 49.6%1 100K
30.0K
L) @ B
Monthly Creatives 200K 2
155 YoY 36.5%
100K
0.0K
Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Source: SocialPeta, based on data that were captured and analyzed.
Date Range: Jan. 2022 - Dec. 2023
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Marketing Insights into Global Mobile Games in 2023

Increasingly high quality was expected from creatives by the market, so advertisers had to keep releasing new creatives to
attract players.

* In 2023, over 56K advertisers per quarter released new creatives, up 51% YoY, and there were over 60K advertisers with new creatives in Q4.

» The percentage of new creatives increased quarter by quarter to nearly 80% in the second half of the year.

70.0 K 94.10% 12.0M 79.13%

anrterly adve_rtlsers 60.0 K 10.0M
with new creatives 89.71% 91.97%
50.0 K 89.86%
90_76[:/”
56.5 K 90.57% ’ R 90.23% [
200K 68.65% 5
Average  percentage 6.0M S
-
30.0 K
som
] 20.0 K
Quarterly new creatives
10.0 K 2.0M
75.34%
0.0K 0.0M
Average percentage Q12022 Q2 Q3 Q4 Q12023 Q2 Q3 Q4 Q12022 Q2 Q3 Q4 Q12023 Q2 Q3 Q4
memm Advertisers with new creatives == Percentage New creatives == Percentage

Source: SocialPeta, based on data that were captured and analyzed.
Date Range: Jan. 2022 - Dec. 2023
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Marketing Insights into Mobile Games in Different Regions in 2023

Southeast Asia was the most competitive market in terms Monthly Advertisers in North Monthly Creatives in Southeast
L America: 27.6K Asia: 135
of advertising in 2023: ) _ ] : .
North America reported the highest number Southeast Asia had the highest monthly

* The region surpassed Oceania to become the No.3 with its monthly of game advertisers again, 2000 higher than creatives per advertiser, followed by
advertisers: that in Europe which came in second. China’s HK, Macao & TW. Both of them

) . . Southeast Asi do ia t recorded over 130 monthly creatives per
It had 135 monthly creatives per advertiser, the highest among all . o ) SRR ATE SEIERESE SEEIE 1 BEls :

in third. advertiser.
regions.
1 Monthly Advertisers ~ *  Monthly creatives per advertiser
32K
135
132
28K 128
125
24K
121 119
20K 117
114
16K
103

12K
8K
4K
0K

North America Europe  Southeast Asia ~ Oceania  South America  JP & ROK  South Asia China’s HK,  Middle East Africa
Macao & TW

Source: SocialPeta, based on data that were captured and analyzed.
Date Range: Jan. - Dec. 2023
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Advertising Insights into Mobile Games by Genre in 2023

Casual game advertisers and creatives remained to account for the highest percentages; SLG games recorded a downward
trend in advertising in 2023, with creatives accounting for a decline of 2.08% as compared to 2022.

% of Region with the . Region with the

Casual 29.38% 0.94% South America, 32.90% Casual 32.51% 9.50% South America, 36.11%
Puzzle 12.52% 0.80% North America, 13.19% Puzzle 11.18% 1.18% Africa, 14.89%
SIM 9.18% 0.03% JP & ROK, 10.81% RPG 10.20% 1.93% Chinz_}:\s}\/l’{félclz/éizao &
Action 7.83% -0.92% Middle East, 8.30% SIM 7 54% 1.19% JP & ROK, 10.32%
Casino 6.23% 1.90% South America, 6.56% Casino 6.85% 1.25% South America, 8.75%
RPG >.T1% 0.4%% 5 ROK. 7.69% SLG 6.59% -2.08% Middle East, 8.69%
Arcade 5.02% -0.97% North America, 5.91% Action 5.68% 121% China’s HK, Macao &
TW, 7.43%
slhe B L% e Card 5.07% 0.12% South Asia, 8.10%
Card 3.98% -0.18% South Asia, 5.08% Arcade 3.30% 0.50% Europe, 3.88%
Adventure 3.98% -0.43% Europe, 4.10% Adventure 5 88% 1.82% China_’rsv\iﬂgjzl\z/l(;)cao &

Source: SocialPeta, based on data that were captured and analyzed.
Date Range: Jan. - Dec. 2023
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Advertising Insights into Mobile Games on 1I0S & Android in 2023

On Android, casual game advertisers accounted for over 1/4 of total advertisers, and casual, puzzle, and SIM
advertisers accounted for the top 3 biggest shares.

% of Advertisers by Genre in 2023

Android i0S
%o of Advertisers on iOS

23% Mid-core and hard-core game
advertisers accounted for a much
higher percentage on iOS than on

Puzzle Android.
% of Advertisers on Android

77%

On Android, the number of casual game
Arcad ot advertisers was over 6 times that on iOS,
Arcade | Action and the number of RPG advertisers was

over twice that on iOS.

Casual

Source: SocialPeta, based on data that were captured and analyzed.
Date Range: Jan. - Dec. 2023
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Advertising Insights into Mobile Games by Genre in 2023

Advertisers on iOS accounted for less than 30% in all quarters except for Q1 2023. Creatives per quarter on Android
were 35% more than on iOS.

Creatives per
qguarter on iOS

177

Creatives per quarter
on Android

Advertisers Creatives Advertisers  Creatives Advertisers Creatives Advertisers Creatives 239
Ql Q2 Q3 Q4

Source: SocialPeta, based on data that were captured and analyzed.
Date Range: Jan. - Dec. 2023




Mobile Game Creatives by Type

% of creatives by type in 2023

Carousel,
0.25%

Playable,
2.14%

Image, 19.83%

Video, 76.46%

Estimated average impressions of mobile
game creatives in 2023

140.5K

10S: 220.5K
Android; 128.4K

Source: SocialPeta, based on data that were captured and analyzed.
Date Range: Jan. 2022 - Dec. 2023
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% of impressions of video and image creatives for mobile games

Impressions of video creatives accounted for an increasingly smaller share.

Thanks to AIGC, image creatives were gaining popularity again, leading to a
bigger share of impressions.

