
The Mobile App Habit Report
2022

Chapter 1
App Basics and Usage

Chapter 2
Useful Mobile Apps

Chapter 3
Entertainment and Travel: Apps for Fun and Leisure

Chapter 4
Mobile Games: The What, Why, and When

Chapter 5
How Gamers Discover Apps

Chapter 6
Trust, Privacy, and Uninstallation Insights

Chapter 7
Applying Trust Insights to App Retention and Engagement

A study of mobile gamers’ app habits beyond games.



2Mobile App Habit Report | 2022

Foreword from Digital Turbine

It’s not a stretch to say in this year’s research, we wanted to take a 
look outside the games themselves to see how else mobile gamers are 
using their mobile devices and how those app habits differ across the 
demographics that advertisers and app developers care about and need to 
understand in order to grow. 

This is our third consecutive omnibus-style survey of mobile gamers and 
consumers. The industry looks very different today than when we first 
looked at The Modern Mobile Gamer in 2020. There’s also the imminent 
possibility of “side-loading.” We wanted to examine how consumers view 
the app installs and uninstalls as both a top-level idea and a vertical or 
category-based level. 

Looking over the data and the analysis, it’s clear mobile is more nuanced 
than ever before, but that doesn’t mean making the most of mobile’s 
continued growth (even in the face of other macroeconomic factors) has to 
be hard, and the demographic breadth continues to make it a no-brainer. 

Jonathan Harrop

Vice President of Global Marketing & Communications | Digital Turbine
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Forward from GWI

Foreword from GWI

Chase Buckle

Head of Global Trends | GWI

For many years, we’ve heard how the mobile gaming market is one of 
the biggest growth sectors in the wider gaming industry. With droves 
of new would-be gamers being connected online via mobile for the first 
time, hardware improvements, new major developers, and growing inter-
est among advertisers, it should come as no surprise that there’s plenty 
more growth on the horizon. 

With further growth, comes a more crowded market. To excel in mobile, 
advertisers need a better understanding of their audience to make sure 
their efforts are well-informed. For those with apps of their own, they 
need to be discoverable, they can grab consumer attention, convince 
them to download, and encourage them to keep the app. For awareness 
advertisers, knowing the who and the why of mobile usage informs ev-
erything from targeting to creative execution. To get this understanding, 
Digital Turbine has looked beyond behavior, to get to grips with what 
mobile app gamers are thinking and why.



4Mobile App Habit Report | 2022

App Basics and 
Usage

Chapter 1

In previous Mobile Gamer reports, Digital Turbine has analyzed 
the demographics and preferences of mobile gamers in addition to 
breaking down the consumption habits of gamers, when and why they 
play games, how they spend their money, and what other apps they 
use on their mobile devices. 

In the third iteration of this report, consumers between the ages of 18 
and 64 who live in the United States and play games on their mobile 
phones were asked a series of questions relating to the app lifecycle, 
including what types of apps they have on their phones, how they 
discover apps, how much they trust certain app types, and why they 
download or delete an app. Keep reading to discover valuable insights 
into the app behaviors of mobile gamers!
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App Purpose
Apps DownloadedUsers in the U.S. of all ages and genders play mobile games, with 58% of 

gamers surveyed being female and 43% being male. In previous studies, 
Digital Turbine discovered that mobile gamers span all income levels, 
regions in the U.S., ages, education levels, and genders. Mobile gamers 
encompass a wide audience base that play games of all types for fun, to 
relax, and to pass the time. 

Currently, over half of mobile gamers have 20+ apps on their phone. Users 
are not worried about having too many apps on their phones and are open 
to downloading those that provide fun and entertainment in addition to 
ease and functionality.

On average, most mobile gamers (81%) use between 3 and 10 apps 
daily, and more often than not, those are used for specific tasks, such 
as ordering food, getting directions, listening to music, etc. With more 
people traveling, shopping, and ordering food and groceries online, 
consumers are prioritizing apps that can provide ease and convenience. 
What’s more, brands and advertisers must see mobile gamers as a 
potential audience, as these are consumers who use many other types 
of apps and spend significant time on their mobile devices.

Entertainment/
To Pass Time

Specific Task

1-5

4%

6-10 11-15 16-20 20+

13%
15.5% 16%

Main Purpose of Apps

Apps Used on a Daily Basis

1-2

9%

3-6 6-10 11+ Do not use 
apps on a 
daily basis

42% 39%

9%

1%

52%

35% 65%
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When users do look to download new apps, they discover those 
from recommendations from friends and family, showcasing 
that peers and word of mouth are still the primary methods for 
introducing users to new apps.

App Discovery and 
Download Motivation
When Digital Turbine looked at discovery and downloads, 63% 
of mobile gamers downloaded between 3 and 10 new apps in the 
past 12 months. This indicates that while gamers may use apps for 
functionality, they are open to exploring new applications and finding 
the best ones that can provide a seamless experience. 

