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“The mobile gaming sector is widespread and growing and
non-traditional demographics have taken to mobile

gaming. App store listings and gaining good reviews is
critical, and game makers exploring the optimum way to

monetize of their product must keep in mind the increased
likelihood of download if the game is free and the already

proven in-game spend model.”
– Ika Erwina, Retail and Technology Analyst

This report looks at the following areas:

• Catching the wind of change in mobile gaming
• “Why Buy” outlooks affect monetization

Mobile gaming is finding a place among demographics that traditionally shy away from video games. As
a result, growth of this market is unlikely cannibalizing gamers from other platforms as much as it is
creating new gamers. The overall gaming industry likely has sufficient space for PC, console, online,
and mobile gaming to coexist and even merge. Integration across platforms may appeal to core players
who plan to purchase next-generation consoles in the near future.

Monetization remains a hot topic for mobile gaming. Mobile gamers are much more willing to download
a free game than a paid game, meaning developers or publishers that want to reach a mass audience
have to find revenue streams that do not include up-front costs, and free versions of paid games need
to incentivize gamers to trade up. There is still a market for paid games, particularly among traditional
gamer demographics, however the same issues stand and publishers of paid games should also
continue to explore new ways to create revenue streams from existing game players. The free version
of a paid game must be engaging enough to attract initial interest but not fulfilling enough to satiate
the gamer’s appetite. Limited functionality, game time, and frequent ads may be enough to motivate
gamers to purchase the full version. Most of all, the key is to provide a quality gaming experience, and
to constantly monitor player feedback, which includes closely monitoring reviews in the app store and
making necessary adjustments. The high rate of deletions to downloads in mobile gaming necessitate
updates that continue to engage players, fix problems, enhance gameplay, and improve replay value.
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Figure 21: Frequency of mobile gaming in a typical week, by primary mobile gaming device, September 2013
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Figure 22: Number of game platforms played by mobile gamers, September 2013

Most are satisfied with their mobile gaming experience
Figure 23: Mobile gamers’ attitudes toward gaming experience – an extension of other games platforms and connection to larger
screen, by gender and age, September 2013
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Figure 24: Mobile gaming activity at home vs. on-the-go, by gender and age, September 2013

Android and Kindle Fire tablet mobile gameplay pointers at home
Figure 25: Mobile gaming activity at home vs. on-the-go, by primary gaming device by mobile OS, September 2013

Innovations and Innovators

Mobile Gaming Activity

Primary Mobile Gaming Device

Mobile Gaming Activity At Home vs. On-the-go
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income, August 2013

Opportunities in game genres

Little difference in most genres played at home vs. on-the-go
Figure 31: Mobile gaming activity at home vs. on-the-go, by genre of games played in the past week, August 2013

Different discovery process necessitates social approach and creative ads
Figure 32: Recommending mobile games to others and ways of learning about mobile games, by genre of games played in the past
week, August 2013
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Figure 33: Average number of (free vs. paid) mobile apps downloads and deletions in the past month, September 2013
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Figure 34: Free vs. paid mobile apps downloads and deletions in the past month, by primary mobile gaming device, September 2013

Frequent mobile gamers average four free and two paid downloads per month
Figure 35: Average number of (free vs. paid) game apps downloads and deletions in the past month, by level of mobile gaming,
September 2013

Men more active in downloading and deleting
Figure 36: Average number of (free vs. paid) game apps downloads and deletions in the past month, by gender, September 2013

Paid game downloads purview of younger gamers
Figure 37: Average number of (free vs. paid) game apps downloads and deletions in the past month, by age, September 2013
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From and for peer promotion
Figure 38: Recommending mobile games to others and ways of learning about mobile games, by (free vs. paid) app downloads and
deletions, September 2013

Greater social influence for women; in-game ads likely for men
Figure 39: Recommending mobile games to others and ways of learning about mobile games, by gender, September 2013

Viral marketing orienting toward Millennials
Figure 40: Recommending mobile games to others and ways of learning about mobile games, by age, September 2013

Key points

Genres Played

Game App Downloads and Deletions

Social vs. Advertising Influence on Game Apps

Attitudes to App Stores and Paying for Mobile Games

Report Price: £2466.89 | $3995.00 | €3133.71

Mobile Gaming - US - October 2013

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/637788/
mailto:oxygen@mintel.com


Discovery process, purchases, and payment methods

App-store browsing an important factor in app discovery
Figure 41: Mobile gamers’ occasions for going to app stores, by gender and age, August 2013

Younger demographics and men more receptive to paying for mobile games
Figure 42: Mobile gamers’ attitudes toward game downloading and buying, by gender and age, August 2013