11.15% 9
13.74% I 15.9290 [ 1 (605

0,
58.9570 [ 85.91% WM 53249 [ 50 210 I 50.47% [ 75 56%

202201 Q2 Q3 Q4 2023Q1 Q2

17.47% 19.55% 20.28% 20.17%

77.28% 76.30%

= Video Image  m Other
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% of Game Ad Creatives by Type in 2023

Nearly 80% of video creatives were 30 seconds or less in length, and square image creatives accounted for over 50%.

Common lengths of video Common resolutions of
Top video creatives by length: Top image creatives by resolution: creatives image creatives
30s, 15s, 29s 1080 x 1080 |
30s 17.97% } 1080 x 1080 22.69%
600 x 600 !
800 x 800 15s 6.21% 600 x 600 17.26%
: . - . 29s 5.66% ' 800 x 800 12.99%
% of video creatives by length % of image creatives by format |
28s 4.34% 1200 x 628 7.46%
>30s, i
20.22% Landscape, 25s 4.20% ! 1200 x 1200 5.00%
12% ;
27s 3.85% {1000 x 1000 3.84%
o 265 376% | 1080x 1920 3.07%
17.97% |
20s 3.75% | 338x600 2.03%
16-29s, |
(0} 1
46.76% Square, 24s 344% | 600314 1.63%
53% ;
23s 321% | 1920x1080 1.29%

Source: SocialPeta, based on data that were captured and analyzed.
Date Range: Jan. - Dec. 2023
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Chapter Highlights

/01

2023 saw a steady rise in global advertisers

The USA had over 26K monthly game advertisers.

Southeast Asia had over 19K monthly game advertisers.

South America had over 17K monthly game advertisers.

China's Hong Kong, Macao & Taiwan had over 14K monthly game advertisers.
Middle East had over 14K monthly game advertisers.

Japan had over 13K monthly game advertisers.

/ 02

Nearly 60% of advertisers globally released new creatives every month

Japan and China's Hong Kong, Macao & Taiwan accounted for nearly 40% of iOS game
advertisers, while South Korea and Southeast Asia had a dominating share of Android ad
creatives.
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Advertising Insights into American Gaming Market in 2023

* The U.S. had over 26K monthly game advertisers, % of Advertisers and Creatives on iOS

among the world's highest. % of Ad Creatives by Type & Android

* The U.S. accounted for an amazingly big share of

® iOS = Android

74.46% 29_33 31.48%

I Video " Image # Other

0
advertising on Android. 20.73%

* The number of advertisers was generally on the
decline, rebounding significantly in March, June,
and August, and doing better in the 2nd half of the
year than in the 1st half.

% of creatives on different advertising Advertisers Creatives
platforms
Other, Advertising Trends in American Mobile Games
AppLovin, 8.85% FB,
4.92% 22.81% mmmm \onthly advertisers =¢=" of advertisers with new creatives ©—9% of new creatives
76.89%
290K prevm s [77.28% -
76.14% 77.28% 8.05% o
15.59% 27.0K O =
o 37.80% 43 20 1258 gug soow  4080%  4239% o2
25.0K 32 50% 33.59% 35.39% 35.78% -.6U70
Instagram 24.0 K
, 16.15% 23.0 K
Messenge 22.0K
r, 15.70% AN 21.0K
15.98% May Aug Sept Oct

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023
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Advertising Insights into Japanese Gaming Market in 2023

* Japan had over 13K monthly game advertisers.

. . . % of Ad Creatives by Type % of Advertisers and Creatives on iOS
* In the Japanese gaming market, there was an increasing & Android
polarization as old games increased and new games
18.96% = iOS = Android

sharply dropped.
* Due to “Galapagosization”, a term of Japanese origin
referring to an excessive focus on the local market, Japan

had over 40% 10S game advertisers, the highest globally.

_ _ o 76.49%
% of creatives on different advertising

I
platforms !
mVideo =®Image = Other

Other, Advertisers Creatives

12.83% FB, - . .
ironSource 22 65% Advertising Trends in Japanese Mobile Games

, 3.49%

= Monthly advertisers =¢=" of advertisers with new creatives 0% of new %
16.0 K 66.93% M 69.11% 68 61% | 68.60%
Messenger LN 50.53% & 59.84% B 58.83% M < 059,
, 14.72% 120K

10.0K 39 21%

Google 32 17%

32.39%
Ads, BOK 25 33% 26 67% 2908% 2696% 28.87% ° 2737% 2955% 3037% 57599
16.39% 60K
40K
Instagram 20K
0.0 K

15.11%
Aug Sept Oct

AN,
14.81%

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023
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Advertising Insights into South Korean Gaming Market in 2023

e South Korea had over 12K monthly game advertisers. F . ;
ye ‘ % of Ad Creatives by Type % of Advertisers and Qreatlves on iOS
* Thanks to the growth of Samsung's mobile phones, & Android

South Korea recorded the highest percentages of 20.06% = iOS = Android
Android advertisers and creatives in the world.
* In 2023, South Korea reported a steady rise in the
number of advertisers.
75.88% 27.16% 26.81%
% of creatives on different advertising
latforms i . .
Other g m e phiagesR Other Advertisers Creatives
11.06% FB . . .
29 86% Advertising Trends in South Korean Mobile Games
= Vonthly advertisers == of advertisers with new creatives ©—% of new creatives
16.0 K
Messenger, [ 65.80% |  66.26% [ 65.37% [l 65.07%
15.07&) 140K 60.22% . : 6 63.89%
12.0K o O .
10.0K 40.59%
Goog|e 8.0 K . . .0 35.20% 34.60% ’ 32.71% P
Ads : 2751%  27.56%  90-16%  ,euoy  29.01% 26760  29:54% 29.74%
:) 6.0 K
AN 16.81% 40K
15.13% Instagram 20K
15.47% %\
Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023
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Advertising Insights into the Gaming Market of China's Hong Kong, Macao
& Taiwan in 2023

* China's Hong Kong, Macao & Taiwan had nearly % of Ad Creatives by Type % of Advertisers and Creatives on iOS
14K monthly game advertisers. & Android

* Taiwan (China) topped the others with its advertisers 17.75%

® iOS = Android

and Hong Kong (China) released the most ad
creatives.
* Opverall, the number of advertisers was on a steadily

rising trend and peaked in September.

