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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 80 countries/regions and over 80 well-known ad channels 

worldwide, such as Facebook, Twitter, YouTube, TikTok, and Unity. We provide 

nearly 1.6 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.

6M
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1.20M
Daily Updates

Website: www.socialpeta.com
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Industry Insights

When discussing the biggest challenges facing the gaming industry, itôsclear that the sector has matured significantly over the

past few years. Market concentration became very high, ie in mobile gaming top 50 publishers were responsible for around 70%

of in-app and subscription revenue in the mobile gaming industry. We can see in gaming what in some we can observe in the

whole Tech world: the quality threshold for the product and entry barrier to the industry is growing.

In such a concentrated market it is not enough to create a little bit better Puzzle or Role Playing game. The real success comes

from bringing experience people did not see before, ie redefining specific types of the game or a genre. Of course it is

easier said than done. As you cannot really create a universal definition of fun, there is no real recipe to create a fun experience.

What is more, in today's world where capital is still relatively expensive, it is hard to find funding for such new innovative ideas.

As finally just a fraction of such ideas achieve significant success. It is a kind of ñwickedcircleò. Market situation forces

companies to ñplaysafeòfocusing on incremental improvements, what finally brings much less innovation to the market and what

finally brings less market growth, so what finally makes it harder to implement more revolutionary ideas. Especially that the

biggest growth of gamers comes from Emerging Markets were not necessarily the same monetisation strategies, business

models that work very well in US or Western Markets will be very effective. At the same time mobile gaming alone (in-apps,

subscriptions, in-game advertising) has value compared with value of cinema, music, podcasts combined. So finally we are

talking about a really huge scale bringing a lot of new business opportunities.

Mariusz Gasiewski

CEE Mobile Gaming and Apps Lead at Google
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Emre Ünal 

Publishing & Product Manager at  

Leke Games

Adapting to the rapid changes in the gaming industry is

becoming increasingly challenging. When hyper-casual game

scaling rose to prominence, many misunderstood it as a genre

rather than what it truly isða business model. Interestingly,

this approach has parallels with what we've been using in

SaaS for years. However, games have a unique power: they

evoke emotions. Thatôswhere the real magic lies and

where our focus should be.

While apps succeed by solving problems, games thrive when

they create emotional connections and deliver unique,

memorable experiences. A gameôsstrength isnôtjust in its

mechanics or visualsðitôsin how it makes players feel. As we

move forward, I believe the industry will see more games with

refined designs and sophisticated live-ops systems, driving

profitability through meaningful engagement.

Thereôsa quote from Shigeru Miyamoto that continues to

inspire me in game creation: ñItshould be the experience that

is touching. What I strive for is to make the person playing the

game the director.òIt reminds me to design not just for

functionality but to empower players to craft their own

unforgettable moments.

When reflecting on the the developments in hyper-casual,

hybrid-casual, and traditional casual games, I spent two years

working on hyper-casual games, followed by another two

years in hybrid-casual, and now Iômin my first year fully

dedicated to a casual racing game. Each shift has taught me

something new, but this project has opened my eyes to an

entirely different level of user behavior.

Here's the truth: you can develop flawless mechanics, craft

breathtaking visuals, and design a top-notch economyðbut if

you donôttruly understand your players and their needs,

monetization will always be an uphill battle. Success lies in

creating something that genuinely resonates with your

audience. And it doesnôtstop thereðalignment within your

team is just as critical. When everyone is united around the

same goals and understands the user deeply, that's when real

progress happens. Build for your players, collaborate with

your team, and youôllunlock the potential to create something

extraordinary.

https://www.lekegames.com/
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When it comes to the new strategies or innovation

with lasting impace, it must be AI PERIOD. We use AI

to generate app names, descriptions, and even ad

creatives. In fact, AI-generated video ads have at

times outperformed "real" UGC video ads.

As AI becomes more sophisticated, user acquisition

managers should focus on becoming better creative

strategists, because those who know how to write a

great script and tell a great story will win in the new

UA landscape.

Steve Young

Founder at  App Masters

When  discussing the biggest challenges facing in

gaming industry, I think over saturation in terms of

creatives. Makes UA managers to shift their

attention to what's trendy rather than relying on

creativity. Fortunately, big publishers have more room

for risk and they find ways to make their games

marketable and fresh to new users. The Håland/Clash

of Clans strategy is a great example and merges two

different entertainment world in such a great way - it's

like seeing oil and water mixing well together!

Oliviero Camilleri

BD Manager at Gamelight

https://appmasters.com/
https://www.gamelight.io/
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When discussing the development of hyper-casual, hybrid-casual, and traditional casual games, itôsclear that the mobile gaming

landscape is evolving rapidly. Hyper-casual is becoming more saturated which means more competition. This paired with short

player retention and volatile revenue its becoming harder to sustain. I believe the hybrid-casual and casual market will increase

significantly in 2025. You can already see examples of studios like SayGames, Voodoo and Rollic making the change.

Hybrid-casual games offer a more sustainable revenue model by blending ad-based monetization with in-app purchases (IAPs),

which allows for diversified income streams. Players who prefer a more immersive experience or seek customization options have

IAP as an option, while others can still engage with ads for rewards. This creates a more balanced approach, making games more

financially viable in the long run.

Casual games are growing larger and generating more revenue due to several key factors. High quality experience is a core

principle, better progression logic keeping the game interesting and engaging and the ability to be social/cross platform

allows the user to enjoy across different mediums with a global audience.

Zack Weiss

Global BD at  Odeeo

https://odeeo.io/
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The 2024 trend that surprised me was the return

of web games. The resurgence of HTML5 web

games has been fascinating to watch - there was so

much buzz around them at Gamescom. With

advancements in WebGL technologies, web games

have shed old limitations, delivering experiences

that rival native apps in terms of graphics and

interactivity. Developers and publishers are taking

advantage of this by creating lightweight, accessible

games that players can jump into instantlyðno

downloads required. This ease of access, combined

with the ability to integrate much better monetization

and retention mechanics, is turning web games into

a viable alternative to traditional app stores. The

industryôsongoing excitement reinforced that this

trend isnôtjust a passing phaseðitôsa shift in how

we think about game distribution and engagement.

HTML5 games are reclaiming their relevance, and

itôsthrilling to see where this will lead. Gil Tov Ly

CMO at  Appcharge

When discussing the major trend sharping the gaming industry. By

now everyone knows the usual talking points about DTCðbetter

margins, player loyalty, more control. But whatôsnot talked about

enough is the massive impact DTC has on UA. Itôsnot just about

bypassing ATT or first-party data (though those help), the real

magic is in how DTC boosts player LTV - sometimes by 30-40%.

When your LTV shoots up like that, suddenly the math for UA looks

a lot better. CAC/LTV unlocks the ability to scale aggressively.

Teams can push higher ad spend confidently, knowing the returns

will justify it. And thatôswhere things get exciting - weôrestarting to

see campaigns at scale that feel like they belong in a pre-ATT

world.