Payment method for in-app store purchases
Figure 43: Mobile gamers’ attitudes toward payment method for in-app purchases, by household income, August 2013

Securing downloads in the app store, game retention after download
Figure 44: Mobile gamers’ attitudes toward game downloading and buying, by free vs. paid game app downloads, August 2013

Figure 45: Mobile gamers’ attitudes toward game downloading and buying, by level of mobile gamers, August 2013

Figure 46: Mobile gamers’ attitudes toward game downloading and buying, by genre of games played, August 2013

Key points

Individual gaming remains prevalent
Figure 47: Attitudes toward playing mobile games by themselves vs. with others, by gender and age, September 2013

Seamless integration between platforms
Figure 48: Mobile gamers’ attitudes toward gaming experience and plans to purchase the next-generation consoles within the next 24
months, by gender and age, September 2013
Figure 49: Mobile gamers’ attitudes toward gaming experience and plan to purchase the next-generation consoles within the next 24
months, by household income, September 2013

Key points

One third of mobile gamers accustomed to ads, but most averse to ads in paid games
Figure 50: Attitudes toward ads on mobile games, by game genres, August 2013

Millennials most likely to have been exposed to ads in mobile games
Figure 51: Attitudes toward ads on mobile games, by age, August 2013

Key points

Mobile gaming: frequency and game play at home vs. on-the-go
Figure 52: Mobile gamers’ frequency of play on mobile gaming, by race/Hispanic origin, September 2013

Figure 53: Mobile gaming activity at home vs. on-the-go, by race/Hispanic origin, September 2013

Asians highly engaged in mobile gaming
Figure 54: Primary mobile gaming device, tablet and smartphone by OS, by race/Hispanic origin, September 2013

Genres played
Figure 55: Incidence of playing each genre and number of game titles played in the past week on cell phone/tablet, by race/Hispanic
origin, August 2013

Game downloads (free vs. paid) and deletions
Figure 56: Average number of (free vs. paid) game apps downloads and deletions in the past month, by race/Hispanic origin,
September 2013

Mobile games for children popular among Hispanics
Figure 57: Attitudes toward mobile game downloads for children, by race/Hispanic origin, September 2013

Blacks more responsive to ads, Hispanics more likely to see ads

Attitudes Toward Mobile Gaming

Attitudes Toward Advertising on Mobile Games

Impact of Race and Hispanic Origin
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Figure 58: Attitudes toward ads on mobile games, by race/Hispanic origin, August 2013

Gaming activity
Figure 59: Time spent on mobile gaming compared to other types of gaming activity, September 2013

Figure 60: Mobile gaming compared to other types of gaming activity, by gender, September 2013

Figure 61: Mobile gaming compared to other types of gaming activity, by age, September 2013

Figure 62: Mobile gaming compared to other types of gaming activity, by gender and age, September 2013

Figure 63: Mobile gaming compared to other types of gaming activity, by household income, September 2013

Figure 64: Mobile gaming compared to other types of gaming activity, by presence of children, September 2013

Figure 65: Mobile gaming compared to other types of gaming activity, by race/Hispanic origin, September 2013

Figure 66: Mobile gaming compared to other types of gaming activity, by Hispanic origin and age, September 2013

Frequency of online gaming activity
Figure 67: Frequency of online gaming activity, by gender, September 2013

Figure 68: Frequency of online gaming activity, by age, September 2013

Figure 69: Frequency of online gaming activity, by household income, September 2013

Figure 70: Frequency of online gaming activity, by race/Hispanic origin, September 2013

Figure 71: Frequency of online gaming activity, by marital/relationship status, September 2013

Figure 72: Frequency of online gaming activity, by presence of children in household, September 2013

Figure 73: Frequency of online gaming activity, by Hispanic origin and household income, September 2013

Figure 74: Frequency of online gaming activity, by Hispanic origin and age, September 2013

Figure 75: Frequency of online gaming activity, by age and household income, September 2013

Figure 76: Frequency of online gaming activity, by generations, September 2013

Figure 77: Frequency of online gaming activity, by parents with children and age, September 2013

Frequency of PC gaming activity
Figure 78: Frequency of PC gaming activity, by gender, September 2013

Figure 79: Frequency of PC gaming activity, by age, September 2013

Figure 80: Frequency of PC gaming activity, by household income, September 2013

Figure 81: Frequency of PC gaming activity, by race/Hispanic origin, September 2013

Figure 82: Frequency of PC gaming activity, by marital/relationship status, September 2013

Figure 83: Frequency of PC gaming activity, by presence of children in household, September 2013