3365

78.58%
% of creatives on different advertising 2 Video | .
platforms Ideo ®Image =Other Advertisers Creatives
Other,
. 7.60% FB, Advertising Trends in Mobile Games in China's Hong Kong, Macao & Taiwan
ironSour 24.02%
(3006@4% ' mmmm \onthly advertisers == of advertisers with new creatives ©—% of new creatives
1? f(s)zy Lo 70.34% I 69.43% [ 68,2496 il 68.57% 71-21% [67.77% |
-1U% 160K Y= 59.56% |
140K P ‘ F .
120K .
41.48%
Instagram, 6.0 K
Messenger 16.67% 40K
, 16.30% 20K
AN 00K
16.37% Aug  Sept  Oct

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023
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Advertising Insights into Southeast Asian Gaming Market in 2023

* Southeast Asia had nearly 20K monthly game

% of Ad Creatives by Type % of Advertisers and Creatives on iOS
advertisers. & Android
* The Philippines had the most advertisers while 18.32% i8N ndroid

Vietnam released the most ad creatives.
* Casual puzzle game advertisers accounted for over

50%, contributing to half of the Southeast Asian
gaming market

% of creatives on different advertising

platforms m Video 1 Image = Other Advertisers Creatives
Other,
8.49% FB Advertising Trends in Southeast Asian Mobile Games
ironSourc 24.68% . . ) ) )
3.40% : mmmm Monthly advertisers =@="0/4 of advertisers with new creatives o0 of new creatives
74.91%
Messenger, 250K 74.91%] 70.48% gl 70.48% [l 70.10%
15,515 ---
200K o0 O = I
43.75%
oK . -0 . . 35.04% 35.35%  3453%  35.47%  35.20%
29.59% 31.41% . :
Google 100K
AN, Ads, 50K
15.60% 16.51%
Instagram, 0.0K
15.81% Jan Feb Mar Apr Jul Aug Sept Oct Nov Dec

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023
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Advertising Insights into South American Gaming Market in 2023

* South America had over 17K monthly game
advertisers.

* Brazil was ranked No.l in terms of both advertisers
and ad creatives in the South American market.

* Mini-game advertising was more effective. The top 3
game advertisers of the year were [Epic Heroes],

[Mafia City], [Mighty Party], respectively.

% of creatives on different advertising

platforms
Other,
Kwali, 9.58%
0 FB,
2:33% 25.80%

Google Ads,
9.19%

Messenger,
17.45%
Instagram,
17.92%

AN,
17.73%

25.0K

200K

150K

10.0K

50K

0.0K

%o of Advertisers and Creatives on iOS
& Android

% of Ad Creatives by Type

15.50%

miOS = Android

80.94%

2139%

Creatives

m Video u Image = Other Advertisers

Advertising Trends in South American Mobile Games

mmm Monthly advertisers == of advertisers with new creatives ©—9% of new creatives

el B ] - H l
44.13% 43.59% 42.91% 39.58%
_ — Tt e 6455 i i IS 3 41% T 35%%
29.45% 9.6 . I
Jan AlD Sept o

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.

Date Range: Jan. - Dec. 2023
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Advertising Insights into Middle Eastern Gaming Market in 2023

* The Middle Eastern market was among the world’s
leading markets in terms of monthly advertisers and
proportion of advertisers with new creatives.

* Meanwhile, Middle East had the highest share of
video creatives globally, thanks to the region’s
complete network infrastructure and  high

popularizing rate of smartphones.

% of creatives on different advertising

platforms
Other,
ironSource ~ 9-13%
, 4.49% FB,
27.43%
Google Ads

5.52%

Messenger,
17.65%

Instagram,

AN, 18.02%

17.76%

18.0K
16.0K
140K
120K
10.0K
8.0K
6.0K
40K
20K
0.0K

9% of Ad Creatives by Type % of AdvertisegsA andd C?geatives on iOS
ndroi

11.10%

m iOS = Android

83.83%

" Video ®Image ¥ Other Advertisers Creatives

Advertising Trends in Middle Eastern Mobile Games

mmmm Monthly advertisers == of advertisers with new creatives ©—% of new creatives

(62,25 | | 68.30% [ 68.39% [N 67.530 [l 68.21% LTI IS
62.25% .
57-44% 56.30% Il 56.68% [ 55,620 MR224%
o
35.85%
. 31.59% 30 84%

25 63%  25.46%  26.20%  2556%  27.12% ; : i 2577%  26.04%  26.25%  26.20%

Mar Apr May

Jul Aug Sept Oct Nov Dec

-¢I

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.

Date Range: Jan. - Dec. 2023
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Chapter Highlights

/01

SLG mobile game creatives: start with eye-catching 3s

Europe, Middle East, and Southeast Asia saw a sharp rise in advertising. Popular new
games were distinguished by their features and high quality. AAA games were
emerging in an endless stream. SLG game creatives often rely less on game strategies
and more on visual impact to attract people. Mini-game ad creatives that contain
dramatic stories and begin with sexy or life-threatening elements can easily catch
people’s eyes.

/ 02

SIM mobile games’ monthly updated mini games
In terms of impressions, SIM games’ video creatives topped all other types of

creatives. Popular new games were mainly simulator, business simulation, and life
simulation, among which idle business simulation was widely applicable. Century
Games and Dragonplus achieved high performance again by using ASMR mini
games. And Century Games updated its games frequently to keep up with the latest
gaming trends. The trick was to attract more attention through mini-game advertising
and improve user conversion rate through gameplay.
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Advertising Insights into SLG Games in 2023

SLG mobile games had great potential in markets including Southeast Asia and Middle East. In this game genre, popular
new games were distinguished by their features and high quality, and AAA games were emerging in an endless stream.

