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Advertising Trends




_ Advertising Trends

Market Share of Mobile Application
Advertisers

In 2022 the proportionof mobile gameadvertisergemainedat around45.0%. In
the first half of the year, it fell by about4.2% HoH and by about2% YoY.
Although therewas a 0.2% HoH increasein the secondhalf, it still fell by 4%
YoY. This showsthatmostmobile gameadvertiserdhiavealreadybegunto tighten
mediabuyingin early2022 andhavenotrelaxed

After experiencingthe rapid growth broughtby the epidemic,the global mobile
gamemarketsawa correctionin 2022 And mobile gamecompaniehaveshown
amorecautiousattitudetowardsadvertisingandmarketing

Proportion of Mobile App Advertisers by Quantity

@ Mobile Game Non-Game App

2021 H1 2021 H2 2022 H1 2022 H2

*Data Source: AppGrowing Global
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Advertising Trends

Proportion of Mobile Game Categories by

App Quantity

Casual Gamesaccountedfor 20.8% of
the total number of advertisinggames,
which meansthat one out of every five
advertising mobile gamesin 2022 is a
CasualGame

Puzzle Games, which also belong to
lightweight games, performed equally
well. In 2022 the number of Puzzle
Games accountedfor 12.9%, ranking
seconcamongl9 gamecategories

The representative categories of
medium/hardcore games,Role Playing
and Strategy,are in the middle of the
ranking, accountingfor 5.8% and 4.2%
respectively

*Data Source: AppGrowing Global

Casual

Puzzle 12.9%

Arcade

9.5%
Simulation 9.4%

Action

8.9%

Role Playing - 5.8%
Casino - 5.7%
Card - 4.9%
Strategy - 4.2%
Others - 4.1%

Adventure - 3.4%
Racing . 2.4%
Board . 2.3%
Sport . 1.9%

Word l 1.4%
Trivia I 0.9%
Music I 0.6%
Education I 0.5%

Family I 0.4%
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_ Advertising Trends

YoY Change of Ad Volume Proportion in
Categories

Comparing the proportion of ad volume of each
categoryin 2022and2021 lightweightgamesshoweda _
Puzzle +2.6%
clearupwardtrend CasualandPuzzlearethe only two —
categorieswhose proportionshave increasedby over - Word, +0.9%
2%. . Adventure +0.7%
. . . . . . Sport +0.6%
The categorywith the highestdeclineis Role Playing,
and the proportion of ad volume decreasedy 4.7% l Card +0.4%

YoY. As the CPI continuesto rise and the payback
cycle continuesto lengthen, traditional medium/hard
core categoriescan no longer rely solely on media
buyingto achievegrowth | v, +0.20

I Simulation +0.3%

I Arcade +0.2%

| Music, +0.1%
Another categoryworthy of attentionis

Board This lightweight category |Fam”y’ 0.1%
accountedfor a YoY decreaseof 3%. Racing .0_1%|
The main reasonis thatthe popularity of

. . Education-o.l%l
Coloring games,which were extremely

popularlast year, hasdeclinedthis year, Strategy-0.5% .
and the ad volume has dropped Action,-O.S%.
significantly.

Casing -0.7% .
Board -3.0%
Role Playing -4.7%

*Data Source: AppGrowing Global
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Ao Corowing Advertising Trends

Proportion of Publishing Platforms by Mobile
Game Quantity & Ad Volume

Regardlessof the number of mobile by Mobile Game Quantity
gamesor the amountof ads, App Store
accounts for about 20% to 25%.

Correspondingly,Google Play accounts
for about75% to 80%.

As the two main platforms for mobile
gamedistribution, the proportionof App
StoreandGooglePlaycorrespondso the 75.7%
marketshareof iOS and Android devices
to a certain extent The global shareof
the Android systemis higherthanthat of
the iOS system,and it has a dominant
positionin someT2 and T3 markets At by Ad Volume
the sametime, the privacy policy of i0OS
affects the effect of advertising
Therefore,advertisergenerallyfocuson
mediabuyingonthe GooglePlayside

m App Store ® Google Play

78.4%

m App Store ® Google Play

*Data Source: AppGrowing Global



Ao Growing Advertising Trends

Top 20 Regions with The Most Mobile Game
Ads

Among the 20 regionswith the highest USA
mobile gamead volumein 2022 mostof

Canada 14.0%

the top ten regionsarerecognizedT1 or

) ) Singapore 12.3%
T2 regions Theseregionsusuallyhavea

Korea 11.9%

large enough market, mature game

cultureandstrongconsumingability. Germany 11.7%

Australia 11.6%
Among them, the dominance of the
United Statess obvious About 24.4% of

mobile game ads covered the United

United Kingdom 11.6%

Taiwan of China 11.1%

States,10.4% more than Canadawhich Japan 11.0%
is thesecond Thematuremobile Internet  Hong kong sAR 10.5%
infrastructure, simple language 10.3%