Figure 84: Frequency of PC gaming activity, by Hispanic origin and household income, September 2013

Figure 85: Frequency of PC gaming activity, by Hispanic origin and age, September 2013

Figure 86: Frequency of PC gaming activity, by age and household income, September 2013

Figure 87: Frequency of PC gaming activity, by generations, September 2013

Figure 88: Frequency of PC gaming activity, by parents with children in household, September 2013

Frequency of mobile gaming activity
Figure 89: Frequency of mobile gaming activity, by gender, September 2013

Figure 90: Frequency of mobile gaming activity, by age, September 2013

Figure 91: Frequency of mobile gaming activity, by household income, September 2013
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Figure 92: Frequency of mobile gaming activity, by race/Hispanic origin, September 2013

Figure 93: Frequency of mobile gaming activity, by marital/relationship status, September 2013

Figure 94: Frequency of mobile gaming activity, by presence of children in household, September 2013

Figure 95: Frequency of mobile gaming activity, by Hispanic origin and household income, September 2013

Figure 96: Frequency of mobile gaming activity, by age and household income, September 2013

Figure 97: Frequency of mobile gaming activity, by generations, September 2013

Figure 98: Frequency of mobile gaming activity, by parents with children in household, September 2013

Figure 99: Frequency of mobile gaming in a typical week, by primary mobile gaming device, September 2013

Frequency of home-console gaming
Figure 100: Frequency of home-console gaming activity, by gender, September 2013

Figure 101: Frequency of home-console gaming activity, by age, September 2013

Figure 102: Frequency of home-console gaming activity, by household income, September 2013

Figure 103: Frequency of home-console gaming activity, by race/Hispanic origin, September 2013

Figure 104: Frequency of home-console gaming activity, by marital/relationship status, September 2013

Figure 105: Frequency of home-console gaming activity, by presence of children in household, September 2013

Figure 106: Frequency of home-console gaming activity, by Hispanic origin and household income, September 2013

Figure 107: Frequency of home-console gaming activity, by Hispanic origin and age, September 2013

Figure 108: Frequency of home-console gaming activity, by age and household income, September 2013

Figure 109: Frequency of home-console gaming activity, by generations, September 2013

Figure 110: Frequency of home-console gaming activity, by parents with children and age, September 2013

Frequency of portable-console gaming activity
Figure 111: Frequency of portable-console gaming activity, by gender, September 2013

Figure 112: Frequency of portable-console gaming activity, by age, September 2013

Figure 113: Frequency of portable-console gaming activity, by household income, September 2013

Figure 114: Frequency of portable-console gaming activity, by race/Hispanic origin, September 2013

Figure 115: Frequency of portable-console gaming activity, by presence of children in household, September 2013

Figure 116: Frequency of portable-console gaming activity, by age and household income, September 2013

Figure 117: Frequency of portable-console gaming activity, by generations, September 2013

Figure 118: Frequency of portable-console gaming activity, by parents with children and age, September 2013

Number of types of games/platforms played
Figure 119: Number of game platforms played by mobile gamers, September 2013

Primary mobile gaming device
Figure 120: Primary mobile gaming device, tablet and smartphone by OS, by gender, September 2013

Figure 121: Primary mobile gaming device, tablet and smartphone by OS, by age, September 2013

Figure 122: Primary mobile gaming device, tablet and smartphone by OS, by household income, September 2013

Figure 123: Primary mobile gaming device, tablet and smartphone by OS, by race/Hispanic origin, September 2013

Figure 124: Primary mobile gaming device, tablet and smartphone by OS, by marital/relationship status, September 2013

Figure 125: Primary mobile gaming device, tablet and smartphone by OS, by parents with children and age, September 2013

Figure 126: Primary mobile gaming device, tablet and smartphone by OS, by level of mobile gaming, September 2013
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Mobile game downloads and deletions
Figure 127: Mobile game downloads and deletions, September 2013

Downloaded free games
Figure 128: Incidence and number of free games downloaded into smartphones/tablets in the past month, by age, September 2013

Figure 129: Incidence and number of free games downloaded into smartphones/tablets in the past month, by generations,
September 2013
Figure 130: Incidence and number of free games downloaded into smartphones/tablets in the past month, by household income,
September 2013
Figure 131: Incidence and number of free games downloaded into smartphones/tablets in the past month, by race/Hispanic origin,
September 2013
Figure 132: Incidence and number of free games downloaded into smartphones/tablets in the past month, by marital/relationship
status, September 2013
Figure 133: Incidence and number of free games downloaded into smartphones/tablets in the past month, by presence of children in
household, September 2013
Figure 134: Incidence and number of free games downloaded into smartphones/tablets in the past month, by age and household
income, September 2013
Figure 135: Incidence and number of free games downloaded into smartphones/tablets in the past month, by generations,
September 2013
Figure 136: Incidence and number of free games downloaded into smartphones/tablets in the past month, by parents with children and
age, September 2013
Figure 137: Incidence and number of free games downloaded into smartphones/tablets in the past month, by main device used for
gaming, September 2013