Creatives for SLG game advertisers in different regions in % of new creatives for SLG Popular SLG game advertisers in 2023

2023 games by type

BN Monthly on iOS mmmsm Monthly on Android ==@== % of monthly new creatives

18K

16 K
First Release Date: 31/12/2022

14K
12K -
10K 79.41% P
0.8 K i Total Deduplicated Creatives: 12K
- ® Video = Image = Other
0.6 K
0.4 K : .
Impressions per video creative: 90.9K gy VWhiteout Survival
02K il First Release Date: 28/9/2022
Dok Impressions per image creative: 87.7K & Total Deduplicated Creatives: 33K

North Europe Oceania Southeast  South JP & China’s HK, South Middle Africa
American Asia America ROK Macao & TW Asia East

19.11%

»= Dragonheir: Silent Gods
% First Release Date: 26/7/2023

Total Deduplicated Creatives: 19K

32%

0,

31%

Beast Lord

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023
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SLG Games’ Popular Creatives

SLG game creatives often rely less on game strategies and more on visual impact to attract people. Mini-game ad creatives
that contain dramatic stories and begin with sexy or life-threatening elements can easily catch people’s eyes.

Pattern 1 Pattern 2 Pattern 3

Mini-game  advertising A common formula for Gender-targeted flirting

popular creatives is “life- marketing is brilliantly

effective on certain user

| has been trending since its
sudden boom in 2022.
Currently, parkour and
tower climbing are still

threatening +  items
groups. Besides sexy
elements, the creatives

choosing +  problem-
solving +  deliberate
the most effective and failure”. often include dramatic
stories about “the hero
saves a beauty”, “a beauty

is mistaken”, and so on

widely accepted in mini-
game advertising.

Click to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the new and relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023



https://sp2cdn-idea-global.zingfront.com/sp_opera/775b67b39b52f01c58ce304c3f58f461.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/c16eb577352d317edd175c639132991a.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/e85db29bef52dcaeda7b3f4ae2284dab.mp4

Advertising Insights into SIM Games in 2023
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In terms of impressions, SIM games’ video creatives topped all other types of creatives. Popular new games were mainly

simulator, business simulation, and life simulation, among which idle business simulation was widely applicable.

Creatives for SIM game advertisers in different regions in

B MonthlyoniOS  mmmmm Monthly on Android «=@== % of monthly new creatives

45K

40K
35K
30K
2:5
2.0
15
1.0
0.5

00K North Europe  Oceania Southeast South JP &  China’s HK, South Middle  Africa
American Asia  America ROK Macao & TW Asia East

34%

30%

29%

A

A

~

A~

~

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023

% of new creatives for SIM
games by type

13.93%

79.98%

1Video mlImage = Other

Impressions per video creative: 101.3K

Impressions per image creative: 110.7K

Popular SIM game advertisers in 2023

Pokénon Sleep
First Release Date: 12/7/2023
Total Deduplicated Creatives: 2K

BB
First Release Date: 6/3/2023
Total Deduplicated Creatives: 8K

Happy Hospital
First Release Date: 22/12/2022
Total Deduplicated Creatives: 17K
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SIM Games’ Popular Creatives

SIM games’ potential users are mostly female, and the creatives are mainly about dramas, novelty, and appreciation of
ugliness. Creatives for many simulator games often start with a live-action video which is followed by an in-game
simulation of game mechanics.

Pattern 1 Pattern 2 Pattern 3

Common heroine Many creatives can be
formed by combining

different patterns

A combination of a live-
revenge stories are

cliché but useful,

action short video and an

in-game  simulation  of \
involving unfaithful 15 game  mechanics, the
husbands,  cheating :
boyfriends, and

disloyal besties.

including “live-action
scenarios + dumped by
boyfriends + in-game
battles + you have been

creative is  amazingly

effective.

playing a fake game”.

He d"élete’d my.game!!!

-

Click to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the new and relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023



https://sp2cdn-idea-global.zingfront.com/sp_opera/f0397000997eb8354bc55924d7bcf687.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/5e3309153bf9312b764ad40db9e5a7ff.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/91390be6d280eedcb381b83085e22154.mp4

Advertising Insights into RPGs in 2023
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RPGs basically can be divided into two groups: 1. ACG gacha games; 2. dark hard-core fantasy games.

Creatives for RPG advertisers in different regions in 2023

I Monthly on iOS

25K 46%

Emmm Monthly on Android ==@== % of monthly new creatives

20K 37%
"
15K
10K
05K I
0.0 K

North  Europe Oceania Southeast  South
American Asia America

JP & China’s HK, South  Middle Africa
ROK Macao & TW Asia East

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023

% of new creatives for RPGs by
type

28.30%

70.07%

m Video I Other

mlmage

Impressions per video creative: 66.2K

Impressions per image creative: 65.7K

Popular RPG advertisers in 2023

Honkai: Star Rail
First Release Date: 29/12/2021

Total Deduplicated Creatives: 19K

Monster Hunter Now
First Release Date: 4/8/2023

Total Deduplicated Creatives: 3.1K

S&HEE: BEE
First Release Date: 16/6/2023

Total Deduplicated Creatives: 27K
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RPGs’ Popular Creatives

Unlike SLG games, RPG creatives are often strongly associated with the gameplay and the game's built-in controls, such as Al
portrait generation, world map, gacha and other patterns for video creatives.

Pattern 1 Pattern 2 Pattern 3

The whole gacha is live-
streamed, highlighting the
drop rate of important
| cards in game. Different
gacha creatives can be

The creative is a display A practical and widely
applicable marketing
pattern: live-action short

video + local online

of in-game Al portrait
generation, highlighting
the game’s high degree of
customization and

generated by combining

celebrity cosplay + the streamer’s instant

popular character reaction, such as

bringing out the female
character’s gracefully
slender figure in order to
attract more people.

appearance. exaggerated expression,

calming speech, or future
training of cards.

/HO WE GOT

Click to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the new and relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023



https://sp2cdn-idea-global.zingfront.com/sp_opera/21cd652311800ae5ae91f9a483242c64.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/c366d92cb8d1d490b650495991342ff5.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/2851130ec79ac66ff95605f86e7f5052.mp4
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Advertising Insights into Board Games in 2023

Board mobile games reported more stable numbers of advertisers and creatives on iOS. Board games had a large target audience in
North America and Africa. Social interaction is also a big selling point of board games.

