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Mobile Game Advertising Market

= (o)
3.7B = 62% ==1| $130.9B
mobile players \‘D of users expected mobile game
expected worldwide install a game within a week ad spend by 2025
by 2023 of owning a mobile device

= 43% +12.3% — 21.5% +19%
$
ﬁl

(} of time spent CAGR of App Store revenue Growth
on mobile devices is for the mobile gaming (o comes from games, the most for in-game advertising
attributed to games sector, between 2021 popular app type 2021 to 2027
and 2026

— —
of players of players of mobile game devs — of mobile game devs
prefer free-to-play engage with in-game use ads in their free-to-play games 5 use more than one ad format

[ \ games with ads ads over sponsored in their games
over paid games social media posts

Mobile Gaming Demographics
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Rewarded Video Ads
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Playable Ads

Interstitial Ads
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