Downloaded paid games
Figure 138: Incidence and number of paid for games downloaded into smartphones/tablets in the past month, by age, September 2013

Figure 139: Incidence and number of paid for games downloaded into smartphones/tablets in the past month, by household income,
September 2013
Figure 140: Incidence and number of paid for games downloaded into smartphones/tablets in the past month, by race/Hispanic origin,
September 2013
Figure 141: Incidence and number of paid for games downloaded into smartphones/tablets in the past month, by marital/relationship
status, September 2013
Figure 142: Incidence and number of paid for games downloaded into smartphones/tablets in the past month, by presence of children
in household, September 2013
Figure 143: Incidence and number of paid for games downloaded into smartphones/tablets in the past month, by age and household
income, September 2013
Figure 144: Incidence and number of paid for games downloaded into smartphones/tablets in the past month, by generations,
September 2013
Figure 145: Incidence and number of paid for games downloaded into smartphones/tablets in the past month, by parents with children
and age, September 2013
Figure 146: Incidence and number of paid for games downloaded into smartphones/tablets in the past month, by main device used for
gaming, September 2013

Deleted or removed games from phone/tablet
Figure 147: Numbers of mobile games removed from smartphone/tablet in the past month, by age, September 2013

Figure 148: Numbers of mobile games removed from smartphone/tablet in the past month, by household income, September 2013

Figure 149: Numbers of mobile games removed from smartphone/tablet in the past month, by race/Hispanic origin, September 2013

Figure 150: Numbers of mobile games removed from smartphone/tablet in the past month, by marital/relationship status, September
2013
Figure 151: Numbers of mobile games removed from smartphone/tablet in the past month, by presence of children in household,
September 2013
Figure 152: Numbers of mobile games removed from smartphone/tablet in the past month, by age and household income, September
2013
Figure 153: Numbers of mobile games removed from smartphone/tablet in the past month, by generations, September 2013

Figure 154: Numbers of mobile games removed from smartphone/tablet in the past month, by parents with children and age,
September 2013
Figure 155: Numbers of mobile games removed from smartphone/tablet in the past month, by parents with children and age,
September 2013
Figure 156: Numbers of mobile games removed from smartphone/tablet in the past month, by main device used for gaming,
September 2013

Attitudes toward mobile gaming
Figure 157: Attitudes toward mobile gaming, by gender, September 2013

Figure 158: Attitudes toward mobile gaming, by age, September 2013

Figure 159: Attitudes toward mobile gaming, by gender and age, September 2013

Figure 160: Attitudes toward mobile gaming, by household income, September 2013
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Figure 161: Attitudes toward mobile gaming, by race/Hispanic origin, September 2013

Figure 162: Attitudes toward mobile gaming, by marital/relationship status, September 2013

Figure 163: Attitudes toward mobile gaming, by presence of children in household, September 2013

Figure 164: Attitudes toward mobile gaming, by age and household income, September 2013

Figure 165: Attitudes toward mobile gaming, by generations, September 2013

Figure 166: Attitudes toward mobile gaming, by parents with children and age, September 2013

Figure 167: Attitudes toward mobile gaming, by presence of children in household, September 2013

Figure 168: Attitudes toward mobile gaming, by main device used for gaming, September 2013

Games played by category
Figure 169: Number of game titles played in the past week on cell phone/tablet, by genre, August 2013

Discovery process and advertising
Figure 170: Attitudes toward discovery process and advertising in mobile gaming, by gender, August 2013

Figure 171: Attitudes toward discovery process and advertising in mobile gaming, by age, August 2013

Figure 172: Attitudes toward discovery process and advertising in mobile gaming, by household income, August 2013

Figure 173: Attitudes toward discovery process and advertising in mobile gaming, by marital/relationship status, August 2013

Figure 174: Attitudes toward discovery process and advertising in mobile gaming, by presence of children in household, August 2013

Figure 175: Attitudes toward discovery process and advertising in mobile gaming, by generations, August 2013

Figure 176: Attitudes toward discovery process and advertising in mobile gaming, by parents with children and age, August 2013

Figure 177: Attitudes toward discovery process and advertising in mobile gaming, by genre played, August 2013

Appendix – Trade Associations
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