Creatives for board game advertisers in different regions % of new creatives for board Popular board game advertisers
in 2023 games by type in 2023

mmmm Monthly oniOS mmm Monthly on Android  ==@w== % of monthly new creatives

Hidden Objects

22.10% First Release Date: 20/3/2023

12K
Total Deduplicated Creatives: 1.7K
10K
31%|
31%
08K 26% R MONOPOLY GO!
74.86% k + 2% First Release Date: 1/7/2022
PR _ "7 Total Deduplicated Creatives: 26K
m Video glImage ; Other
0.4 K
02K Impressions per video creative: 96.1K R ]
First Release Date: 4/2/2023
0.0K Impressions per image creative: 95.8K Total Deduplicated Creatives: 5.6K

North Europe Oceania Southeast  South JP & China’s HK, South Middle  Africa
American Asia America ROK Macao & TW Asia East

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023
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Board Games’ Popular Creatives

Board game creatives focus on displaying game features and how social interaction is conducted through games. They are a
wonderful combination of gaming and social interaction.

Pattern 1 Pattern 2 Pattern 3

m -

Critical moment + S The creative combines Live-action introduction +
game display +

enthusiastic ~ speech  +

problem-solving + end in S gameplay and nostalgic
failure background, amazingly

A effective  on  specific subtitle performance. It’s

gamers. very convincing.

Click to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the new and relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023



https://sp2cdn-idea-global.zingfront.com/sp_opera/fefacfac6ac7064139b0ab0c51bfd682.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/5692e19054ff2736095726528e951495.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/51ac3897d0cb50a4ca32c1fc2186b27a.mp4
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Advertising Insights into Casual Games in 2023

Casual games reported the highest numbers of advertisers and creatives among all game genres. Popular new casual games
featured Roguelike, parkour, and social interaction.

Creatives for casual game advertisers in different regions % of new creatives for casual Popular casual game advertisers
in 2023 games by type in 2023
BN Monthly on iOS s Monthly on Android ==@== % of monthly new creatives 14.13% NGRS

First Release Date: 7/8/2023
Total Deduplicated Creatives: 5.4K

140K

. 32%
120K o Ea -
100K 26%
Weapon Craft Run
LS 80.89% A« First Release Date: 13/3/2023
60 K Vi Total Deduplicated Creatives: 23K
ideo #lmage = Other
40K
Impressions per video creative: 90.5K x’_‘@ Eggy Party
2ok b @wt First Release Date: 7/9/2023
Dok Impressions per image creative: 95.9K 5_..--% Total Deduplicated Creatives: 2K
North Southeast ~ South JP & China’s HK,

Europe Oceania South Asia Middle East Africa

American Asia America ROK Macao & TW

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023
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Casual Games’ Popular Creatives

A casual game’s ad creatives are often entirely based on the game’s contents, except for some changes to the BGM and

gaming mode. Casual games themselves are suitable materials for live-streaming. UGC ad creatives can spread at a

dramatically high speed.

Pattern 1 Pattern 2 Pattern 3
:‘%: — = o
Real-time recording of in- ~ Trendy catch  phrases Deliberate ~ failure  +
: ; game content + sexy and " online in foreign countries reactions to the BGM
Ll flirting + ASMR sound effects + rhythms + end in failure,
- encouraging people to try

B tf

-
simulated interaction C .
o o during live  streaming, V it.
J ) - e . .
; %, ‘“ \i displaying the game’s
F .“E, charm. -

Click to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the new and relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023



https://sp2cdn-idea-global.zingfront.com/sp_opera/d38faca6e8b5e96ae410f06c095c04d0.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/c5d797b483b17e102406953fe6f91321.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/d1a46aba151ec60d11526685972a018e.mp4
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Advertising Insights into Casino Games in 2023

Casino games had a dominantly high percentage of creatives on Android. Old game advertisers remained
on the charts for years without being surpassed by any new games.

Creatives for casino game advertisers in different regions % of new creatives for casino Popular casipo game advertisers
in 2023 games by type in 2023

‘L
I Monthly oniOS mmmm  Monthly on Android — «=@-== % of monthly new creatives

N

N Jackpot World™
0, .,
AR TR fmm First Release Date: 8/6/2018
WEeRLED

Total Deduplicated Creatives: 188K

16K

14K

LK - Coin Master

10K 2995 I 30% - 75.04% 2= First Release Date: 4/4/2016

A9 ) Total Deduplicated Creatives: 76K
' m Video mImage = Other

06K

04K Impressions per video creative: 61.9K Solitaire

02K First Release Date: 29/10/2019

Dok Impressions per image creative: 59.7K Total Deduplicated Creatives: 18K

an:?ican Europe  Oceania iz;\igheast i?rl:gr]ica ;Pof‘( I(\:/Il::;c;s&ﬂ'll'(\/,v South Asia Middle East  Africa

Source: SocialPeta — Advertising Intelligence, Country/Region Analysis; the data were analyzed and sorted.
Date Range: Jan. - Dec. 2023
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Casino Games’ Popular Creatives

Casino game creatives are often very simple, with convincing live-action and the lure of money.

Pattern 1 Pattern 2 Pattern 3
)ELETE YOUR FAKE BING! - (
; RIGHT NOW! C

o

: A trendy pattern on A romantic drama Real money has the

# TikTok followed by a
: ! recommendation of the

scenario combined with strongest  impact  on

an in-game story, which casino gamers.
makes the game more

appealing.

. game

Click to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the new and relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023



https://sp2cdn-idea-global.zingfront.com/sp_opera/2b41b44b7fcfb8e051c8de1de0b67471.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/f5242ad6c214b18d7239617940c70c43.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/13ef69e7475e1d938b48ecfbd9226b89.mp4
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Marketing Insights Into
Hit Mobile Games in 2023
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Chapter Highlights

o1 _

Card RPGs became the fastest growing, while “live broadcast + in-
game scenes” was an effective pattern among popular creatives.
Ad creatives featured a combination of KOL live broadcasting and in-game scenes,

engaging the attention of the audience, and also promised to have rewards such as “80
Free Pulls”.

/ 02

[Whiteout Survival] released creatives focusing less on conflicts
and more on construction.

Unlike other SLGs, the game’s popular creatives deliberately cut down on conflicts
and focused on construction and amusing mini-game contents.

/ 03

Overseas social games favored live-action creatives or celebrity
endorsement ads.

In the overseas market, live-action ad creatives were often distinctively high-quality
videos containing a wonderful combination of in-game scenes and scenes of life.
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A Hit Card RPG in 2023

Released in April 2023, the game won the “Best Mobile Game award at TGA 2023”.