DTC is giving UA teams the kind of breathing room they

havenôthad in years, and itôsredefining whatôspossible for

growth in this space.

https://go.appcharge.com/
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The mobile gaming landscape is rapidly evolving, driven by technology and player behavior changes. This evolution is particularly

evident in the development of hyper-casual, hybrid-casual, and traditional casual games.

Hyper-Casual Games

The trend is moving towards even simpler gameplay loops for instant gratification. Monetization strategies are evolving, with

developers exploring subscriptions and in-game purchases to supplement declining ad revenues. Rapid development cycles allow

for quick prototyping and real-time player feedback, enhancing game design through data-driven decisions.

Hybrid-Casual Games

Hybrid-casual games blend elements from hyper-casual and mid-core genres, offering deeper gameplay while ensuring

accessibility. This approach broadens monetization strategies, combining ads and in-app purchases. As competition intensifies,

sustainable content strategies are crucial for maintaining profitability.

Casual Games

Social features are increasingly important, allowing players to connect and share achievements, which enhances engagement.

Additionally, these games are expanding onto multiple platforms, capturing a wider audience and exploring diverse monetization

opportunities. Community building through forums and social media is also vital for fostering player loyalty.

Overall, the lines between hyper-casual, hybrid-casual, and traditional casual games are blurring. Developers are experimenting

across genres to engage diverse player demographics. Those who adapt to changing preferences and leverage data insights will

likely lead in this dynamic industry.

Faheem Saiyad

Director at  AppSamurai

https://appsamurai.com/
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When discussing the biggest challenges currently facing the gaming industry, it's clear that the sectoris navigating one of its

toughest periods, with several challenges shaping its future and testing its resilience.

One major challenge is the impact of high interest rates on investment. With global economic uncertainty, many investors are

pulling back from gaming, particularly at the startup and mid-tier levels. From what Iôveobserved in recent conversations, VCs are

increasingly shifting their focus to non-gaming apps, which they see as safer bets with clearer scalability. For game studios, this

means securing capital is harder than ever, forcing founders to prioritize profitability earlier and do more with fewer resources.

Another key issue is the high cost of marketing. For mid-sized studios, competing against larger companies with massive

budgets has become incredibly difficult. Marketing is no longer optionalðwithout it, scaling is nearly impossibleðbut the rising

costs of user acquisition leave many studios struggling to find the right balance between development and growth.

Adding a new layer of competition is the rise of gamified apps. These arenôttraditional games, but apps in fitness, productivity,

and education that use gaming mechanics to keep users engaged. Iôveseen how these apps are stealing usersôattention and

creating indirect competition for game developers. The time players spend on these apps is time theyôrenot spending on your

games, and that creates a bigger fight for retention.

Overcoming these challenges requires focus and adaptability. Founders need sharper strategies, leaner operations, and a

deeper understanding of their audience. While the hurdles are significant, thereôsstill room for growth and creativity for those who

are ready to evolve and navigate these shifts.

Batuhan Avucan

Founder & Managing Director at  Mobidictum

https://mobidictum.com/
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Regarding to the biggest challenges facing the gaming industry, according to Gamesforumôslatest report, Top Mobile Games

Challenges: A User Acquisition, Ad & Product Monetization Report, one of the biggest challenges facing mobile gaming is

Developing Effective User Segmentation. This issue was highlighted by 75% of respondents, reflecting its critical role in driving

revenue. Proper segmentation allows developers to tailor experiences, offering the right mix of ads, IAPs, and gameplay to

different user groups. With ad pricing increasingly outside developersôcontrol, segmentation is vital to maximizing revenue

without cannibalizing between payer and non-payer audiences. However, challenges such as small datasets, inconsistent

methods, and limited access to data science expertise make achieving meaningful segmentation difficult for many developers.

Another key challenge is Optimizing Ad Placements and Frequency, a task that requires balancing revenue generation

with user satisfaction. While automation and bidding have simplified some aspects, strategic decisions about cooldowns, ad

limits, and placement remain critical to success. Poorly optimized ads risk frustrating players or leaving revenue on the table.

Alongside this is the growing importance of Implementing Hybrid Monetization Strategies, blending ads with IAPs to diversify

income streams. This balancing act requires deep understanding of game economies to ensure one revenue source doesnôt

overshadow or erode the other. Together, these challenges illustrate the evolving complexity of mobile game monetization,

with Ad Monetization managers now playing an increasingly strategic role.

Mariam Ahmad 

Head of Content at  Gamesforum

https://www.globalgamesforum.com/
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When comes to the biggest challenges currently facing the

gaming industry, I recognize that the biggest challenge the

gaming industry is currently facing is the decline of

Hypercasual games and the increasingly strict

requirements from Google Play. After the boom during the

COVID-19 period, Hypercasual has now lost its appeal.

Download numbers have dropped significantly, while Google

Play continues to raise quality standards ïfrom crash rates

and ANR to advertising experience. For games that rely on

ads for revenue, like Hypercasual, this has become a tough

problem. This forces us to move towards game models that

provide a better experience for users in the future.

The key point here is: Quality is no longer an option, but a

must. Investing in the player experience not only helps

optimize LTV but also makes UA costs more effective.

QuȢnh HҼҺng

UA Marketing at  Gamee Studio

When discussing the emerging technologies like AI, VR, and

AR that are shaping the future of gaming, we're seeing an

increasing number of AI platforms emerging to support every

stage of mobile game development, from initial market

research and game design to acquisition. You can now ask

readily available AI tools which geos have the highest IAP or

suggest what game mechanics to add for better retention. AI

offers shortcuts to the traditional methods of scaling a

game, making the teams more efficient.

But have most studios fully embraced AI in their

development process? Likely not. While early adopters are

gaining a head start in scaling their games with AI, many

studios remain cautious about investing. In the long run,

one may see a greater disparity between the titles from

large publishers vs indie studios.

Ho Yi Ting

Chief Operating Officer at  Cost Center

https://gameestudio.com/
https://www.costcenter.net/
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When discussing the major trends shaping the gaming industry. The depth of data in performance marketing has become more

limited with the introduction of privacy-centered frameworks like SKAdNetwork/AdAttributionKit and Google Privacy Sandbox.

Advertisers and industry vendors will never have the same depth of data that they had before.

However, generative AI has made it easier to access and interpret data. In the past, marketers' access to data was often restricted.

In larger companies, they could request reports from analytics teams, but independent marketers and smaller companies lacked the

time or resources to delve deeply into the data.

Iôvediscussed a use case like this in a video here.

Now, tools like ChatGPT have changed how marketers can access data. You can simply tell the AI what type of report or insight you

need, and it will generate a query to pull data directly from the database. You can even ask the AI to interpret the data. While this

approach is still in its early stages and is mainly used by advanced advertisers, its growing adoption is set to bring the effectiveness

of mobile marketing to a new level.

The next natural step is an AI assistant that can help with all burning questions about your data. This is definitely becoming

a reality in 2025.

