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Executive Summary

@ 81% : ; /O Launch a web shop with confidence knowing

of players are aware of have made purchases players around the world are familiar.
web shops. through them.
In-game promotion is the primary Use in-game promotions and social media to
. increase awareness and traffic. Don't use
@ drlver Of awareness, f0| Iowed by clickable hyperlinks in your game as they’ll
social media. trigger platform fees.

@ 90% Implement special offers, free gifts, and loyalty

programs to encourage repeat purchases.

of web shop purchasers are likely to buy again.

@ 25% Provide special offers and exclusives to shift

preferences further.

of players prefer to buy via a web shop.

@ Secu I'Ity concerns and payme nt Enable trusted, popular payment methods and
issues deter some players. secure checkout.



Introduction

Web shops are awesome for
mobile games companies,
because they:

Create a deeper connection

02
with their players

o3 Boostrevenue by providing
exclusive and personalized
offers for the players

04

Allow game developers to own
the purchase point with
maximum freedom

Optimize and increase profits by
avoiding Apple and Google
commission fees (10 - 30%)

@ Based on our audit, currently 26 of the top revenue-grossing,
mobile games in the world have a web shop.

But what do players think of
web shops?




£ us

Methodology

To find out, we surveyed

5,050 mobile game players in * Japan 5 0 5
the US, UK, Canada, Germany, ) ‘ '

and Japan. mobile game players surveyed
(+) Canada ® Germany
Gender Distribution Age Distribution
25%22%

20% .
48% 52% 15/’

18-24 25-34 35-44 45-54 55-64

Gami ng ACtiVity 1-2 times

A"/ wi o

We wanted to hear from active mobile 15%

game players, so we surveyed people 20%

who played a mobile game at least 30%
once in the last 30 days. 22%

| do not play any mobile games



Findings & insights

Mobile game 810/
players are very o
aware Of mObile said they are aware
that web shops
ga me Web exist for some

mobile games.

shops.

n=5,050

>/ And they are
s§d ;!ey{ge visiting web

visited a web shop. shops_

n=5,050




Many players have purchased
through a web shop.

Percentage of players who've purchased via a
web shop.

n=3,315

78% 76% 19% 78% 770/0

said they've made a
purchase via a web shop.

# UK (*) Canada ™ Germany ¢ Japa



Among players aware of web
shops, In-game promotion is
the biggest traffic driver.

How did you first learn about mobile game web stores? n=3,315

p2 23 AR ~.

Social media

26%
Friends/Family

36%

In-game promotion

Online community/forums

Industry news



Web shop purchasers will

continue buying from them.

How likely is it that you’ll buy via a

web store again?

n=3,315

L
L

Not likely
atall

8%

267%

I‘\

38%

/‘\

267%

AR R AT
RPN PN

Nl e S
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Very likely

90%

of players whove made a
web shop purchase said
they are likely to purchase
from a web shop again.



But players who’ve purchased
from a web shop still prefer the
App Store or Google Play.

Where do you prefer to purchase in-game items?

A 257%

Mobile game
web store

n=3,315

Apple App Store or
Google Play Store

29% 25% 277% 22% 24%

= Us (+) Canada & UK ® Germany * Japan



Trust s key, and UX
friction didn’t worry most
web shop visitors.

Among players who visited a web shop and didn’t make a purchase,

18%

didn’t purchase because they
were uncertain of the
web shop's validity.

Why did you not make a
purchase when you visited
a game’s web store?

n=3,315

10%

didn’t spend due to a more
difficult user experience.

I don’t spend money on that game
| was uncertain about the legitimacy of the web store

| didn’t see anything that | wanted to buy at that time

It was harder to make a purchase on the
web store compared to buying in the game

| couldn’t figure out how to log in and complete a purchase
The payment process was too slow/long

Other




This data proves it’s crucial for your web shop to build trust
with players. To do so:

@ Ensure your web shop domain @ Design and build your web shop
matches your current game to look and feel just like your in-
website and/or has your game game store.
title in the URL.

@ Confirm player purchases Give players their favorite login
Immediately with in-game methods like Google.
messages.

@ Provide popular and secure
payment methods.



Legitimacy, security, and
smooth payments are
crucial to convert new
web shop purchasers.

Players who've never visited or purchased from a
web shop are turned off by security concerns
and potential payment method issues.

What are the main STty Soncors
reasons you might avoid

purchasing from a mobile
game web store® Lack of trust in the website

Payment method issues

n=1,735 Not enough value in items offered on the web store
Prefer using app store for convenience
Difficulty in navigation

Other



Half of the players who've
been to a web shop view
them favorably.

oo 33%
On a scale of 1-5, how 31%
favorable are you towards
purchasing in-game 13%
items from a mobile game
web store?

n=3,315

18%

Not

favorable Very
atall favorable



Players are more likely to
purchase from a web shop
when it has special offers.

Which of the fOIIOWing Discounts & promotions
features would make
you more likely to
claimor purChase Rewards & loyalty program
from a web store
rather than in-game?

Free gifts & bonuses

Exclusive items

Added value (for example, 15% more gems)
n=5,050

Easier navigation

None of these

Other



Digital wallets are the
preferred payment method
among all respondents.

What tYPe of payment Digital wallet (e.g. PayPal, Amazon Pay, AliPay, Google Pay,
method would you ApploFe.cte)
prefer when making Credit/Debit Card
purchases from a mobile —
game web store?
Cryptocurrency
n=5,050
Other

There's literally thousand of payment methods around the world, but it’s
important to note that you can maximize purchases by supporting the top
digital wallets and credit/debit.

Depending on your game and your top countries, you can then expand
into local payment methods as necessary.



Players prefer email &
password and Google
login methods

When it comes to logging Emallandpessword
into a web store, what is
G le logi
your preferred method? aniiah
n=5,050 Player ID only
Apple login
Facebook login
Other

It’s best to provide key login options based on where your players live, but
email and password and Google will provide the most reach.

Additionally, web shops underscore the need to motivate your players to
create an in-game account to begin with. Without an in-game account,
players won't be able to intuitively login to your web shop.




Web shops could educate
players on the mobile
games ecosystem and its
business models.

Overall, the majority of mobile game players are unaware of
the high commission fees that game developers pay to
Apple and Google, but those who have purchased from a
web shop are far more aware than others.

Did you know that when you buy an in-game item Apple or
Google take up to 30% of every purchase, leaving the game
with 70%¢2

n=5,050



Players who have Players who have

made a web shop visited a web shop

purchase. but not purchased
from one.

43%  15%

No No

This data makes you wonder: are game developers educating their web
shop visitors on the platform fees that the mobile games industry faces

from Apple and Google?

Players who have
never visited a web
shop and/or are
unaware of web
shops.

9%

Yes

No



The majority of mobile game players think Apple and
Google’s commission fees are unfair.

Do you think Apple and Google taking 30% is fair?

n=5,050
Players who have Players who have Players who have
made a web shop visited a web shop never visited a web
purchase. but not purchased shop and/or are
from one. unaware of web
shops.

45%  50%
» D

Yes Don’t know Yes Don’t know Yes Don’t know

34%




26 of the top 100 revenue-
grossing mobile games in the
world have a web shop.

Web shops from the top 100 mobile games based on IAP
revenue in the last 30 days.

Source: SensorTower data pulled July 30, 2024
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