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“More and more gamers are playing on mobile devices
while the average playing time has increased slightly

compared to last year. Consumers have more motivations
to make in-game purchases than before and they tend to

try variety of games. Therefore, increasing players’
retention rate and motivations for in-game purchases are

vital to a game’s success.”
- Terence Zhou, Research Analyst

This report looks at the following areas:

• How to improve mobile gamers’ retention?
• How to grow big in niche markets?
• How to make in-game ads appealing to mobile gamers?

The market for mobile games accounts for 57% of the total gaming market and is expected to reach
RMB 264,550 million in 2023. As mobile technology surges ahead like never before and consumers
become more accepting of in-game purchase, the mobile gaming market has great potential in China.
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Larger gap between the usage of mobile phones and PCs
Figure 18: Gaming devices used in the last three months, by game type, July 2018
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Figure 25: Mobile gaming hours, by gaming devices, July 2018
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Figure 26: Types of mobile game played, July 2018

18-19-year-olds most explorative with game types
Figure 27: Average numbers of mobile game types played, by gender and age, July 2018

Females are also fans of popular game types
Figure 28: Types of mobile game played, by gender, July 2018

Figure 29: Penetration of select mobile game type, by gender and age, July 2018

Sandbox and Puzzle games are at the two ends of the timing ladder
Figure 30: Time spent on playing mobile games per day, by mobile game types, July 2018

One in five haven’t spent a penny yet
Figure 31: Claim rates on ‘I haven’t spent money on mobile games in the last 3 months’, by age, July 2018

Spending is about gaming experience itself
Figure 32: In-game purchase motivations, July 2018

30-39-year-old gamers’ alternative motivation
Figure 33: Claim rates on selected in-game purchase motivations, by gender and age, July 2018

Enlarge the user base of arcade games and raise purchasing motivation of puzzle games’ players
Figure 34: In-game purchase motivations of Puzzle and Arcade players, July 2018
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High earners want mobile games that require dedication
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