Roman Garbar

Marketing Director at  Tenjin

https://youtu.be/orOO289SkIs
https://tenjin.com/
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Gökhan Üzmez

Game Analyst

When discussing the emerging technologies, AI has not replaced or made

things faster in terms of ART. You need actually good looking and smooth

animations along with graphics, and while some people relied on AI to do

some of this, they quickly realized dealing with the customization and

finalizing the AI art takes just about creating a new one if not more

(sometimes) so we still need Artists with game design eye.

What is that mean? That means artists needs to play successful games

and see what is working what is not. What they are thought in school is all

great, I get it but if it doesnt apply to player base of their game, its

meaningless. They need to be able to quickly shift the overal ART direction.

We need more artists.

Developers on the other hand, figured out complex systems and other

details of coding and can relatively produce faster.

Designers and Product managers rely on data more than ever, so they are

all micro data analysts.

The biggest challenge currently facing

the gaming industry is to keep a steady

retention with profit. Players have too

many choices and they have these choices

from get go in User Acquisition side, so

competing for 1 valuable player (spends

time and money) is very expensive.

To cover the cost, you need to have top

notch art and gameplay therefore you need

high budgets. Therefore you need to keep

the players in the game and make some

revenue.

The whole balance is a delicate dance with

small tweaks.
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Ross Puriasev

CMO at  UGC Ninja

For the emerging trends and market shift, one

trend that really stood out in the second half of

2024 is the use of AR filters, which started on

TikTok and are now being integrated into

gaming ads. These filters make it seem like the

creator is interacting with the game itself, adding a

fun and immersive touch to the ads. Itôsan

exciting new way to engage users.

To advance in user acquisition, definitely check

out the upcoming UGC Ninja course for creative

producers. Itôsa great opportunity to learn about

UGC and creative strategies, which are becoming

essential in marketing. Itôsa smart way to stay

ahead in the industry.

When discussing the new strategies and innovation with lasting impact,

this year, weôvefocused on spotting long-lasting trends early on,

especially on platforms like Instagram and TikTok. By catching micro

and nano trends before they blow up, weôvebeen able to integrate them

into our ads, making them feel more authentic. We even have a team

dedicated to identifying these trends, and our founder shares a weekly

roundup of emerging trends every Monday. This approach keeps us

ahead of the curve, and I see it being a bigger part of our strategy in

2025.

For the trends shaping the gaming industry, Looking ahead,

personalization is definitely the future for gaming. Players expect

more tailored experiences in both the game itself and in the ads they

see. Instead of targeting broad audiences, weôllneed to focus on niche

gamer groupsðeither individually or in small clusters. This will help

attract high-quality players and improve retention.

Renata Ravilova

Head of PR & Community at  UGC Ninja

https://ugc.ninja/
https://ugc.ninja/
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Sergey Sukhov 

Chief Business Development Officer at  AdQuantum

Advices for advancing User Acquisition efforts in 2025:

1. Diversify ad channelsïexpand beyond traditional platforms to ensure stability and reach.

2. Personalize your ad creatives, explore every ad format, harness the power of AI, and test as many hypotheses as possible.

3. Work on a product. As is tradition, this year, like in previous ones, weôreseeing an increase in CPA across all app verticals,

including mobile games. This is driven by higher ad budgets from key segments, increased competition, and new players entering

the market. Products must recognize the importance of continuous improvement, especially in the user journey, to enhance

product metrics and LTV.

Lookalike audiences and CTA tests won't fully compensate for low conversion rates. Instead, focus on improving the product itself.

4. Treat UA as Project Work. Collaborate across teams, including product, analytics, UA managers, creative producers, and

design.

5. Re-test strategies that worked before but stopped performing as auctions can shift and these strategies may start performing

again

6. Go Beyond the US. A worldwide focus can significantly benefit optimization and expand UA options.

https://www.adquantum.com/
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When discussing the major trends shaping the gaming industry, I think one of the major trends already emerging that will

have a huge effect in the near future and onwards is the dominance of AAA cross-platform free-to-play games. In

particular from Chinese developers and publishers. Genshin Impact is arguably the pioneer of this trend, bringing

unprecedented high-production values at the time of its launch to a F2P game that is hugely successful across global

audiences, both on mobile, consoles, PC and cloud-based platforms! More recently, weôvewitnessed hugely successful

launches that follow the same formula, such as Infinity Nikki or Marvel Rivals. Thereôsseveral other examples, and many more

under development.

The success of these games puts a tremendous amount of pressure on traditional AAA games that sell for $70. Or any price

that is not F2P really. Weôveseen the disastrous launch of Concord as a manifestation of exactly that.

Going forward, these big F2P cross-platform games will continue to exert pressure on other developers and publishers, as well

as shape consumer behaviour, as gamers expectations for F2P games will continue to rise, while premium titles will be

expected to show even more value for their asking price.

Daniel Camilo

Gaming Consultant & Journalist



19

Industry Insights

Regarding new strategies or innovations with lasting impact, recently we launched a creative-level attribution framework that

will have a lasting impact on mobile marketing. It is an alternative to user-level tracking, which is increasingly harder for

marketers to obtain after the deprecation of IDFA and the future privacy changes that Google is set to introduce.

Audiencelab allows marketers to analyze and attribute UA performance at the creative level without relying on device

identifiers, ensuring privacy compliance. By focusing on the performance of individual creatives, marketers now get real-

time, cross-platform insights and deep analytics, itôspossible to increase the accuracy of attribution and optimization.

For Talofa Games using Audiencelab has resulted in a 50% reduction in their marketing costs while maintaining user quality,

demonstrating the effectiveness of this new approach.

Senni Nurmi

Head of Marketing at  Geeklab

https://geeklab.app/
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Global Mobile Game Market
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Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan 2019 - Feb 2024

With a steady increase in the marketing of global mobile games, there were over 250K mobile game advertisers in 2024.

Global mobile game 

advertisers in 2024

YoY 60.4%ŷ259.7K

Creatives for global mobile 

games in 2024

46.2M YoY 15.4%ŷ

ÅAccording to SocialPeta, global mobile

game advertisers surpassed 250K in 2024,

a 60% YoY increase, with projections to

exceed 300K by 2025.

ÅCreative assets for mobile games reached

4.5M, growing 15.4% YoY but slowing

from 29.8% last year. By 2028, creatives

are expected to exceed 10M globally.

Marketing Trends in Global Mobile Games
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Monthly active advertisers in 2024

YoY 34.7%ŷ66.1 K

Proportion of monthly new 

advertisers in 2024

8.0% YoY 6.3%Ź

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan 2023 - Dec 2024

Except for Q1, every month in 2024 recorded over 65K mobile game advertisers. But the number and proportion of monthly
new advertisers continued to decline.

ÅMonthly active mobile game advertisers
exceeded 66K in 2024, a 34.7% YoY
increase, with over 65K active each month
except Q1.

ÅMonthly new advertisers in 2024 made up
just 8%, down 6.3% YoY, with an average of
5.2K and fewer than 5K for five months.
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Trends in New Ad Creatives of Global Mobile Games

Advertisers with new creatives continued to increase every month, and the proportion of monthly new creatives remained
above 52% after June.

