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Background

With over 2 billion players worldwide * and 1.1 billion players in APAC alone, games have /
proven their popularity. At the global level, gaming market is predicted to grow continuously

in the next couple of years. Together with the rapid increase of mobile users, it is believed that

mobile games will take a significant share of the gaming market, as well as of total time

spending on mobile.

Capitalizing on the growing of mobile games, POKKTis promoting in -game mobile

advertising. The inngame advertisement is believed to bring multiple benefits, including the

ability to capture the attention of players to the ads and the variety of ad formats provided.

However, the | ack of data about mobile game penetration and
attention creates challenges for POKKTto sell the concept to advertisers.

Decision Labis honored to provide fact -based answers, helpingPOKKTto clear the concern of
a d v e r t Dosnehilesgame® have the potential to reach and capture the attention of my
target audiences (TA)d

(*) Source:NewZoo Global Game Market Report 2017
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Decision tree

—— 1. Who can | reach if | serve my ads inside the game apps?

BUSINESS CHALLENGE: —— 2. Where and when can | catch those gamers?

Do mobile games have the
potential to reach and

capture the attention of my —— 4. What types of ad and ad content should | serve to gamers?
target audiences (TA)?

— 1 3. How much facetime can | have with those gamers?

— 5. What can | do to engage gamers with my ads?
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Our research methodology N

o—
Online interview Mobile -first survey
Advantages of using online Our research shows the use
survey: wider coverage, of mobile is surpassing the
faster reporting, big screen. Therefore, we
respondents can complete design our surveys to be
at their convenience. mobile first.

(l) Please refer to the appendix for a detailed explanation of the methodology
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Trusted sources

Respondents were invited
from Decision Lab online
community, which consists
of people who want to
share their opinions.



Areas of investigation

MOBILE GAMES MARKET

A How many people play mobile
games on a daily basis?

A Who are those players?

GAMER BEHAVIORS

A Which categories of mobile games
do people often play?

A On which devices do they often
play?

A When and where do they play?

A How often do they play?

A How much time do they usually
spend on one game?

A What else are they doing while
playing mobile games?

SURVEY 1
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ADVERTISING IN GAMES APPS

A How do players react to in-game
advertising?

A Which types of ad are preferable?

A After seeing the in-game ads, what
actions will come next?

A What types of campaigns (i.e.
branding vs. promotion) are more
suitable for in-game advertising?

A What is the role of rewards?

SURVEY 2



Report terminology

A Mobile Games:

¢ Games that are played inapp on mobiles or tablets and do not
require advance skills

A Gamers:

¢ Play games inapp on mobiles or tablets

A Non-Gamers:

¢ Dondt play games at all or
¢ Dondt play games on mobiles nor

¢ Dondt pl a-appograneithes mabites nor tablets

A Penetration/Mobile Game Penetration:

¢ % of people who have internet connected devices and play
mobile games
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The fantastic four: Indonesia, Philippines,
Vietham, Thailand and Malaysia

Mobile Games Revenue in South East Vietnam
Asia Region growth with the $136M
astonishing rate. +55.3%

An impressive growth rate of 60.7%

made Indonesia defeated Singapore to - Thailand
be the biggest market for mobile / T 275M, o
games. Following the growth of 46. "/( i
Indonesia is Philippines, Vietnam, h:\ ) Q $1473;/M
Thailand and Malaysia. $£iL1II\;I Taaysia . Oé% 0

+8. 5>a> $238M <~

-\ +36.7% @
\ Indonesia ﬁ — —\ <
0 QD F

Source: The GMGC Mobile Games Whitebook , NewZoo , Q1 2017
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More than half of the online population play

mobile games!
With Philippines and Thailand having the highest mobile penetration
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VIETNAM PHILIPPINES INDONESIA THAILAND

8] 7 6] 6] 6] 7]
Penetration (%)



Mobile games are popular amongst people up to
the age of 44, with Viethamese being the exception

Mobile game penetration by age group

80% 80%

70% 74% 13% o 730/
65% 65%; 0y, 649%64%63%
e 47% 49%179%
40%;7, " 39%
I I I250/0

Vietnam Philippines Indonesia Thailand

W 16-24 Y/O MW 25-34 Y/O W 35-44 Y/O M 45-54 Y/O 55+ Y/O
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Mobile games penetration of
people 35+ in Vietnam is
significantly lower that of the
younger group. Meanwhile in
Philippines, people 454 y/o
are still inclined to play mobile
games. In Indonesia and
Thailand, the primary players
are people from 1644 y/o.
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Thailand and Philippines mobile games
penetration is driven by Females

Mobile game penetration by gender

Mobile game penetration is
73% Go higher for Females than Males,
but the difference is more
significant in Philippines and
Thailand.