Honkai: Star Rail Curves of the Game’s Ad Creatives in 2023

An ACG turn-based card game by miHoYo ,
12K '
10K

Advertising Data 0.8 K

First advertising date: November 2019 0.6 K

Total deduplicated creatives: 20.2K HOYOVeRSc 04K

) ) 02K
% of Ad Creatives by Type Top 10 countru_as_/reglons e
by advertising
o=
USA ' 30K I'l
Image, |
4.10% Canada 25K
: SouthKoreaT 7]
Australia T/ 1] 21N
Hong Kong (China) =———7 15K
Taiwan (China) ]
Japan ] 1%
(V] G — 05K
Video, France /] BRI
92.02% Macao (China) /] 1/1 21 31 41 51 6/1 71 8/1 91 101 111 1211

Source: SocialPeta - Advertiser Analysis, displaying the new or relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023
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Honkali: Star Rail’s Popular Active Ad Creative

N\ - .
‘ Advertised on: (r TikTok
-~
Y I\ Estimated Impressions: 29.8M
/% i Features:
!L.E’:lf '
1HOYOVERSE

It features a combination of KOL live broadcasting and in-game
scenes, engaging the attention of the audience, and also promises

to have rewards such as “80 Free Pulls”.

Click to play
the complete
creative

129.3K 24K

Estimated

Likes :
conversions

Source: SocialPeta - Advertiser Analysis, displaying the new or relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023



https://sp2cdn-idea-global.zingfront.com/sp_opera/d23adb440c851282e886081fb764d6ec.mp4

A Hit SLG in 2023

The most outstanding and fast-growing new SLG

Whiteout Survival

a frozen apocalypse survival SLG by Century Games

Advertising Data
First advertising date: September 2022
Total deduplicated creatives: 33.1K

% of Ad Creatives by Type Top 10 countries/regions

by advertising

USA '

Canada ———1

Germany T/
Taiwan (China) =
Australia —
Hong Kong(China) =
Thailand 1
Japan 1
Video, France T
75.56% Saudi Arabia T

Image,
23.06%

Source: SocialPeta - Advertiser Analysis, displaying the new or relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023

eP CocinlPein

Curves of the Game’s Ad Creatives in 2023

g

25K '

20K
15K
1.0K
05K

00K

30K
25K
20K
15K
10K
05K

00K
1/1 2/1 31 4/1 5/1 6/1 7/1 8/1 9/1 101 111 1211
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Whiteout Survival’s Popular Active Ad Creative

Advertised on: Q unity ADS
Duration: 74 days

Features:

Unlike other SLGs, the game’s popular creatives deliberately cut

down on conflicts and focused on construction and amusing mini-

game contents.

Click to play
the complete
creative

Oct. 2 794.4K

Estimated

First release .
Impressions

Source: SocialPeta - Advertiser Analysis, displaying the new or relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023



https://sp2cdn-idea-global.zingfront.com/sp_opera/37e1abfe3dba424d7c65cf5866bbf3f9.mp4
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A Hit Action Shooter Game in 2023

Since its global release on 14 July, the game had been allocated with the most marketing efforts from Level
Infinite, an international brand of Tencent, for the second half of the year.

Arena Breakout Curves of the Game’s Ad Creatives in 2023

A hard-core immersive shooter game by Tencent

30K "
. . 25K
Advertising Data 20K
First advertising date: November 2022 1.5 K
Total deduplicated creatives: 13.0K 1.0 "
0.5 K
% of Ad Creatives by Type Top 10 countries/regions A0
by advertising
i 18K B
Image Thailand ] 12 . "'
g¢, USA I :
2740(%) Japan ] 14K
Canada —1 12K
Australia —] 10
Brazil O 82 E
Video, _ Fraﬁce ] 0'2 K
72.54% Taiwan (China) O :
Singapore 0 L

1/1 2/1 31 4/1 5/1 6/1 7/1 8/1 9/1 101 111 1211

Source: SocialPeta - Advertiser Analysis, displaying the new or relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023
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Arena Breakout’s Popular Active Ad Creative

Advertised on: .\ Google Ads

Duration: 57 days

Features:

Creatives with rhythmic BGMs are often effective and
welcome. Many shooter games are inclined to have ad creatives
that are fun to watch. Exciting games and funny ads work well

together.

342 344.5K

Click to play the
Estimated complete creative

Impressions

Popularity

Source: SocialPeta - Advertiser Analysis, displaying the new or relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023


https://sp2cdn-idea-global.zingfront.com/sp_opera/5acda581c25155ffd38cede43bc98b31.mp4
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A Hit Board Game in 2023

The game grossed over $1 billion in global revenue within 7 months after its release, becoming the biggest hit among all
mid-core and light games overseas.

MONOPOLY GOl! Curves of the Game’s Ad Creatives in 2023

A Monopoly-like board game by Scopely

i
25K ’
o 20K
Advertising Data
15K
First advertising date: July 2022
Total deduplicated creatives: 26.3K LOK
05K
% of Ad Creatives by Type Top 10 countries/regions by I
advertising
Image, USA | 40K '“|
6.24% Canada o
Australia T 30K
Netherland T/ 1 25K
France —— 1 20K
Singapore /1 15K
Norway 1 10K
O 0'5 K
Video, Brazil T/ '
92.86% Germany T 0.0k

1/1 2/1 3/1 4/1 5/1 6/1 7/1 8/1 9/1 10/1 111 1211

Source: SocialPeta - Advertiser Analysis, displaying the new or relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023
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Advertised on: Youl[li':

Release date: Jan. 24, 2023

Features:

In the overseas market, live-action ad creatives were often
distinctively high-quality videos containing a wonderful

combination of in-game scenes and scenes of life.

"t‘#hm‘éokz
53.8K 11.8K : '

Click to play the
Estimated Estimated complete creative

conversions Impressions

Source: SocialPeta - Advertiser Analysis, displaying the new or relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023


https://sp2cdn-idea-global.zingfront.com/sp_opera/d6009f9734a679b1edc66a189e53ec43.mp4
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A Hit Casual Game in 2023

With its media buying far exceeding that of SLGs and its classic gameplay, the game remained among Top 10 on
the free game charts in many markets for a long time.