ÅIn 2024, an average of 44K advertisers launched new creatives
monthly. This number exceeded 50K each month in Q3, reaching
over 70% in September.

ÅIn 2024, new creatives made up 52.2% monthly, up 2.1% YoY,
peaking at 58.2% in June and dipping to 45.7% in February,
stabilizing at 54.0% in H2.

63.4% 62.6%
60.5% 61.3% 61.6%

66.0%
67.9%

69.5% 70.4%
73.2%

75.6%
74.0%

51.0%

45.7%
48.9% 49.4% 49.2%

58.2%

54.9%
52.7% 52.9%

54.4% 54.8% 54.5%

40.0%

50.0%

60.0%

70.0%

80.0%

90.0%

0.0 K

10.0 K

20.0 K

30.0 K

40.0 K

50.0 K

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Advertisers with new creatives in 2024 % of advertisers with new creatives in 2024 % of new creatives in 2024

67.2%
% of monthly advertisers with 

new creatives in 2024

52.2%
% of monthly new creatives in 

2024

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

YoYσ1.7%Ź YoYσ2.1%ŷ



24

Advertising Analysis of Global Mobile Games by Genre

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

ÅRPGs released 224 monthly creatives to beat SLGs and

become the most competitive genre in terms of marketing.

Card games came in third with 157 monthly creatives.

ÅThe proportion of casino game advertisers was the second

highest, up 14.5% YoY. The proportion of puzzle game

creatives increased by 1.2% YoY, representing the greatest

proportion growth among all creatives.

Genre
% of 

advertisers
YoY Change

Casual 27.2% -2.5%

Casino 21.0% 14.5%

Puzzle 11.6% -0.8%

SIM 7.3% -1.8%

Action 5.7% -1.9%

RPG 5.2% -0.5%

SLG 3.9% -0.4%

Adventure 3.2% -0.8%

Card 2.5% -1.3%

Board 2.2% -0.4%

Genre % of creatives YoY Change

Casual 30.6% -1.4%

Puzzle 12.2% 1.2%

RPG 12.0% 1.1%

SIM 7.5% 0.1%

SLG 6.9% 0.0%

Casino 6.8% -0.1%

Action 6.1% 0.5%

Card 4.0% -1.0%

Adventure 3.3% 0.3%

Board 2.7% 0.1%

224 

191 

157 152 150 
136 130 

117 113 

73 

Monthly creatives of mobile games by genre 

RPG released 224 monthly creatives to become the game genre with the greatest marketing efforts.  The proportion of casino 
game advertisers increased by over 14.5% compared with last year.
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Advertising Analysis of Global Mobile Games in Popular Regions

Monthly advertisers: 33.5K in USA

In 2024, USA contributed the most monthly

advertisers of over 33K, followed by Europe.

Southeast Asia and Latin America both had over

20K monthly advertisers.

Highest monthly creatives: 102 in Hong Kong, 

Macau, and Taiwan

Hong Kong, Macau, and Taiwan were the only regions that had

over 100 monthly creatives, followed by Oceania and Southeast

Asia. Meanwhile, 6 regions including USA, Europe, and Middle

East each reported more than 90 monthly creatives.

33.5 K

14.5 K 14.0 K
15.6 K

32.8 K

15.4 K

25.1 K

18.5 K
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17.3 K

13.4 K
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10.0 K
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25.0 K

30.0 K

35.0 K

40.0 K

USA Japan South Korea Hong Kong,
Macao, and

Taiwan

Europe Middle East Southeast Asia Oceania Latin America South Asia Africa

Monthly Advertisers
Monthly Creatives per Advertiser

In 2024, Hong Kong, Macau, and Taiwan saw the most intense marketing efforts for global mobile games. The USA had more
monthly mobile game advertisers than all of Europe combined.

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

ÅHong Kong, Macau, and Taiwan were the only

regions that had over 100 monthly creatives,

followed by Oceania and Southeast Asia.

ÅUSA had the highest number of over 33K

monthly advertisers, which was higher than that

in Europe as a whole.
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Analysis of Global Mobile Game Advertisers on iOS & Android

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

Proportion of advertisers on iOS & Android 

by game genre

Monthly advertisers: 12.7K

Monthly advertisers with new 

creatives: 70.0%

iOS Advertisers

Monthly advertisers: 32.1K

Monthly advertisers with new 

creatives: 50.9%

Android Advertisers

11.3%

38.1%

46.1%

51.1%

46.9%

50.3%

41.8%

39.7%

39.7%

35.9%

33.5%

21.4%

88.7%

61.9%

53.9%

48.9%

53.1%

49.7%

58.2%

60.3%

60.3%

64.1%

66.5%

78.6%

Casino

Music

Sports

Board

Card

Adventure

Action

RPG

SLG

SIM

Puzzle

Casual

There was an increasingly smaller proportion of iOS advertisers, less than 26% in 2024. But monthly advertisers with new
creatives accounted for 70% on iOS, nearly 20% higher than that on Android.

28.0% 29.1% 29.1% 28.1% 27.5% 27.7% 29.3% 28.2% 29.1% 29.0% 28.4% 27.4%

72.0% 70.9% 70.9% 71.9% 72.5% 72.3% 70.7% 71.8% 70.9% 71.0% 71.6% 72.6%

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Annual and monthly proportions

of advertisers on iOS & Android

in 2024

Android
74.2%

iOS
25.8%
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Analysis of Global Mobile Game Creatives on iOS & Android

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

Proportion of creatives on iOS & Android 

by game genre

Monthly creatives: 1.6M

Proportion of monthly new creatives: 

49.4%

Creatives on iOS

Monthly creatives: 4.2M

Proportion of monthly new creatives: 

49.0%

Creatives on Android

Android
72.3%

iOS
27.7%

29.1%

32.9%

41.1%

37.4%

53.6%

55.3%

36.2%

40.9%

37.0%

35.5%

22.9%

16.5%

70.9%

67.1%

58.9%

62.6%

46.4%

44.7%

63.8%

59.1%

63.0%

64.5%

77.1%

83.5%

Casino

Music

Sports

Board

Card

Adventure

Action

RPG

SLG

SIM

Puzzle

Casual

72.3% of total creatives were from Android, among which casual game creatives contributed over 83% of the creatives on 
Android. Monthly new creatives accounted for about 49% on both iOS and Android.

25.5% 26.8% 25.9% 27.1% 26.9% 27.5% 28.8% 28.7% 29.2% 28.6% 27.4% 27.1%

74.5% 73.2% 74.1% 72.9% 73.1% 72.5% 71.2% 71.3% 70.8% 71.4% 72.6% 72.9%

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Annual and monthly 

proportions of creatives on 

iOS & Android in 2024
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Advertising Analysis of Global Mobile Game Creatives by Type

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

Video creatives declined by 6.9% compared with last year. Image creativesôshare of monthly new creatives was 5.2% higher
than video creatives.