58%

59%
55%

Vietnam Philippines Indonesia Thailand

B Males M Females



Moms are also playing mobile games, especially
Thal moms!

Mobile game penetration Moms vs. Females

73% 76% 76%

59% 58%

Vietnam Philippines Indonesia Thailand

B Moms M Females

A
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Vietnam is a uniqgue market
where mobile games are less
popular amongst Moms than
amongst Females. In other
markets, the mobile game
penetration between the moms
and females are roughly equal.
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They play casual mobile games, but they are hardcore!

Gamers spend nearly 1 hour each time they play.

===

VIETNAM PHILIPPINES INDONESIA THAILAND

S [ KN [6]3]
Spent/Session (Vins)



e O e
hor 2498 o Fiom
! M ARk 20



N
“":‘—-\" - . _ s

=\ Decision Lab
71\

VIDEO ADS

Fast track t oé

TR e r— e . e

- e L R — .
e e A ———— h_‘—e@m e 0 e i M — - AN | 0 55 e
5 1

. o _._..'jlh s Yo g “‘N“‘h_‘\‘ 'h;*_kw\:“ -
B . 4 : SE
e . Vietham
Sy 8 e

0 i

Thailand




~ PN
v o Y . e







ey
O ===+ Decision Lab

VIDEO ADS //

Gamers by gender Gamers by age groups

Gamer
demographic

B Males M Females W 16-24 WM25-34 © 35-44 m45-54 W55+

n = 480 n =480



Mobile gamer penetration

Who are they?

GENDER

% %
Males are Females are
Gamers Gamers

TARGET GROUPS IN HIGH DEMAND FOR ADVERTISERS

A 65% 73%

Males Females
18-35 Years Old 18-35 Years Old
l are Gamers are Gamers

AGE GROUPS
— 70% L '-;-3
eople - - i
N \F;/Oﬂr;ga?e rs 1 i r
7. 65% fa. el_ .
pq  People2s-34 i ‘“

Y/O are Gamers

40%  37%

People 35-44  People 45-54
Y/O are Gamers Y/O are Gamers are Gamers

I 46%

W

Moms are
Gamers

43%

People 55+ Y/O

PBKKT
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n =853



Moms as mobile gamers

Penetration

Percentage of Moms in Females

)

46
of Moms are
gamers

n=174

B Moms M Females

n =234

PBKKT
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Moms with Kids under 10 years old as
mobile gamers

_ Percentage of Moms with Kids under 10
Penetration years old in Females

23%

of Moms with
Kids under 10
years old are

gamers

B Moms M Females

n=136 n =234



Millennials as mobile gamers

Penetration Percentage of Millennials in mobile gamers

65%

of Millennials
are gamers

H16-24 W25-34 W 35-44 W45-54 M55+

n =241 n = 480

VIDEO ADS
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Session Time - Overall

Time per each session Time per each session by gender
Average time/session:
Average time/session: HEl 56 minutes
51 minutes Bl 45 minutes
47%
42%
38% 37% oo 32%
17%
1205 15% : .
Bl H=
]
. . < 30m 30m-60m 60m-90m 90m+
< 30m 30m-60m  60m-90m 90m+ UL EC

(*) Q: On average, how much time do you spend playing on each session? n =480 (*) Q: On average, how much time do you spend playing on each session? n =480



Millennials 1 Session Time

Milennials T Session Time

40%

37%

14%

< 30m 30m-60m 60m-90m

Average time/session:

9%

48 minutes

90m+

n =157

PBKKT
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Moms T Session Time

Time per each session of Moms

Average time/session:

45 minutes
38%
37%
13%
12%
< 30m 30m-60m 60m-90m 90m+

(*) Q: On average, how much time do you spend playing on each session? n =80

N
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Time per each session of Moms with Kids under 12
years old

Average time/session:

43 minutes
51%
25%
20%
|
< 30m 30m-60m 60m-90m 90m+
(*) Q: On average, how much time do you spend playing on each session? n=72



Frequency of playing

Play frequency

45% 44%

11%

Several Times ADay Several Times A Once or Less Than
Week Once A Week

(*) Q: How frequently do you play games using apps on your mobile/tablets? n = 480