France
environmentand inclusive gameculture

make North American market the No.1

Brazil 9.2%

marketthatgamecompaniesrechasing viewar [ &7
mexico [ 6%
Regionsin Latin America, the Middle ncia [N 7o
Fastand o.ther emergmgmarketsappear indonesia [ 7<%
in the middle and rear of the list.
Although these marketsare still in the veleysic [ 7.4
processof cultivation and development, vee [ 7%
thelower CPI still attractthe attentionof Thailand [l 6<%
moreandmoreadvertisers New zeatand [l 52%

*Data Source: AppGrowing Global
**Percentages may not sum to exactly H@ to ads running in multiple regions are counted repeatedly.
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Ao Growing Advertising Trends

YoY Change on Proportion of Ad Volume
in Main Markets

Comparingthe proportionof mobile gamead volumein
major marketsin 2022 and 2021 emerging markets

Latin America +6.4%

showa more prominentgrowth With a 6.4% increase, Africa, +4.5%

Latin America becomesthe market with the highest
YoY growthin 2022 It is followed by Africa, with an
increasenf about4.5%.

North Europe+2.6%

South Europget+2.4%

Among the regions where the proportion decreased South Asia +2.0%
YoY, EasternEuropewas mainly affectedby the war,
andtheproportiondecreasedignificantly.

In Hong Kong, Macauand Taiwan of

China, the proportion decreasedby

Middle East+1.6%

Japan & Koreat+0.5%

4.3%, and the declinesin Southeast

. . O ia-0.1%
Asia and North America were 1.7% ceana-o.L%

and1.8%, respectively

Central Europe-0.1%

As the growth of the global mobile West Europeo.e%l
game market slows down, the

problem of high UA spends in Southeast Asia1.7% -
traditional popularmarketshasbegun
. North America -1.8% -
to emerge More andmoreadvertisers

have increasedtheir ad budgetsin -
Hong Kong, M

emergingmarketsin orderto find new

*Data Source: AppGrowing Global



Advertising Trends

Most Advertised Mobile Game Categories on

Social Media

Thegamecategorywith the highestad volumeon thethreeselectedepresentative

socialmediaplatformsin 2022wereRolePlaying

For Role Playing or similar hardcore games,media buying often needsto be

combinedwith community and content marketing Facebookis an important

channelfor community building, while YouTubeand TikTok, as representative
streammedia,havestrongercontentattributes

ﬁ Facebook
Role Playing 15.4%
Puzzle 13.4%
Casual 12.8%

Strategy11.2%

Simulation 8.5%

Card 7.3%

Action, 5.9%

o

Casing 5.0%

- Board 3.4%

*Data Source: AppGrowing Global

B YouTube

Role Playing 25.1%

Strategy 16.2%

Action, 11.8%

Casual7.3%

Puzzle 6.4%

Simulation 6.1%

Adventure 6.1%

Card 5.8%

Casing 5.8%

Sport 3.0%

@ TikTok

Role Playing 24.5%

Casual14.2%

Simulation 10.4%

Action, 10.1%

Strategy8.8%

Puzzle 8.1%

Adventure 8.0%

. Card 4.2%
. Music, 3.4%

l Arcade 2.4%
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Advertising Trends

Most Advertised Mobile Game Categories on

Ad Networks

The three representativeplatforms AdMob, Unity Ads, and AppLovin showed

moreobviousdifferences

AdMob's ad distribution is closer to content platforms, as the proportion of
medium/harccoregameadsis higher On Unity Ads and AppLovin, moreadsare
createdby lightweight game categorieswith strongertraffic demandssuch as