74.5% 73.7% 73.1% 73.1% 72.8% 72.7% 72.8% 73.7% 74.0% 73.7% 73.1% 71.9%

22.7% 23.4% 24.2% 24.2% 24.5% 24.6% 24.6% 24.1% 24.1% 24.4% 25.0% 26.2%

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Percentages of impressions contributed by ad creatives by type in 2024

Video Image Other

74.1%

67.2%

21.6%

27.5%

2023

2024

% of creatives by type

Video Image Playable Html Carousel

12.7% 63.0% 20.1% 4.2%

% of video creatives by length

Ò15s15-30s 30-60s >60s

9.5% 14.1% 63.1% 13.3%

% of image creatives by type

Vertical Horizontal Square Other

67.1%

Image creativesô share of 
monthly new creatives

61.9%

Video creativesô share of 
monthly new creatives
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Lists of Top Global Mobile Games
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21
Call of Duty: Mobile

Level Infinite

Shooter

22
Homescapes

Playrix

Match-3

23
Fishdom

Playrix

Match-3

24
Fate/Grand Order

Komoe

RPG

25
Free Fire

Garena

Shooter

26
Evony

Top Games

SLG

27
җ♆  ╧ ᶘḒ╪

NEXON

Action

28
Toon Blast

Peak

Casual

29
Cygames

SIM

30
DRAGON BALL Z DOKKAN BATTLE

BANDAI NAMCO
RPG

11
Gardenscapes

Playrix

Match-3

12
PUBG MOBILE

Level Infinite

Shooter

13
Lineage M

NCSOFT

MMO

14
Honkai: Star Rail

COGNOSPHERE

RPG

15
XFLAG

RPG

16
Clash of Clans

Supercell

SLG

17
Township

Playrix

SIM

18
Genshin Impact

COGNOSPHERE

RPG

19
Legend of Mushroom

Joy Nice Games

RPG

20
eFootball 2024

KONAMI

Sports

1
Royal Match

Dream Games

Match-3

2
Roblox

Roblox

Sandbox

3
Last WarσSurvival

First Fun

SLG

4
Candy Crush Saga

King

Match-3

5
MONOPOLY GO!

Scopely

Party

6
Whiteout Survival

Century Games

SLG

7
Coin Master

Moon Active

Party

8
Brawl Stars

Supercell

Action

9
Honor of Kings

Level Infinite

MOBA

10
Pokémon GO

Niantic

RPG

Top 30 Global Mobile Games by In-app Revenue in 2024

Source: SocialPeta - APP Intelligence; the revenue list is based on the in-app revenue in Google Play & App Store, excluding any data from Chinaôs mainland or any 

third-party Android platforms, also excluding any third-party advertising revenue.     Date Range: Jan - Dec 2024
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21
Screw Puzzleσ Nuts & Bolts

iKame

Puzzle

22
My Talking Angela 2

Outfit7

SIM

23
Football League 2024

MOBILE SOCCER

Sports

24
Going Balls

Supersonic

Casual

25
Traffic Rider

Skgames

Racing

26
Magic Tiles 3

Amanotes

Music

27
Car Race

iKame

Racing

28
My Perfect Hotel

SayGames

Casual

29
Subway Princess Runner

Ivy

Action

30
Stumble Guys

Scopely

Party

11
Candy Crush Saga

King

Match-3

12
8 Ball Pool

Miniclip

Sports

13
Build A Queen

Supersonic

Casual

14
Brawl Stars

Supercell

Action

15
PUBG MOBILE

Level Infinite

Shooter

16
Wood Nuts & Bolts Puzzle

OneSoft

Puzzle

17
My Talking Tom Friends

Outfit7

SLG

18
EA SPORTS FC MOBILE 24 SOCCER

Electronic Arts
Sports

19
Race Master

Beresnev Games

Racing

20
Honor of Kings

Level Infinite

Action

1
Free Fire

Garena

Shooter

2
Roblox

Roblox

Sandbox

3
Subway Surfers

Sybo

Action

4
Block Blast!

Hungry Studio

Puzzle

5
Pizza Ready

Supercent

Casual

6
Ludo King

Gametion

Board

7
Squad Busters

Supercell

Action

8
Offline Games

JindoBlu

Puzzle

9
Royal Match

Dream Games

Match-3

10
My Talking Tom 2

Outfit7

SIM

Top 30 Global Mobile Games by Downloads in 2024

Source: SocialPeta - APP Intelligence; the downloads list is based on the downloads in Google Play & App Store, excluding any data from Chinaôs mainland or any 
third-party Android platform.  Date Range: Jan - Dec 2024
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21
Mafia City

Phantix Games

SLG

22
Bingo Drive

Gliding Deer

Casino

23
Evony

Top Games

SLG

24
BangBang Survivor

SPGAME

SLG

25
᷇ σᾚַײ ḉ

Gamezaaa
MMO

26
Frost & Flameσ King of Avalon

FunPlus

SLG

27
Wuthering Waves

HK KURO GAMES LIMITED

Action

28
ѭԆ Ϊ

Glaciers Game

RPG

29
Rent Please! Landlord Sim

Shimmer Games

SIM

30
ћꜛ

Glaciers Game

RPG

11
Last WarσSurvival

FUNFLY PTE. LTD.

SLG

12
Legend of Mushroom

Joy Nice Games

RPG

13
Ancient Seal: The Exorcist

Xsuper Gamer

MMO

14
Braindom

Matchingham Games

Casual

15
Fishing Master

ARK GAME

SIM

16
Block Puzzle

Block Puzzle Jewel Games

Puzzle

17
Whiteout Survival

Century Games

SLG

18
Play Rummy Passion Cash Games

Passion Gaming

Card

19
ћꜛ᷇ḅⱳ∟

ESTARGAMES

RPG

20
Traffic Puzzle

Huuuge Games

Casual

1
RummyCircle

Play Games24x7

Card

2
MONOPOLY GO!

Scopely

Party

3
Pesta Ludo

Cavaco Broka

Board

4
Draconia Saga

SugarFun Game

MMO

5
Bloc

Hungry Studio

Puzzle

6
Glaciers Game

RPG

7
AFK Journey

FARLIGHT

RPG

8
ᾚₐ ᶼᾭᾯ

CloudOcean Star

RPG

9
Brain Teaser Guru

montgame

Puzzle

10
The Grand Mafia

Phantix Games

SLG

Top 30 Global Mobile Games by Advertising in 2024 on iOS

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 2024
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21
AFK Journey