New Apps Downloaded in the Past 12 Months

1-2

17%

3-5 6-10 11+ Have not 
downloaded 

an app in 
the past 12 

months

37%

26%

19%

2%

App Discovery Methods

Friend/Family Recommendation

Social media

App Store Suggestion

Directly from a Brand Promotion

In-app Ads

Mobile Web Ads

Video Ad (before a video/game)

TV Ad

Desktop Web

News Article/ 
Blog Post Review

Podcast

Other

48%

39%

38%

27%

24%

21%

18%

14%

13%

12.7%

12%

4%

63% of mobile gamers downloaded 
between 3 and 10 new apps in the 
past 12 months
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After friends and family recommendation, most mobile gamers discover new 
apps through social media or App Store featured, suggested, or trending lists. 
With users looking to the App Store to discover new apps, mobile publishers and 
advertisers cannot overlook the power of optimizing their apps for discovery in 
the App Store with updated app icons, user reviews, and more. 

Beyond downloading purpose-built apps in the last 12 months, users also 
downloaded apps for convenience, to pass the time, and because they’re fun. 
What’s interesting, however, is that even though peer recommendations may 
raise awareness that leads to more app discovery, mobile gamers are not 
necessarily going to download an app just because a friend or family member 
may use it — they need further communication and motivation from brands to 
take action on downloading an app. 

In the survey, 37% of mobile gamers said they will download an app to receive 
a promotion or discount. This shows us that a significant number of these users 
are motivated by ads, whether through mobile or not, that encourage branded 
mobile app downloads. Introducing campaigns and advertisements that 
highlight a brand’s mobile app and possible money-saving opportunities within 
the app can be a successful method of raising app awareness, downloads, and 
use from mobile gaming audiences. 

Consumers are now looking to mobile for functionality and ease instead 
of web. Having an app that is optimized for use on mobile will encourage 
downloads as this allows for users to easily engage with brands and 
content anywhere, at any time.

1 in 4 mobile gamers 
will download an app 
because it has better 
functionality than 
the website

Reasons for Downloading an App

Need for a 
specific task

Convenience

Pass the time/boredom

They’re fun

To receive a promo or discount

Increase productivity

Better functionality than the website

To get notifications on updates

Because friends/family used it

Chat with friends privately

Other

54%

53%

46%

43%

37%

31%

26%

24%

21%

6%

2%
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Mobile App Categories

Mobile gamers are regular users of many other apps outside of games, with Retail and 
Entertainment taking the top spots for the types that gamers have downloaded. 

Following that, more than half of all mobile gamers have Finance, Fast Food 
& Coffee Provider, and Health & Fitness apps installed on their smartphones. 
Looking for more detail on app behavior within these categories? Check out 
later chapters in the report to discover an app category breakdown across 
these utility and entertainment apps in addition to top games and genres 
played by this audience. 

Mobile gamers are representative of the larger U.S. audience as a whole 
and are excited about spending time on mobile and in-app, making them a 
prime audience for brands and advertisers when looking to increase brand 
awareness and conversions. This report covers how to best reach these 
gamers on their mobile phones — diving into app category downloads, app 
functionality, download and deletion motivation, app/brand trust, and 
downloads outside of the major app stores. Keep reading to discover what the 
app lifecycle looks like on countless mobile phones across the U.S. 

Retail

Entertainment

Finance

Fast food  
& coffee providers

Health & fitness

Travel/vacation

None of these

82%

75%

67%

61%

53%

39%

1%
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Fast Food and Coffee Providers, Health and Fitness, Finance, and Retail

A few years ago, a study came out in the U.K. that declared that the 
average young person would rather lose a pinky finger than a cell 
phone. While this might seem crazy to some people, for the 66% of 
American adults who have admitted to nomophobia, or fear of being 
without access to a working cell phone, this might seem pretty normal. 
After all, what does your pinky finger do anyway? (Apparently, you’d 
lose 50% of your total hand strength.) 

The simplest explanation for why we feel so much anxiety when we 
leave our phone behind – or when the battery is low, we are out of 
range of service, or we have to turn off our phone during a movie – is 
that we hate feeling disconnected. We want to know what’s going on 
in the world (News, Search) and with our friends…or just people we 
follow (Social Networks). 

But when we look at the way our phones have become ingrained in 
our daily lives, we can see that it’s not just about staying in touch 
with friends or for entertainment. We use mobile apps for the daily 
operations of our life. On any given day, you might use a dozen or 
more mobile apps just to function, like eating, drinking, exercising, 
paying bills, and making purchases.

When Digital Turbine examined the types of apps that mobile gamers 
download the most, the reasons why they decided to do so, how much 
they trust them, and the kinds of utility they provide, we discovered 
that the mobile app ecosystem is truly powering our daily tasks.