SN
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Play frequency by gender

51% 50%

39% 38%
I I 1% 11%

Several Times ADay Several Times A Once or Less Than
Week Once A Week

B Males M Females

(*) Q: How frequently do you play games using apps on your mobile/tablets? n = 480
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Frequency of playing of Millennials

Play frequency of Millennials

50%

41%

10%

Several Times A Day Several Times A Week Once or Less Than Once A Week

n =157



Frequency of playing of Moms

Play frequency of Moms

48%

38%

14%

Several Times ADay Several Times A Once or Less Than
Week Once A Week

(*) Q: How frequently do you play games using apps on your mobile/tablets? n =80

N
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Play frequency of Moms with Kids under 10 years old

45%
42%

12%

Several Times ADay Several Times A Once or Less Than
Week Once A Week

(*) Q: How frequently do you play games using apps on your mobile/tablets? n=72



Share of time on mobile

Online Shopping @ ® Phone Call/Messages

Other Offline Activity @

Video Streaming ®——

—® Social Networks

Mobile Games -® Web Browsing

(Browser & In-app)

b —

® Downloading

(*) Q: Thinking about the last 24 hours, how much time do you spend on your mobile for the following activities?

n =480

-

VIDEO ADS

Share of
time on
mobile
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Location and time of playing

Location to play mobile games

=y 1-1 =

96% 40% 26% 12% 7% 2%

Home Café Work  Restaurant Commuting Others

(*) Q: Where are you when you open the game apps and play? n =480

VIDEO ADS

Time of playing

N
”:“ﬁ\' Decision Lab

-I/L

Morning Noon Afternoon Night

27%

Overnight

(6AM-10AM) (12PM- 2PM) (3PM-6PM) (7PM-10PM) (11PM-5AM)

(*) Q: At what time of the day do you play games in-app on mobile?

n =480



Location and time of playing of Males

Location to play mobile games

208 .

94% 41% 26% 10% 7% 3%

Home Café Work  Restaurant Commuting Others

(*) Q: Where are you when you open the game apps and play? n =247

~~ Decision Lab
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Time of playing

78%

51% 51% 53%

28%

Morning Noon Afternoon Night Overnight
(6AM-10AM) (12PM-2PM) (3PM-6PM) (7PM-10PM) (11PM-5AM)

(*) Q: At what time of the day do you play games in-app on mobile? n =247



Location and time of playing of Females

Location to play mobile games

“20® .

99% 39% 26% 15% 8% 2%

Home Café Work  Restaurant Commuting Others

(*) Q: Where are you when you open the game apps and play? n=234

~~ Decision Lab
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Time of playing

25%

Morning Noon Afternoon Night Overnight
(6AM-10AM) (12PM-2PM) (3PM-6PM) (7PM-10PM) (11PM-5AM)

(*) Q: At what time of the day do you play games in-app on mobile? n =234
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Location and time of playing of Millennials

Location to play mobile games Time of playing

T2Q =

26%
96% 45% 39% 18% 10% 0%
Morning Noon Afternoon Night Overnight
Home Café Work  Restaurant Commuting Others (6AM-10AM) (12PM-2PM) (3PM-6PM) (7PM-10PM) (11PM-5AM)

(*) Q: Where are you when you open the game apps and play? n =157 (*) Q: At what time of the day do you play games in-app on mobile? n = 157



Location and time of playing of Moms

Location to play mobile games

2280@ .

100% 33% 25% 13% 6% 0%

Home Café Work  Restaurant Commuting Others

(*) Q: Where are you when you open the game apps and play? n =280

~~ Decision Lab
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Time of playing

24%

Morning Noon Afternoon Night Overnight
(6AM-10AM) (12PM-2PM) (3PM-6PM) (7PM-10PM) (11PM-5AM)

(*) Q: At what time of the day do you play games in-app on mobile? n =280



Location and time of playing of Moms with

Kids under 10 years old

Location to play mobile games

@
22Q0@ .

100% 31% 28% 13% 7% 0%

Home Café Work

Restaurant Commuting Others

(*) Q: Where are you when you open the game apps and play? n=72

Time of playing

Afternoon Night
(6AM-10AM) (12PM-2PM) (3PM-6PM) (7PM-10PM) (11PM-5AM)

Morning Noon

(*) Q: At what time of the day do you play games in-app on mobile?