FARLIGHT

RPG

22
Candy Crush Saga

King

Puzzle

23
Jigsawscapes®

Learnings

Puzzle

24
Sky Utopia

Dreamstar Network

MMO

25
Capybara Go!

Habby

RPG

26
Realm of Mystery

FunPlus

SLG

27
Epic War

Glaciers Game

RPG

28
Bus Jam

Rollic Games

Casual

29
BangBang Survivor

SPGAME

SLG

30
Build Master

UAC Studio

SIM

11
Doomsday

IGG

SLG

12
Cash Tornado Slots

Zeroo Gravity Games

Casino

13
Seat Away

Rollic Games

Casual

14
Whiteout Survival

Century Games

SLG

15
Fishing Game Zone

Homeland Interactive

Casino

16
Epic Heroes

Glaciers Game

RPG

17
Glaciers Game

RPG

18
Vita Mahjong

Vita Studio

Board

19
Ancient Seal: The Exorcist

Xsuper Gamer

MMO

20
Last WarσSurvival

First Fun

SLG

1
Jewel Abyss

ENP Games

Puzzle

2
The Grand Mafia

Phantix Games

SLG

3
Block Blast!

Hungry Studio

Puzzle

4
MONOPOLY GO!

Scopely

Party

5
Twisted Tangle

Rollic Games

Casual

6
Mafia City

Phantix Games

SLG

7
Titan War

Glaciers Game

RPG

8
Word Search Block Puzzle Game

Panda Word Puzzle

Word

9
Braindom

Matchingham Games

Casual

10
Lords Mobile

IGG

SLG

Top 30 Global Mobile Games by Advertising in 2024 on Android

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 2024
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# Company Name

Number of 

Advertised 

Products

Mainly Advertised 

Products

11 Level Infinite (Tencent) 34

12 Learnings 39

13 Hungry Studio 5

14 VOODOO 237

15 AZUR GAMES 236

16 Scopely 34

17 Aged Studio 47

18 SayGames 149

19 Joy Nice Games 16

20 37Games 18

# Company Name

Number of 

Advertised 

Products

Mainly Advertised 

Products

1 Glaciers Game 62

2 Rollic Games 171

3 Phantix Games 13

4 Homa 79

5 Dreamstar Network 60

6 FunPlus 33

7 OneSoft 24

8 Guru Game 34

9 BoleGaming 28

10 IGG 26

Source: SocialPeta ïAdvertising Intelligence ïCompany Analysis; companies are sorted by their products' total deduplicated creatives from high to low. 

Each game is counted as a product.   Date Range: Jan - Dec 2024

Top 20 Global Mobile Game Companies by Advertising in 2024
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Marketing Analysis of 

Mobile Games in Top Regions
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Top games by advertising

Mini Games

Popular new games

Royal Kingdom My Supermarket 

Simulator 3D

Twisted Tangle

Hyper-casual

Braindom

Puzzle Casual

The Grand Mafia

Mafia SLG Collection of 

Mini Games

Match-3 Realistic 

Simulator

60.2%59.5%

56.7%
57.8%58.1%

52.3%

57.7%
59.3%

62.0%

65.9%
67.3%

66.2%

40.00%

45.00%

50.00%

55.00%

60.00%

65.00%

70.00%

0.0 K

10.0 K

20.0 K

30.0 K

40.0 K

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trends in the Number of Advertisers by Month

Number of Advertisers % of Advertisers with New Creatives

39.9%

38.9%

40.9%

39.0%

37.7%

43.0%43.2%

40.2%40.5%40.2%

41.7%
42.3%

34.00%

35.00%

36.00%

37.00%

38.00%

39.00%

40.00%

41.00%

42.00%

43.00%

44.00%

45.00%

2.2M

2.4M

2.6M

2.8M

3.0M

3.2M

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trends in the Number of Creatives by Month

Number of Creatives % of New Creatives

Marketing Analysis in the USA

91.7K

Mobile game advertisers in USA 

in 2024

15.6M

Mobile game creatives in USA 

in 2024

23.5% 27.5%

76.5% 72.5%

Advertisers Ad creatives

iOS Android

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

YoY Change

-7.1%

YoY Change

+2.0%

Among all the regions, only USA advertisers declined YoY among all regions. Casual games contributed over 35% of ad 

creatives. The USA list was dominated by collections of mini games and mobile versions of client games.
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Top games by advertising Popular new games

60.8%

56.8%56.2%
54.4%

56.3%

49.6%

60.3%
62.1%

63.7%64.7%

68.2%

61.2%

40.00%

45.00%

50.00%

55.00%

60.00%

65.00%

70.00%

0.0 K

5.0 K

10.0 K

15.0 K

20.0 K

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trends in the Number of Advertisers by Month

Number of Advertisers % of Advertisers with New Creatives

34.6%

30.0%
31.4%

30.5%
31.8%

36.1%

38.3%

34.2%

37.2%
36.4%

35.3%
36.6%

20.00%

22.00%

24.00%

26.00%

28.00%

30.00%

32.00%

34.00%

36.00%

38.00%

40.00%

0.0M

0.2M

0.4M

0.6M

0.8M

1.0M

1.2M

1.4M

1.6M

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trends in the Number of Creatives by Month

Number of Creatives % of New Creatives

Marketing Analysis in Japan

36.6K

Mobile game advertisers in Japan 

in 2024

5.5M

Mobile game creatives in Japan 

in 2024

26.0% 30.0%

74.0% 70.0%

Advertisers Ad creatives

iOS Android

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

YoY Change

+6.4%

YoY Change

+5.8%

Pokémon TCG Pocket ḙ

Puzzle Casual

Alice's Dream

Matching

Ѯԇ ή

ñThe Three 

Kingdomsò Card
ARPG & ACGN IP & Card IP & ACGN

There was a surge in IP-based games, including games adapted from anime and console games, and sequels to ACGN

games. They were all well received. Nearly 60% of the advertisers released new ad creatives.

Affected by the mobile devices in Japan, 30% of the ad creatives were released by iOS advertisers.
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Top games by advertising Popular new games

59.7%

55.6%55.5%

52.4%
54.3%

47.9%

56.5%

60.7%60.5%

63.4%
65.1%

61.6%

40.00%

45.00%

50.00%

55.00%

60.00%

65.00%

70.00%
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15.0 K

20.0 K
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Trends in the Number of Advertisers by Month

Number of Advertisers % of Advertisers with New Creatives

33.9%

29.2%

32.2%32.1%32.6%

38.8%
37.6%

35.7%

37.8%38.0%
38.9%

36.8%

25.00%

27.00%

29.00%

31.00%

33.00%

35.00%

37.00%

39.00%

41.00%

0.0M

0.2M

0.4M

0.6M

0.8M

1.0M

1.2M

1.4M

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trends in the Number of Creatives by Month

Number of Creatives % of New Creatives

Marketing Analysis in South Korea

34.3K

Mobile game advertisers in South Korea 

in 2024

5.3M

Mobile game creatives in South Korea 

in 2024

26.6% 27.9%

73.4% 72.1%

Advertisers Ad creatives

iOS Android

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

YoY Change

+3.9%

YoY Change

+1.9%

Ϯ ▫ᵣᴆṁ‰
נּ╪ג‡

ᵙ₡ẄἝ╪ẋ‡
ЛḲנӥ

⇔ẙⱵᵤ˰תּ╙̑ל ג

ñThe Three 

Kingdomsò Card

Realm of Mystery

SLG

‡ᴛ ᾎמ
͎ᵝ▫ ᵚ

Card RPG ARPG & ACGN MMO SLG & Tower Defense

MMO games from established franchises dominated ad creatives, while the share of creatives by genre grew, driven by light 

SLG mini-games. 