Useful Mobile Apps
Chapter 2
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Getting Fed and Caffeinated: Fast Food 
and Coffee Providers
Digital Turbine discovered that most (61%) of the mobile gamers surveyed had 
downloaded an app in the Fast Food and Coffee Provider category, otherwise 
known as Quick Service Restaurants (QSR). The McDonald’s and Starbucks apps 
are the most popular by far, followed by Taco Bell. 

of mobile gamers  
download QSR apps

61%

1%

McDonald’s

Starbucks

Taco Bell

Wendy’s

Dunkin’

Domino’s

Burger King

Panera Bread

Subway

Pizza Hut

SONIC

Chipotle

Papa John’s

Popeyes

Dairy Queen

KFC

Arby’s

Little Caesars

Jimmy John’s

Krispy Kreme

Other

WingStop

Carl’s Jr

Shake Shack

Sweet Green

63%

13%

28%

38%

9%

18%

40%

11%

20%

35%

4%

16%

59%

12%

25%

36%

6%

17%

40%

10%

18%

31%

3%

14%
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Tracking Daily Steps & Mindset: 
Health and Fitness Apps
When we first studied mobile gamers specifically in our The Life of Mobile Gamer 
report, a trend we noticed was that apps that track physical activity were significantly 
more popular than calorie counters. Last year’s report revealed that nearly 40% of 
mobile gamers were using Fitbit, Google Fit, etc. to track their exercise, while just 26% 
were using apps to count calories. Here we see that Fitbit is tied neck and neck with 
MyFitnessPal: Calorie Counter. 

Mental wellness apps have also come into the mainstream since our last report. 
Of the mobile gamers surveyed, 19% and 15% have downloaded Calm and 
Headspace, respectively, whereas previously mental health downloads were in the 
single digits, below 10%.

While the use of medical service apps appears lower, we saw the “Other” category (24%) 
was dominated by apps specific to a person’s medical history or preferred vendor/provider, 
such as Aetna or CVS. As we saw in the previous study, mobile gamers are using apps to 
pick up prescriptions, get medication reminders, and book medical appointments.

Diet & Exercise Mental Wellness Medical

MyFitnessPal: Calorie Counter

Fitbit: Health & Fitness

Other

Calm

Headspace

iHealth COVID-19 Test

Flo Period & Ovulation Tracker

Planet Fitness Workouts

TalkSpace

Motivation - Daily Quotes

Home Workout - No Equipment

Yoga-Go: Yoga for Weight Loss

Fitness Coach & DIet: FitCoach

BetterHelp

Impulse - Brain Training

I Am - Daily Affirmations

FitOn Workouts & FItness Plans

37%

2%

5%

15%

4%

24%

4%

7%

3%

36%

4%

8%

3%

19%

4%

5%

3%

of mobile gamers download 
Health & Fitness apps

53%
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Money Management: Financial 
Tools At Their Fingertips
The past year has been a boom for finance apps, with downloads reaching 573 million 
in 2021, up nearly 19% from the previous year. This increase in use has been partially 
spurred on by the rapid adoption and trust of mobile payments, including PayPal, 
Venmo, Cash App, and Zelle, which all appeared in the Top 10. 

PayPal is leading with 80% of respondents having downloaded its app. However, its tightest 
competitors (other than Venmo and Square’s Cash App) are Apple Pay and Google Pay. Because 
those apps come preloaded on iPhone and Android phones, respectively, users do not typically 
have to actively download them, hence why they are not included on this download list.

Within the Finance category, we found three sub-categories: payment and money transfer, 
traditional banking, and trading & investments. With regard to the latter category, 18% of mobile 
gamers now download cryptocurrency apps like Coinbase. However, based on external data, we 
know that this behavior is driven by Gen Z’s use of cryptocurrency trading platforms. Gen Z is 
also more likely to use money transfer services and neobanks, while Gen X and Baby Boomers 
lean toward apps from traditional brokerages, banks, and insurance companies. 

One distinction to note in the Finance category is that unlike Retail and QSR, mobile users are 
more conservative when it comes to app download volume. The average number of Finance apps 
installed on their phones is just 2.5, according to Google/Ipsos. When we consider the sensitive 
data that these users must input into the app for the app to work correctly, and also the loyalty 
that most consumers tend to have toward one financial institution, it makes sense that they would 
limit their commitment.

of mobile gamers download 
Finance apps

Payments 
& Money 
Transfer

Banking Trading & 
Investments

5%

5%

4%

3%

2%

18%

25%

12%

29%

43%

80%

15%

18%

8%

15%

21%

11%

28%

13%

18%

8%

PayPal

Venmo

Chase

Cash App

Capital One

Zelle

Coinbase

Bank of America

Robinhood

Wells Fargo

Citibank

American Express

Chime

Other

Crypto.com

Acorns

Webull

SoFi

Western Union

Current

FTX

67%
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When it comes to the Retail category, however, there are no limitations – the more the 
better, consumers seem to think. Amazon holds the No. 1 spot, with 85% of the mobile 
gamers we surveyed having its app downloaded on their device, followed by Walmart 
(62%) and Target (52%). These findings show the growing dominance of marketplaces as 
much-needed apps to have.  
 