CasualndPuzzle

€, AdMob

Role Playing 19.5%

Strategy 16.2%

Action, 13.1%

Puzzle 10.9%

Casual9.2%

Simulation 6.5%

Adventure 4.8%

Sport 4.2%

Card 4.1%

Board 3.2%

*Data Source: AppGrowing Global

& Unity Ads
Casual19.0%
Puzzle 18.7%
Simulation 11.5%
Action, 9.2%
Strategy6.9%
Arcade 5.7%
Board 4.1%
Adventure 3.7%
Role Playing 3.7%

Card 3.6%

. AppLovin

Casual 20.5%

Puzzle 18.1%

Simulation 11.9%

Action, 10.7%

Arcade 8.3%

Role Playing 6.6%

Strategy5.2%

Board 2.8%

Adventure 2.6%

Card 2.3%
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Advertising Trends

Most Advertised Mobile Games in 2022
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2022 H1
Evony: The King's Return

Top Games

Garena Free Fire
Garena

PUBG MOBILE

Tencent

Lords Mobile
IGG

Fishdom
Playrix

Kingdom Guard
tap4fun

Braindom 2
Matchingham Games

Tap Color Pro

Century Games

Genshin Impact
miHoYo

War Robots
UPWAKE.ME

Braindom
Matchingham Games

The Grand Mafia
YottaGames

I
Ludoo Games

Homescapes
Playrix

Township
Playrix
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2022 H2
Evony: The King's Return

Top Games

Braindom
Matchingham Games

Township
Playrix

Braindom 2
Matchingham Games

Lords Mobile
IGG

Fishdom
Playrix

Genshin Impact
miHoYo

Gardenscapes
Playrix

Survivor.io
Habby Games

1945 Air Force
OneSoft

PUBG MOBILE

Tencent

Homescapes
Playrix

Candy Crush Saga
King

Braindom 3
Matchingham Games

The Grand Mafia

YottaGames

*Data Source: AppGrowing Global, only Google Play is counted, sorted by the number of
ads in descending order.



A Browing Advertising Trends

Most Advertised Mobile Games in 2022

In the first half of 2022 medium/hardcore gameshave
shownstrongcompetitivenesin the mediabuying market
Of the 15 most advertisedgames,more than half were
RPG,SLG or TacticalArenaGames Amongthe Top 5 in
thehead thereis only "Fishdoni asa Casualgame

In the secondhalf of the year, lightweight productsbegan
to increasetheir ad volume,andgraduallyoccupiedl0 of

the Top 15. Among thosemedium/hardcore games with

outstandingad volumein thefirst half of the year,except
for "Evony TheKing's Return" which still maintaineda
super high ad volume level of Top 1, and "Genshin
Impact" whose ranking rose slightly, the ad volume
rankingsof the rest of the productsall have declinedto

varying degreesandevendroppedoutof the Top 15.

On the other hand, the decline in popularity of the
aforementionedBoard gamesis also reflected in the
rankings, and the representativegame "Tap Color Pro"
alsofell out of the Top 15 rankingsin the secondhalf of
theyear.



Alp Growing Advertising Trends

Most Advertised Mobile Game Advertisers
in 2022

-
%
@ Rollic Games

©

O

Yotta Games

0
g A sacames &)
9 CI=EED
@O @EITED
<©
o VNG

*Data Source: AppGrowing Global




Advertisine Trends

Most Advertised Mobile Game Advertisers

in 2022

From the perspectiveof advertisers,lightweight game
advertisershave seized more traffic. European casual
gamecompanieslayrix andMatchinghamGamesarethe
advertiserswith the largestand secondlargestad volume
in 2022 respectively And there is a clear gap with
subsequentompanies

In the secondechelon the TurkishcompanyRollic Games
focuseson hypercasualgames It createda large number
of ads due to the extremely high frequency of new
releases The Vietnamesecompany OneSoftfocuseson

thebullethell gamesin 2022 morethan7 of its gamesn

this genrehave had advertisingcampaigns Top Games
which ranksfifth, is the only advertiseramongthe Top 5

that mainly advertiseshardcore games,andit is alsothe
Chinesecompanywith the highestad volume

From the perspectiveof country distribution, amongthe
Top 15, Chineseadvertisersaccountfor 5 seats,and the
main competitorsn mediabuying comefrom Europeand
SoutheasAsia.
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_ Mobile Games from China