As competition in the industry intensifies, nearly 60% of advertisers are releasing new creatives monthly.
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Top games by advertising Popular new games

61.6%

58.0%57.6%

55.0%54.8%

49.4%

59.0%

61.9%
63.5%

66.4%66.0%
63.8%

40.00%

45.00%

50.00%
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60.00%

65.00%

70.00%
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Trends in the Number of Advertisers by Month

Number of Advertisers % of Advertisers with New Creatives

40.1%

34.3%
35.7%

37.5%36.8%

43.8%43.2%

38.5%

41.7%
40.9%41.1%

44.5%

25.00%

30.00%

35.00%

40.00%

45.00%

50.00%

0.0M

0.5M

1.0M

1.5M

2.0M

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trends in the Number of Creatives by Month

Number of Creatives % of New Creatives

38.6K

Mobile game advertisers in Hong Kong, 

Macau, and Taiwan in 2024

8.0M

Mobile game creatives in Hong Kong, 

Macau, and Taiwan in 2024

27.5% 33.3%

72.5% 66.7%

Advertisers Ad creatives

iOS Android

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

YoY Change

+2.9%

YoY Change

+2.6%

ᵇ ↨Ḻ ѕBrain Teaser Guru

Puzzle

Ὰ№ ᶽ῎ῐ

Idle Rogue

ᶽ Ḳ

Business 

Simulation

SLG & Tower-

Defense
MMO MMO

There was a steady increase of advertisers and creatives. It was obvious that wuxia games and light gameplays were gaining

popularity.

Thanks to AI technology, high-quality ad creatives were produced quickly and in large volumes. New creatives accounted for

nearly 40%.

Marketing Analysis in Hong Kong, Macau, and Taiwan
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Top games by advertising Popular new games

64.9%65.5%
63.3%

60.0%
62.0%
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65.6%
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65.4%

69.1%
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44.3%
42.6%

46.8%

43.8%
41.9%

48.6%

45.9%

41.3%
42.7%
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44.5%

40.2%
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Trends in the Number of Creatives by Month

Number of Creatives % of New Creatives

Marketing Analysis in Europe

The number of advertisers peaked in March, June, and November, with a high of 34K advertisers in a single month. Casual
game advertisers made up only 29.3%, the lowest share across all regions.

116.7K

Mobile game advertisers in Europe 

in 2024

17.6M

Mobile game creatives in Europe 

in 2024

17.3% 23.6%

82.7% 76.4%

Advertisers Ad creatives

iOS Android

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

YoY Change

+24.2%

YoY Change

+18.1%

Find The Cat CookieRun All in HoleThe Grand Mafia

Mafia SLG

Titan War

RPG

Cash Tornado Slots

Casino Hidden Object 

Puzzle
IP & action Hyper-casual
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Top games by advertising Popular new games
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Marketing Analysis in Southeast Asia

82.4K

Mobile game advertisers in Southeast 

Asia in 2024

12.7M

Mobile game creatives in Southeast 

Asia in 2024

17.0% 23.8%

83.0% 76.2%

Advertisers Ad creatives

iOS Android

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

YoY Change

+41.8%

YoY Change

+10.4%

᷈ χᾺ￼ Ḋ flᶂѳ₵ Thiên Long Bát B V֥NGDraconia Saga

MMO

Braindomχ

Puzzle

Pesta Ludo

Board MMO SLG & Tower-

Defense
MMO

The number of mobile game advertisers surged by 40% which was much greater than the average growth of global market.

Among these, casino game advertisers accounted for nearly 20%, only second to casual games.
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Top games by advertising Popular new games

58.9%

55.8%55.6%
54.5%

53.2%

49.5%

55.8%

58.3%

61.4%
63.3%

67.5%
66.5%

40.00%

45.00%

50.00%

55.00%

60.00%

65.00%

70.00%

0.0 K

5.0 K

10.0 K

15.0 K

20.0 K

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trends in the Number of Advertisers by Month

Number of Advertisers % of Advertisers with New Creatives

34.2%

27.7%

29.0%

30.1%30.0%

34.9%

33.4%

31.4%

33.6%
34.2%

33.4%

35.3%

25.00%

27.00%

29.00%

31.00%

33.00%

35.00%

37.00%

0.0M

0.5M

1.0M

1.5M

2.0M

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trends in the Number of Creatives by Month

Number of Creatives % of New Creatives

Marketing Analysis in Middle East

39.1K

Mobile game advertisers in Middle East 

in 2024

6.2M

Mobile game creatives in Middle East 

in 2024

25.6% 26.2%

74.4% 73.8%

Advertisers Ad creatives

iOS Android

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

YoY Change

+1.0%

YoY Change

+5.1%

Age of Empires Mobile Jackaroo King Saudi Pursuit 

Police Car Game

Braindom

Puzzle

Sky Utopia

MMO

Mafia City

Mafia SLG SLG Board Car Racing Simulator

SIM, SLG, and board games stood out the most, with several classic social board games appearing on the list in the 

Middle East.

There were over 15K advertisers with 1.43M creatives per month, an average of 95 ad creatives per advertiser.
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Top games by advertising Popular new games

60.5%

54.5%
52.2%51.9%53.0%52.7%

58.6%

63.8%63.6%

66.7%

70.9%
69.5%

40.00%

45.00%

50.00%

55.00%

60.00%

65.00%

70.00%

75.00%

0.0 K

5.0 K

10.0 K

15.0 K

20.0 K

25.0 K

30.0 K

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trends in the Number of Advertisers by Month

Number of Advertisers % of Advertisers with New Creatives

44.5%

31.9%
33.2%

34.5%33.9%

47.6%

41.9%41.2%40.7%40.1%
41.1%40.9%

25.00%

30.00%

35.00%

40.00%

45.00%

50.00%

1.6M

1.7M

1.8M

1.9M

2.0M

2.1M

2.2M

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trends in the Number of Creatives by Month

Number of Creatives % of New Creatives

Marketing Analysis in Latin America

77.9K

Mobile game advertisers in Latin America 

in 2024

10.3M

Mobile game creatives in Latin America 

in 2024

14.3% 17.7%

85.7% 82.3%

Advertisers Ad creatives

iOS Android

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

YoY Change

+6.2%

YoY Change

+35.5%

Porca Parafuso

Madeira Puzzle

Horror Spranky Beats NIGHT CROWSHonor of Kings

MOBA

Twisted Tangle

Hyper-casual

Doomsday

SLG Puzzle Casual Horror Music Game MMO

South America saw the highest growth rate of ad creatives among all regions. Casual, Puzzle, and RPG were the top three 

game genres by ad creatives. 

In the region, Android led in both advertisers and ad creatives, while iOS advertisers made up just 14%.
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Marketing Analysis of Mobile SLGs
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Proportions of impressions from 
creatives by type

Video Image Carousel Other

8.3% 44.1% 43.1%

Share of SLGsô video creatives by length

<15s 15-30s 30-60s >60s

14.7% 28.3% 56.5%

Share of SLGsô image creatives by format

Vertical Horizontal Square Other

75.0%

Going-global companiesô share of 
Top 100 advertisers by advertising

Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024

SLGs have long been a key genre for going global, with game companies releasing more creatives for SLGs than any 

other genre. Of these, over 51% were new creatives. High-quality, mass-produced video creatives accounted for 77% of 

the total impressions.
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Examples of SLGsô Popular Creatives

Mini-games were still the most popular advertising strategy for SLGs, among which hitting-gates parkour and screw-pin
puzzle were especially remarkable.

