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IR rcots in context G|

What Japan, China and Korea
have in common

Strong local developers & publishers,
focused on their own market

Mobile as primary gaming platform
(particularly Android)

Players do NOT play games in English
4 is the bad-luck number
Low iPad/tablet penetration

What they do NOT have
in common

Language and culture

Art style

Gaming tradition

Top games and publishers

Ecosystem (devices, stores,
payment methods...)

Pretty much everything else!
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Absolutely mainstream, supported by years of TV ads
Highest ARPU market

Dominated by local publishers (though with a recent
push by top Western-developed games)

Massive Android market, with similar monetization to
iOS. Much of it outside Google Play, and with devices by
local OEMs (Sony, Toshiba, Sharp, Panasonic...)

iPhone has decent market share, though lower than in
US & Europe. Low iPad penetration

Revenue distribution much more skewed towards the top
titles, compared to US

LINE messenger is a critical distribution platform for
casual games

Prevalence of games with sophisticated CCG-based
monetization and very frequent time-limited events

Source: AppAnnie

Japanese mobile market
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e Heavily Android dominated, with massive fragmentation
of devices (Samsung, Xiaomi, etc.)

e Massive fragmentation of distribution channels and
payment methods in Android

e Growing iPhone market share, though still small. Low
iPad penetration

e WeChat messenger is a critical distribution platform for
games

e Massive piracy!!

Source: AppAnnie
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Korean mobile market

Grossing
e Heavily Android dominated, primarily by Samsung & LG (51 20 with NAVER i
deViceS Netmarble Games
(5] Fe2H -
e Low iPhone and iPad penetration Webizen Inc
. o [ . . . . . [¢] Clash of Clans B
e Significant Android distribution outside Google Play Supercell

. oo . . o = MEL}I0|*% for Kaka =
e Kakao messenger is a critical distribution platform for ALL (5) SELIOLZ for Kakao

game genres, not just casual <] 2SI0HE for Kakao )
Netmarble Games

e Highest 4G and broadband speeds (and because of that,

<] OfL|2 for Kakao -
players are used to ZERO lag, so use local servers!) OF il i
e Competitive PvP and e-Sports are massively popular Of =l e -
Netmarble Games
e More receptive to foreign developers than China or Japan (<] God of Highschool i
YD Online

[c] Hearthstone Heroes of Warc... =
Blizzard Entertainment, Inc.

[¢] Candy Crush Soda Saga =
King

Top grossing Android games
South Korea, 22 June 2015

Source: AppAnnie



Some advice

e To have a chance in each of these markets, be prepared to
localize and heavily customize your game (including
customer support, live operations, servers...)

e Work with a local partner if possible (probably a different
one in each country)

e Beready to fail (especially in China!!)
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