The Main Categories of Chinese Mobile Game
on Global Market

Among Ch i n mdbiee games going Casual
9.2%
global in 2022 low-threshold casual
. . Role Playi ikl
games are still the category with the ole Faying 21.3%
largestnumberof Apps, accountingfor purzic NN 11.2%
9.1%
about20.3%. r——
Strategy 7
22.2%
It is worth noting that the two categories corg N N 1%
7.4%
of Role Playingand Strategyaccountfor
P Simulation _ 1%
16.7% and 9.5% of China's overseas 7.2%
mobile game products, which are acion 1R S0
. e . . 0
significantly higher than the average .
. 4.9%
level of globalmarkets casino 3.6%
Adventure - 3;;@
. . . 0
At the sametime, thesetwo categories
; ; Board o
are also the categorieswhere Chinese 3.6%
mobile gameadvertiserscreatethe most Word B 2%
. 2.6%
ads,accountingfor 21.3% and 22.2% of = ’
2.1%
theadvolumerespectively Arcade gt | o0 mby Apps
Sport B 13% by Ads
. . . . 1.3%
Behind the high proportion of quantity - 0
. . . . 1.1%
and ad volume is the high enthusiasm Music g | .00
and generousmarketing investment of race 1 0-7%
. . . 0.3%
Chineseadvertisersfor traditional hard : ’
. - 0.6%
corecategoriesuchasRPGandSLG. Tivia It oo
Family I 0.3%

0.1%
*Data Source: AppGrowing Global



Ao Growing Mobile Games from China

Main Target Market of Chinese Mobile Games

North America 28.2%

In 2022 282% of the ads createdby
Chinesemobilegameadvertisercovered

Southeast Asia| 25.4%
the North American market This is
usuallya choicein line with the general Hong *;anvgvé?]/'acao & 17.7%
trend of the global market For mobile
game companieswhich intend to enter Japan & Korea 17.0%

the Englishspeaking world, North

. . . West Europe 15.5%
Americais unavoidable . ’

Central Europe [ RL%)
The regions ranked second, third and

fourth are SoutheastAsia (254%), Hong oceania IR
Kong, Macao& Taiwan of China (17.7%)
and Japan& South Korea (17.0%), all of Latin America |
which are within the radiation range of
Chinese culture The similar cultural Mddle Fast R
backgroundnakesthesemarketsthefirst

choicefor Chineseggamecompanies

South Asia 9

North Europe [leRed
However, the Latin American and
Middle Eastmarkets,which haveshown South Europe. 5.7%
strong growth momentum,were not be
favored by Chinese mobile game hirea . e
companiesin 2022 and the ad volume
only accountedor 10.1% and4.8%.

East Europe 1.8%

*Data Source: AppGrowing Global**Percentages may not sum to exactigud® ads running in
multiple regions are counted repeatedly.

16



Mobile Games from China

Most Advertised Chinese Mobile Games in 2022
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Evony: The King's Return

Top Games

Lords Mobile
IGG

Genshin Impact
miHoYo

PUBG MOBILE

Tencent

The Grand Mafia

YottaGames

Kingdom Guard
tap4fun

I
Ludoo Games

Last Fortress: Underground
IM30

Survivor.io
Habby Games

Mafia City

YottaGames

Solitaire
Aged Studio

Tap Color Pro

Century Games

The Ants; Underground Kingdom

StarUnion

Mobile Legends: BanBang

Moonton

Epic Heroes
BingchuanNetwork
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i
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" 4

1 £ -

Yogame
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Top War: Battle Game
TopwarStudio

Word Connect
bue

State of Survival: Zombie War

Funplus

Breaker Fun
mogame

Rise of Kingdoms
Lilith Games

Puzzles & Survival
37GAMES

Y ~ i
Origin Mood

Soccer Super Star
Real Freestyle Soccer

Mythic Heroes: Idle RPG
IGG

Land of Empires: Immortal
NUVERSE

Solitaire
ReachJunctioivledia

Demon God
JunHaiGames

Makeup Master: Beauty Salon

Button Software

Rise of Empires: Ice and Fire
IM30

*Data Source: AppGrowing Global, only Google Play is counted, sorted by the number of
ads in descending order.



Alp Growing Mobile Games from China

Most Advertised Chinese Mobile Game
Advertisers in 2022

Top Games(Top Games)

© CIEED
© OIS
© CTETED
(oY ocanes @
@ 37GAMES

© IR
© IS
o b
© CZIED

*Data Source: AppGrowing Global
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_ Competition Analysis

Media Buying Competition Insights of
Casual Games

In 2022 the numberof Casualgamesin advertisingcampaignis fluctuatingand
rising. In thefirst half of theyear,therewereabout3,900 Casualgamesn asingle
monthon averageandin theseconchalf thatnumbergrewto around4,500.