Number growth mini-
game

AI beauty + Screw-pin 
puzzle

Crisis solving + industry 
upgradingBattles in game

Click the image to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the most popular ad creatives within the date range.

Date Range: Jan - Dec 2024

https://sp2cdn-idea-global.zingfront.com/sp_opera/0a370c443add422940566e06d04c2e4f.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/a8e6ed016232bce1d5835540ad6c92ac.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/1efb95e6e1934e963f5482a794517a31.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/0638256cc38407600d71f913c496fe1a.mp4


47

Marketing Analysis of Mobile RPGs

Companies that release going-global games dominate the RPG genre. The number of advertisers with new creatives was

increasing in fluctuation. Of all RPGs, MMO games and ACGN games gained the most popularity. Video creatives below 30s

in length were more popular among players.
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Examples of RPGsô Popular Creatives

Thanks to the development of text-to-video generation technology, there was a significant growth in the proportions of AI-
generated video creatives for game genres including magic, fantasy, and urban.

Lots of AI beauties Apology-like promotion
Local celebrity 
endorsementLots of free items

Click the image to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the most popular ad creatives within the date range.

Date Range: Jan - Dec 2024

https://sp2cdn-idea-global.zingfront.com/sp_opera/01cc61b7eafd68f3ee4418a8765bb284.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/07689c7cc58cc5d27bcc3ae16dbfad1d.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/f16f7bab730c1f10445bf48780fea0e0.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/987702816623440e5c1350c9bed40cd0.mp4
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Marketing Analysis of Puzzle Mobile Games

Video creatives contributed about 81% of impressions, and 60% of video creatives were less than 30 seconds in length.

Puzzle game advertisers and creatives peaked in April and December, respectively.
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Examples of Puzzle Gamesô Popular Creatives

Puzzle game creatives often begin with intriguing scenarios to capture attention, while brain-teasing game creatives
highlight the added value, such as memory training for middle-aged and senior audiences.

Body painting + 
displaying gameplays

Eye-catching novelty 
and riddling

Play the game on iPad
on speakerAuthority endorsement

Click the image to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the most popular ad creatives within the date range.

Date Range: Jan - Dec 2024

https://sp2cdn-idea-global.zingfront.com/sp_opera/ebcac54203d0ec45b584e602f7c2a49d.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/516a90c61b3e7a3433a6c8ed1c556e1d.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/4672b399c75f0697bdcc1416528bc1e3.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/9288fe5c9fcab187959842de4a4af323.mp4
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Marketing Analysis of Casual Mobile Games

On average, 21K casual game advertisers released ad creatives each month, with 45% of them being new creatives. In

addition to mid-core and hard-core mobile game advertisers, light casual game companies expanding globally have also

performed well. Notably, 45 of the top 100 advertisers were global companies.

62.4%

60.0%
58.7%58.0%57.4%58.2%

65.0%64.9%

69.0%69.6%

72.2%

68.7%

17 K

18 K

19 K

20 K

21 K

22 K

23 K

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trend in the number of advertisers by month

Number of creatives % of advertisers with new creatives

47.4%

40.1%

42.5%

44.1%

41.5%

47.4% 47.1%

43.7% 44.2% 44.7%

46.3% 45.9%

2.8M

3.0M

3.2M

3.4M

3.6M

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Trend in the number of ad creatives by month

Number of creatives % of new creatives

79.6%

17.8%

Proportions of impressions from 
creatives by type

Video Image Playable Other

8.6% 52.3% 36.1%

Share of casual gamesô video 
creatives by length

<15s 15-30s 30-60s >60s

14.7% 23.3% 61.8%

Share of casual gamesô image 
creatives by format

Vertical Horizontal Square Other

45.0%

Going-global companiesô share of 
Top 100 advertisers by advertising
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Date Range: Jan - Dec 2024
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Examples of Casual Gamesô Popular Creatives

While mid-core and hard-core mobile games were attracting attention by using casual gameplays, hyper-casual mobile
games targeted at live-action short video creatives.

Live-action TT challenge Hot dance of cute pets
Intellectual challenge + 

Deliberate failureAttractive DIY

Click the image to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the most popular ad creatives within the date range.

Date Range: Jan - Dec 2024

https://sp2cdn-idea-global.zingfront.com/sp_opera/ab8d23b81eb4002de5afaf26c577caf3.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/2f986192a9610217a8f0067689398479.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/68eea649c813b4acaed0c471a5a5d1a7.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/6fa404eb4a84a4fb170826012b7be9a7.mp4
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Marketing Analysis of SIM Mobile Games

The number of advertisers decreased in fluctuation to the lowest values in April and September, respectively.

Realistic-style simulators stood out in the market. Light idle business genre was popular in going-global mini games.
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Examples of SIM Gamesô Popular Creatives

ASMR and short drama were still the most commonly used patterns of creatives for female-oriented mobile games. This year
saw many big hits of realistic style, driving the growth of live-action creatives.

Novelty ASMR
Dramatic and 

heartbreaking short story
Live-action sitcomCrisis solving + 

Deliberate failure

Click the image to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the most popular ad creatives within the date range.

Date Range: Jan - Dec 2024

https://sp2cdn-idea-global.zingfront.com/sp_opera/f5a6ed9cfea5cb9f515a17b77ef1168a.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/8456abfa949a9fb4cafb268614fa50ca.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/9709375e489ab7e39070063d7cfdaf92.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/c57ef20ee10bce38db7fcfef91be9e08.mp4
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Marketing Analysis of Casino Mobile Games

Advertisers and creatives grew rapidly in the second half of the year to peak in October.

In the second half of the year, monthly new creatives accounted for as much as 60%, with an average of 72 ad creatives per
advertiser per month.
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Source: SocialPeta, based on data that were captured and analyzed.

Date Range: Jan - Dec 2024
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Examples of Casino Gamesô Popular Creatives

Casino game creatives often involve real people and real money in order to be more convincing. In addition, thereôreodd
lines and controversial stories to attract people to watch the creatives.

Expensive gift and 
money temptation

News-like promotion Winning in SIM games
Start with unusual 

remarks 

Click the image to play the complete creative

Source: SocialPeta - Ad Creatives, displaying the most popular ad creatives within the date range.

Date Range: Jan - Dec 2024

https://sp2cdn-idea-global.zingfront.com/sp_opera/c7b150f8a12d696dadc0e4f422d084fb.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/ee64724c2ca798b071675f062da549e8.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/59c919c56a65919439e10eaf3dda19f8.mp4
https://sp2cdn-idea-global.zingfront.com/sp_opera/0719beaee4b3e1f6b3d8d49486c0d0ba.mp4
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