Block Blast! Curves of the Game’s Ad Creatives in 2023
A tile-matching casual game by Hungry
Studio 35K "
.. 30K
Advertising Data
25K
First advertising date: April 2022 20 K
Total deduplicated creatives: 60.5K 15K
10K
% of Ad Creatives by Type . ) 05K
b Top 10 countries/regions 0.0K
by advertising
Image, USA I 70K '“'
2.67% India 6.0 K '
Indonesia 7] 50K
Brazil —1
Canada —1 48
UK T3 30K
Australia 1 20K
Mexico 1 10K
Video, Germany T 0'0 K
L5 South Korea | w1 21 31 41 51 e 74 8 91 101 111 121

Source: SocialPeta - Advertiser Analysis, displaying the new or relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023
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Advertised on: faceboolk

Duration: 88 days

Features:

Good ad creatives for classic casual games are often the hardest
to get. Though it is often a display of how to play the game, the
trick is to add exciting moments and highlight the game’s
Innovations.

Click to play
@l the complete

7 O 2 7 97 | 1 K | | :!' :ZECCZ;FE creative

- Estimated | B =——)
Popularity . oy
Impressions EE--CTE- TEECTCETE

|

e
TTTEEEEE T

r—
- -
- -
- -

Source: SocialPeta - Advertiser Analysis, displaying the new or relatively popular creatives within the date range.
Date Range: Jan. - Dec. 2023



https://sp2cdn-idea-global.zingfront.com/sp_opera/673d1c2a0c2520ae9792353b9e59d6c9.mp4
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Overview of Key Marketing
Cases of Mobile Games in 2023
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Mini-Game Advertising, the most popular form of media buying in 2023

Since mini-game advertising was first applied,
game companies have been bothered by
problems including gamer frauds, poor union
with main gameplay, dissatisfactory user
acquisitions, and low user retention rates.

Nowadays, mid-core and hard-core games are
having lighter and lighter gameplay, and ACG
minigames are booming. Having their many
doubts dispelled, game companies embrace
mini-game advertising with no hesitation. Mini-
game advertising has evolved from “main
game+ mini-game” into “mini-game +”. 2023
witnessed the full evolution and overall
popularization of mini-game advertising. - : ' ans

Sexy + Tower Shooter + Hitting Live-action short

Mini-game ad creatives have changed from climbing gates + X video + Puzzle ASMR
awkwardly added mini-games to well-designed ‘
three-stage creatives. For example, the The upgradable characters are
universally popular formula of “eye-catching usually male. It often starts
start + gameplay display + deliberate failure”. with cheating and adultery,

Live-action short video
creatives suit the tastes of users
on short-video platforms and
attract non-core gamers to
complete user conversion.
Short videos often start with
live-action playing of
minigames and smoothly cut to
in-game scenes.

Various immersive videos
about popping pimples,
squeezing out blackheads, teeth
brushing, face washing and
skin care are popular with
people around the world.
Wonderfully soothing audio +
peaceful and quiet scenes
together form the specially
relaxing ASMR.

Gates and obstacles serve as
temptations to the audience,
engaging them in the creative.
When the audience try to
figure out a way, they would
wonder if that is a right way
and how the creative will end.
All the thinking and hesitation
would be an immersive
experience for the audience.

sexy beauties, heroic rescue,
and other exciting elements,
making direct visual impact.
Tower-climbing creatives are
different mainly in maps and
directions of climbing.

www.socialpeta.com



https://sp2cdn-idea-global.zingfront.com/sp_opera/6ba1077445b3052fecfd43b0abff6201.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/1e166bf148a6d9344c20e9291204155c.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/4157f6d9a3418d58b48bc27144266be5.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/5dba5c3b405dff9b9f514c07e618776a.mp4
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Century Games’ [Dragonscapes Adventure] Regained Popularity Througff

Mini-Games

Old games coming back:
Published in December 2022, Dragonplus’ hospital business simulation mobile game [Happy Hospital] became a big hit in 2023 thanks to ASMR mini-game advertising. The game achieved a total of

over 5.3 million downloads in May and remained on the AppStore chart of Top 5 free games in the U.S. for one month.
Similarly, Century Games’ farm business simulation mobile game [Dragonscapes Adventure] gained rising downloads and revenue 3 years later since it was published, thanks to its frequent updates of

mini-game ad creatives, game ICONs, and images of inventory items.

LocinlPein

Monthly updates of mini-games:
A game and its mini-game ad creative used to be tightly bound together, for example, [Evony] and pin pulling, [Hero Wars] and tower climbing, [X-Hero] and saving dog heads. Game companies would

release fixed mini-game creatives for a game continually within a year, in order to bind the game’s main gameplay with its mini-games. However, mini-games, just like short videos, are oddly charming
and addictive but very easy to copy and go out of fashion.

However, Century Games thought out of the box and made a change by frequently updating at least
10 mini-game creatives within just 1 year, including saving dog heads, ASMR, parking lot, ring
puzzle, pushing boxes, one uninterrupted-line drawing, and fried yogurt. The company generously
updated mini-games every month and released new ad creatives frequently for the purpose of
acquiring more users for its games. /

www.guangdaca.1:t



https://sp2cdn-idea-global.zingfront.com/sp_opera/cb4915ea9c59b14c825e0ce69efd4b4c.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/cb4915ea9c59b14c825e0ce69efd4b4c.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/ba8be42e0c64a8f5050338a57cdee4e5.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/ba8be42e0c64a8f5050338a57cdee4e5.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/f0f3b396a4a7a667dd831c59e6c9ef46.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/f0f3b396a4a7a667dd831c59e6c9ef46.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/df2293fcbacc63b126dd4b2656a5f70d.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/df2293fcbacc63b126dd4b2656a5f70d.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/bbd076d6923bc6eab35b04f90017b7a1.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/bbd076d6923bc6eab35b04f90017b7a1.mp4
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AIGC Has Sped up the Production of Ad Creatives

New Al application injected new vitality to the industry of global
mobile game creatives. Rapidly developed Al technology has brought
profound changes to the production of mobile game advertising A A [ 2 Figlh 8/ & F iy
creatives, with the most significant changes to ad creatives’ content
customization, generation, and real-time optimization.