Thethreemainsourcef Casualgamesare mainlandChina, TurkeyandVietnam
Therelativelylow thresholdfor researctanddevelopmenmakesthe Casualgame
agenrethatalargenumberof smallandmediumteamsarewilling to try.

Number of Casual Games in Advertising Campaign
5200

3900
2600
1300

0

Jan Feb Mar pr May Jun Jul Aug Sep Oct Nov Dec

Source of Top Advertiser

28.9% 6.6% 5.0%

Mainland

' Turkey Vietnam
China

*Data Source: AppGrowing Global
** Top advertisers refer to the 1,000 games with the highest ad volume
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Competition Analysis

Most Advertised Casual Games in 2022
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B ook,

Township
Playrix

Gardenscapes
Playrix

Homescapes
Playrix

Candy Crush Saga
King

Ball Sort
IEC Global

Coin Master
Moon Active

Project Makeover
Magic Tavern

Car Fix Tycoon
SONOW

Family Islandn

Melsoft Games

Crazy Fox
ASTAK TECH

Candy Crush Soda Saga
King

Super Ludo Multiplayer Fantasy
Super Luda) Games

Match Masters
Candivore

Bubble Shooter Star
Up Studio

Marble Shoot

Orange Game
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20

21
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24

25

26

27

28

29

30

B EFEeR D E
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My Cafe- Restaurant Game
Melsoft Games

Sweet Color
Button Software

Fitness Club Tycoon
Helloworld

Triple Tile
Tripledot Studios

Bump Pop

Rollic Games

Moneyland
Rollic Games

Resortopia
DH Games

Going Balls

Supersonic

a
JRGame

Money Rush

Rollic Games

Color Ball Sort Puzzle
Sonat Game

Purrfect Tale
DH Games

Bridge Race

Supersonic

Upland
Uplandme inc

Piggy GO
FOREVERNINE

*Data Source: AppGrowing Global, only Google Play is counted, sorted by the number of ads in descending order.



_ Competition Analysis

Media Buying Competition Insights of
Action Games

The numberof Action gamesfluctuatesin the rangeof 1,700~2,000 per month,
which is lessthan half of Casualcategory Among the top 1,000 action games,
productsfrom mainlandChinesecompaniesaccountedor 16.0%.

Action categoryis a large categorycoveringa wide range In additionto games
thatrequirehandeyecoordinationandquick action,somelightweightgamessuch
ascasualparkourwill alsocarryAction tag Productsuchas"Sniper3D", "Brawl
Stars"and"Zoobd havebothtraditionalhardcoregameplayandcasualdesign

Number of Action Games in Advertising Campaign
2400

1800
1200
600
0

Jan Feb Mar pr May Jun Jul Aug Sep Oct Nov Dec

Source of Top Advertiser

. 16.0% .9.9% I 7.9%
M(a:mf:d France Russia

*Data Source: AppGrowing Global
** Top advertisers refer to the 1,000 games with the highest ad volume
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Competition Analysis

Most Advertised Action Games in 2022
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Garena Free Fire
Garena

PUBG MOBILE

Tencent

War Robots
UPWAKE.ME

Mobile Legends: BanBang

Moonton

Call of Duty Mobile

Activision

Count Masters
Freeplayinc

Apex Legends Mobile

Electronic Arts

Sniper 3D
Wildlife Studio

Standoff 2
AxleBolt

Zooba
Wildlife Studio

Hair Challenge

Rollic Games

My Mini Mart

Supersonic

Dynasty Legends 2

TaihelInteractive

Sky Warriors
Wildlife Studio

Call of Duty®: Mobile- Garena

Garena
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War Machins
wildlife Studio

Pixel Gun 3D

Cubic Games

Brawl Stars
Supercell

Blob Hero

Rollic Games

Gem Stack
ByteTyper

Path of Immortals: Survivor
Mechanist Games

Every Hero

Feeling Game

Modern Strike Online

Azur Games

| Want Pizza
ByteTyper

PUBG Mobile
KRAFTON

Tanks a Lot
HighcoreLabs

Pokénon UNITE
The PokemonCompany

Arena of Valor
Tencent

Garena Contra Returns
Garena

T h MaTamQu Xa 6Hinh

GzoneStudio

*Data Source: AppGrowing Global, only Google Play is counted, sorted by the number of ads in descending order.