27%

Overnight

n=72

. Decision Lab



Multi -tasking while playing mobile games
at Home

Top 4 activities while playing games at Home

Chatting Online I 35%,
Doing Nothing Else I 34%
Having Dinner I 2 7%
Watching TV I 25%
Waiting I, 2 A%
Using Toilet I 13%
Hanging Out Offline G 10%

Others 1M 3%

(*) Q: What do you most often do while playing in -app games?

n =463

PBKKT

N
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Multi -tasking while playing mobile games -
at Home by gender

Top 4 activities while playing games at Home for Top 4 activities while playing games at Home for
Males Females
Doing Nothing Else I 5 0 Chatting Online NN 38%
Chatting Online INNIEEGEGGNGNGNEN 33% Doing Nothing Else I 3 1%
Watching TV I 05% Having Dinner N 30%
Having Dinner N 232% Waiting I 0 7%
Waiting I 1% Watching TV I 5%
Using Toilet NG 17% Using Toilet NG 20%
Hanging Out Offline  EE—_—11% Hanging Out Offline I 9%
Others M 3% Others WM 4%

n =231 n =232



Millennials: Multi -tasking while playing
mobile games at Home

Top 4 activities while playing games at home for Millennials

Chatting Online

34%
Doing Nothing Else I 33%
Having Dinner I — 30%
Watching TV I 23 %
Waiting I 0 3%,
Using Toilet I 17%
Hanging Out Offline NN 13%

Others I 5%

(*) Q: What do you most often do while playing in -app games?

n=151

PBKKT

N
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Moms: Multi  -tasking while playing mobile =
games at Home

Top 4 activities while playing games at Home for Top 4 activities while playing games at Home for
Moms Moms with Kids younger than 10 years old
Doing Nothing Else I 360 Chatting Online I 36%
Chatting Online NG 34% Doing Nothing Else I 339%
Watching TV I 33% Watching TV I, 33%
Waiting I 1% Waiting I 23%
Having Dinner IS 20% Having Dinner IS 0%
Using Toilet M 15% Using Toilet  INEG— 17%
Others M 5% Others M 5%
Hanging Out Offline M 2% Hanging Out Offline M 2%



Device usage

Devices used when playing mobile games

SN
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Devices used by age groups when playing mobile games

72% Mobile Only 4% Tablet Only

23% Both Devices

(*) Q: On which devices do you usually use to play mobile games?

L.

m“‘ Ve

< 35 Years Old 35+ Years Old
Mobile Only 77% 62%
Tablet Only 2% 10%
Both Devices 21% 28%
n =480
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Game types
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31% 30% 29% 28% 20% 18% 17% 14% 6%

Strategy Puzzle Action Arcade Adventure Chance-based Sport Racing Other games

(*) Q: What genres of online games have you played for the past 4 weeks? n = 480
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Top game types by gender gl

B Males B Females

40% 41% 40%

35%
23% 22%

Action Strategy Puzzle Arcade

- ®

19%

17%

(*) Q: What genres of online games have you played for the past 4 weeks? n = 480
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Game types played by Millennials

' i &‘ e

32% 31% 28% 27% 21% 19% 17% 15% 5%

Action Strategy Puzzle Arcade Chance-based Adventure Sport Racing Other games

(*) Q: What genres of online games have you played for the past 4 weeks? n = 480



Game types played by Moms

i

42% 40% 25% 17%
Puzzle Arcade Chance-based Strategy

(*) Q: What genres of online games have you played for the past 4 weeks?

N
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10% 8% 8% 1%

Adventure Sport Racing Other games



Game types played by Moms with Kids under
10 years old

»
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44% 39% 28% 19% 15% 8%

Puzzle Arcade Chance-based Strategy Action Sport

(*) Q: What genres of online games have you played for the past 4 weeks?

i

1%

Adventure

1%

Other games

SN
?f%%:Ded
L 1

5%

Racing

sion Lab



BKK % Decision Lab

Advertiser question #4

WHAT TYPE OF AD AND AD CONTENT
SHOULD | SERVE TO GAMERS? |
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Acceptance of ad content

Acceptance
e of ad content

49%

38%

M Branding Ads

B Promotion Ads

17%

(Known Product ) ( New Product )

Products/Services/Promotion Products/Services/Promotion

*» Q: Which of the following ads information that you are comforg=a7hgd e watching/ seeing when youdre pl :
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Advertiser question #5

WHAT CAN | DO TO ENGAGE GAMERS
WITH MY ADS?





























































































































































































































































































































































