A successful integration of Al and creatives production is very
important to RPGs, especially MMORPGs which have a bigger share
of media buying. An increase was observed in the share of image ; : ‘ R Ak Fast generation of image
creatives for global mobile games in 2023, which was obviously a [ K 1= =N . —

result of AI’s wider application in the production of ad creatives. ; ,

I SocialPeta’s NewFeature, AIGC
1

Quick updates of creatives

Image is the mainstream type of AIGC advertising creatives. However, L T190100 Do - T D

during the image generation, it should be noted that: e | (' 7 generation

« Al image-generators suck at generating images of hands, so try to AW 2\ ‘ " 7 A Mass production of hot
avoid details of hands; vz ; ‘ ’

« Instead of tracking images, Al generates entirely new contents;

o No matter how you will use Al, you must make sure that your
creatives are legal.

creatives.

Click to play the

After an image is generated, you can use tools such as LeiaPix to make .
complete creative

it animated, so it can meet more advertising demands.

k‘é fﬁ—/‘.

\
_n,ummfklzli %

www.guangdada.net


https://sp2cdn-idea-global.zingfront.com/sp_opera/75000da981d95e8a5956fa5ee753f7f3.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/4081670b9c3103755c666f6297fc02bd.mp4
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Hot Minigames, Ready to Exploit the Overseas Markets in 2024

Globalization of some hot minigames (gameplay)

Minigames were undoubtedly the most rapidly growing game genre among

all games in China in 2023. The WeChat minigames [Fish Kingdoms] and Release Deduplicate
[Chest Hero] became big hits early this year, and reportedly grossed over Game Name Date Gameplay d creatives
$100 million in monthly revenue. In the middle of the year, 37Games’
popular game [F-1& K] topped the WeChat chart of highest-grossing
minigames for 3 consecutive months since its launch. B SR 55 H B May 16 Vampirelike 5.1K
At the end of the year, Chinese minigames were booming, with many
gameplays appearing on various charts of minigames, including the above- PR EF S June 29 Fishlike 7.6K
mentioned popular idle and opening chests, and Slime, finding differences,
and tower defense. o4

A WAz E July 20 Fishlike 1.9K
Amid the fierce competition in China, minigames seemed to be actively <
preparing for their global launches. Their first destination was China’s HK, "
Macao & TW, the closest to China’s mainland game market. [/NK[#]1E] had AN R Aug. 23 Opening chests 5.7K
strong performance, just like its version in China’s mainland [F-1& K], to
remain one of the top 20 best-selling games on App Store in Taiwan (China).

H il R AR Nov. 13 Idle tower defense 11.1K

Some games launched their versions in markets other than China’s HK,
Macao & TW. For example, the “Fishlike” game [J& /R 474] launched
several versions in different regions: [Oh My Dog (Europe and America)], - Finding
[X Dogs (Southeast Asia)], [7HEt 227 (South Korea)]. It is expected that N FRRET Nov. 2L differences L
hot minigames developed in China will launch their global versions to
exploit the overseas markets in 2024. 35 B E Nov. 23 Opening chests 5 0K

www.guangdada.net
Note: Release dates are the dates when the games became available on App Store in Taiwan (China).
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Declaration

1. Data Sources

With the assistance of the world’s biggest advertising intelligence and analysis tool, SocialPeta Data Team has provided you with insights into the mobile advertising data of global game market. We collect advertising data
by sampling worldwide, covering over 70 channels and nearly 70 countries and regions worldwide, and have captured a total of over 1.4 billion advertising data, with over 1 million ad data being updated by the hour each
day. Based on such huge data, we can gain insights into the advertising market trends.

2. Data Cycle and Indicators
Overall date range of the report: Jan - Dec 2023
For specific data indicators, please see the notes on each page.

3. Copyright Notice

All tests, images, and graphics contained in this report are protected by the relevant trademark and copyright laws. Some texts and data are public information and their copyrights are owned by their original creators. No
organization or person shall copy or distribute, in whole or in part for any purpose, any portion of this report without approval from our company. The copyrights of all creatives mentioned in this report are owned by the
respective advertisers. Any unauthorized use of this report for commercial activities is a breach of the Copyright Law of the People's Republic of China and other relevant laws and regulations as well as the relevant
provisions of the International Convention.

4. Disclaimer

The industry data and market forecasts presented in this report are based on the data captured by SocialPeta Data Team and estimated by using a statistical forecasting model combined with research methods such as desk
study and industry interviews. Limited by the research methods and data resources, this report can only be used as reference material. Our company shall have no liability for any data or points of view in this report.
SocialPeta shall hold no responsibility for any legal consequences resulting from any action taken by any organization or individual by using or based on the above data information, and the organization or individual shall
take full responsibility for any disputes or legal liabilities arising therefrom.

5. Concerned Countries and Regions (based on the distribution area of SocialPeta’s products, not the actual geographical distribution)

North America: USA, Canada, Mexico, Panama Oceania: Australia, New Zealand

Europe: Turkey, France, Germany, United Kingdom, Italy, Spain, Netherlands, Norway, Poland, South Asia: India, Pakistan

Portugal, Belgium, Switzerland, Austria, Romania, Sweden, Greece, Denmark, Luxembourg, Ireland, ) ) ) ) B )

Finland Middle East: Bahrain, Qatar, Saudi Arabia, UAE, Azerbaijan, Lebanon, Kuwait, Israel, Oman, Iraq,
Morocco

JP & ROK: Japan, South Korea

South America: Brazil, Chile, Argentina, Colombia, Peru, Venezuela, Paraguay
China’s HK, Macao & TW: Hong Kong (China), Macao (China), Taiwan (China)

Africa: Egypt, Kenya, Nigeria, Angola, South Africa, Algeria, Libya, Senegal, Ivory Coast
Southeast Asia: Thailand, Indonesia, Singapore, Malaysia, Vietnam, Philippines, Cambodia
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Follow SocialPeta on LinkedIn

For more latest information and insightful reports about mobile apps

White Paper Top Charts &)

Webinar/Events
@ Industry Insights

Trending News

Corporate Culture

Follow SocialPeta Via QR Code



http://www.guangdada.net/
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THANKS

PRODUCED BY SOCIALPETA

www.socialpeta.com
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