_ Competition Analysis

Media Buying Competition Insights of
Casino Games

Casinogamesare also known as gambling games,and this categoryhas seen
significant growth during the epidemic Judgingfrom the numberof gamesin
advertisingcampaignevery month, the Casinocategoryhad a concentratedise
from Juneto SeptembeR022 and a large numberof productshave enteredthe
mediabuyingmarketduringthistime period

In termsof the sourceof advertisersproductsfrom mainlandChinaaccountedor

20.0%, followed by the United Statesand Taiwanof China
2000 Number of Casino Games in Advertising Campaign

1500

1000
5 I I I

0
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

o
o

Source of Top Advertiser

20.0% .6.8% 5.2%
Mainland . Taiwan of
China United States China

*Data Source: AppGrowing Global
** Top advertisers refer to the 1,000 games with the highest ad volume
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Competition Analysis

Most Advertised Casino Games in 2022
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Jackpot Masten Slots

ZerooGravity

Jackpot World)

Bole Games

GoldenHoYeah
igs

LotsaSlots
Bole Games

Cash Tornadu) Slots

ZerooGravity

Cash Frenazy)

Bole Games

Bingo Frenzy
Gluon Interactive

Cash Bash Casino
Bole Games

Jackpot Crush

Bole Games

TongitsGo

Inspire Games

S

Gamesofa

1341
igs

DoubleDownCasino
DoubleDowninteractive

Slotomania
Playtika

Casino RouletteRoulettist

KamaGames
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Rock N' Cash
PLAYLINKS

Scatter Slots

Murka Games

NHN BIGFOOT

Jackpot Party Casino Slots
SciPlay

GamePoinBingo
GamePoint

Club Vegas Slots

Bagelcode

Loco Slots Tombola Bingo Live

Playspace

Gold Fish Casino Slot Games
SciPlay

a D&
XIANG SHANG GAMES

Lightning Link Casino Slots

Product Madness

y a e
Yile

Bingo Crush
Mobile Fox

3 Lucky Casino

EazyGame

Quick Hit Casino Slot Games
SciPlay

*Data Source: AppGrowing Global, only Google Play is counted, sorted by the number of ads in descending order.



_ Competition Analysis

Media Buying Competition Insights of
Strategy Games

As a categorywith high R&D and UA costs,the monthly averagenumber of
Strategy gamesis only around 1,100, and there is no significant fluctuation
throughoutheyear.

However, its highrinvestmentand high-return characteristicchave been sought
after by Chinesecompanies 397 out of the top 1,000 strategygamesare from
mainlandChinesecompanieswhich far exceedghe seconaVietname.s%) andthe
third Russi&s.5%).

1600 Number of Strategy Games in Advertising Campaign

1200
800
400

Jan Feb Mar pr May Jun Jul Aug Sep Oct Nov Dec

Source of Top Advertiser

39.7% 6.5% 3.5%

Mainland

. Vietnam Russia
China

*Data Source: AppGrowing Global
** Top advertisers refer to the 1,000 games with the highest ad volume
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Competition Analysis

Most Advertised Strategy Games in 2022
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Evony: The King's Return

Top Games

Lords Mobile
IGG

The Grand Mafia

YottaGames

Kingdom Guard
tap4fun

Last Fortress: Underground
IM30

Mafia City

YottaGames

The Ants: Underground Kingdom

StarUnion

Top War: Battle Game
TopwarStudio

State of Survival: Zombie War
Funplus

Rise of Kingdoms
Lilith Games

Puzzles & Survival
37GAMES

Land of Empires: Immortal
NUVERSE

Rise of Empires: Ice and Fire
IM30

MARVEL SNAP
NUVERSE

Age of Apes
tap4fun

16

17

18

19

20

21

22

23

24

25

26

27

28

29

30

2
&
s
&

Rush Royale
UPWAKE.ME

Age of Origins

Camel Games

U. n s
Lingxi Games

Chief AImighty
YottaGames

Rising Civilizations
OneGame

The Walking Dead: Survivors
ELEX

Doomsday: Last Survivors
IGG

Clash of Clans
Supercell

Ant Legion: For The Swarm
37GAMES

War and Order

Camel Games

Warpath: Ace Shooter

Lilith Games

Mafia Origin

Top Games

Kiss of War
Tap4fun

World of Tanks Blitz
Wargaming Group

Three Kingdoms: Overlord

BekkoGames

*Data Source: AppGrowing Global, only Google Play is counted, sorted by the number of ads in descending order.
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_ Advertiser Case Analysis

Yotta Games

Yotta Gameshas achievedremarkableresultswith its two mafiathemedSLGs
"Mafia City" and"The GrandMafia". Thesetwo gamesarealsothefocusof Yotta
Games'advertisingcampaigns The advertisingdata in 2022 showsthat "The
Grand Mafia", which waslaunchedater, is graduallyreplacing"Mafia City" and
becomingthe Top 1 mostadvertisedgameof Yotta Games

In additionto mafia SLG, Yotta Gamesis alsodevelopingnew categoriesOther

major productsincludethe primitive erathemeSLG "Chief AImighty", ACG RPG
"Girls X Battle2", match3 RPG"Dragonfall& Puzzles;'etc

# Most Advertised Games

01 EB® The Grand Mafia

3. .
The Grand Mafia 2 02 Mafia City
&

’
04

Mafia City

Chief Almighty
i Jj’\ Girls X Battle 2

05 &8 Ever Legion

£
Chiet Almighty 06 bg Dragonfall& Puzzles

07 Q Relic Rumble

*Data Source: AppGrowing Global
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A Growing Advertiser Case Analysis

Al mightyo Adve

Advertising Trend

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

Ad Creative Form

40.9% 46.9%

. 12.1%
i > By

Video Image Others
9.9% Top 8 Most Advertised Regions
5.3%
3.9% 3.9% 3.7%
I I l 3:2% 3.0% 2.5%
USA Canada  Singapore United Australia  Netherlands German  Switzerland
Kingdom

*Data SourceAppGrowing Global, Google Play version data only.
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_ Advertiser Case Analysis

Tencent Games (Level Infinite)

In 2022 TencentGamesdevelopedits strengthin the global market The star
product"PUBG MOBILE" continuedits high-level mediabuying On the other
hand, a number of new products have achievedoutstandingresults, such as
"Towerof Fantasy"and"GODDESSOF VICTORY NIKKE".

After the launchof "Honor of Kings", the ad volume of "Arena of Valor", which
was previouslyregardedasthe overseawversionof HOK, hasgraduallydeclined,
but the massiveamountof ad it put out in the year still rankedthird, showing
Tencent'snterestin MOBA.

# Most Advertised Games
o1 B pusc moBILE

T

,f;% Tower of Fantasy
03 €§ Arena of Valor

GODDESS OF VICTORY: NIKKE

Arena of Valor 06 Honor of Kings- Beta

e

05 a ChimeralLand
&
&

07 ! N f amgM

*Data Source: AppGrowing Global
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Alp Growing Advertiser Case Analysis

»M GODDESS OF VI CTORY:
Advertising Data Overview

Advertising Trend

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

Ad Creative Form

16.9% 6.2%

)

Image Others

30.10¢ Top 8 Most Advertised Regions
. 0

15.0% 13.9%
9.9%
Il = = ==
Korea Canada Japan USA Thailand France German United

Kingdom

*Data SourceAppGrowing Global, Google Play version data only.



tap4fun

Advertiser Case Analysis

As a developeifocusingon SLG productstapdf u mméais advertisingproductsin
2022arealmostall SLG gamesHowever,therearestill significantdifferencesn
themesand gameplayforms of different products "Kingdom Guard", which has
the highestamountof ads,endowsthe productwith lightweight featuresthrough
tower defenseand mergegameplay The second"Age of Apes"attractsplayers
with aunique"ape"themeto achieveoutstandingnarketperformance

Behindthe two productstrategiesarethe two main developmentlirectionsof the
SLG categoryin the pastyears, namely exploring new themesor integrating

casuagameplay
1 #
01
02
Kingdom Guard
03

04

05

06

Kiss of War

07

*Data Source: AppGrowing Global

C AUy es e

Most Advertised Games

Kingdom Guard

Age of Apes

Kiss of War

Brutal Age

Invasion: Aerial Warfare

Tribal Age

Tiny War
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