In fact, when we break down Retail into sub-groups of a single brand (e.g., Nike, H&M) vs. a 
marketplace that offers multiple brands, either new or used, we can see that marketplaces 
reign. Consumers see retail apps as a way of accessing a vast amount of inventory and 
choice, like the equivalent of going to a mall vs. just one retail store. CVS and Walgreens 
also offer the possibility of shopping across multiple brands and categories, and more 
than a quarter of those surveyed had at least one of those apps downloaded.

We also can see the rising popularity of secondhand or hand-made/artisan marketplace 
apps, like eBay, Etsy, and OfferUp. Lastly, some of the mobile gamers we surveyed had 
downloaded the retail payment “buy now, pay later” apps Klarna and Affirm, although 
their download numbers were fairly low.

4%

5%

3%

3%

2%

15%

29%

7%

8%

25%

5%

11%

27%

6%

8%

17%

5%

Amazon

Walmart

Target

eBay

CVS

Walgreens

Etsy

Wish

Rakuten

Nike

OfferUp

Shein

H&M

Klarna

Other

Affirm

Gap

Lululemon

Depop

Alibaba

Farfetch

52%

40%

62%

85%

of mobile gamers have 
downloaded Retail apps

82%

Always-On Shopping: Retail 
Brands and Marketplaces 
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Which Ones Do They Trust Most?
For an app to have true utility to a user, it has to make certain transactional 
steps easy, such as payments. It also should be “smart,” that is, be able to make 
algorithmic recommendations. To do those things, however, it needs data – and 
in some cases, highly sensitive, private data about a user’s financial accounts, 
physical body, or location. We will explore consumers’ reaction to the need for this 
personal data, and the types of apps they trust the most, later in this report.

As we will explore further in Chapter 6, currently trust is highest in the Health and 
Fitness category, with 37% of users giving it a 4 and still a significant number 
(24%) giving it a 5, which is “extremely trust.” Retail has the lowest amount of 
trust, with just 9% of users trusting it completely, and Finance has the smallest 
percentage of users who distrust it entirely, with about a third of the respondents 
ranking their trust in those apps as very high.

Most of those who 
have downloaded QSR, 
Health, Finance, or Retail 
apps say they download 
apps for CONVENIENCE, 
but nearly half also do so 
to PASS TIME or FOR FUN.
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Top Drivers of App Downloads
Now that we know what types of apps are most downloaded, and how users consider 
each of these categories in terms of trust, it’s important to ask “why.” What are the 
driving forces behind the decision to download a retail app? Is it truly for promotions 
and discounts, as some retail brands might think? What about QSR? Do consumers 
only download a Fast Food app to get their food faster? The chart below provides the 
top reasons in each category that we see mobile users downloading these apps.

Convenience
Need for a 

specific task
Pass the time/

boredom
They’re fun

To receive a 
promotion or 

discount

increase 
productivity

Better 
functionality 

than the 
website

To get 
notifications 
(packages, 
food, etc)

My 
friends/
family 
used it

To chat to 
my friends 
privately

Fast Food and 
Coffee Providers 59%

57%

59%

56%

48%

45%

46%

48%

57%

57%

57%

55%

46%

45%

44%

45%

46%

42%

42%

41%

36%

39%

36%

32%

31%

33%

29%

29%

32%

30%

29%

28%

26%

24%

24%

22%

7%

6%

7%

6%

Health & Fitness

Finance

Retail

Across the board, we can see that convenience and the need for the app to complete 
a specific task are the top drivers in general. Yet some sleeper reasons emerge, such 
as passing time and relieving boredom, and because they are simply fun. Users also 
are motivated by the promise of better productivity and promotions and discounts, 
even when the app they have downloaded doesn’t necessarily offer that specifically. 

*Stats in bold show the unexpected reasons that the app category is downloaded.

Very few consumers care about having 
PRIVATE CHAT FEATURES in apps, with 
less than 10% saying that is why they 
download apps.
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Entertainment and Travel: 
Apps for Fun and Leisure

Chapter 3

While mobile gamers primarily download apps for utility and to 
complete tasks, that doesn’t mean that apps are not heavily used for 
fun. It’s already been established that this report features respondent 
data from only mobile gamers, but what other apps do they have 
downloaded for entertainment? In this chapter, we will delve into the 
apps that mobile gamers download for fun and leisure.
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Mobile Entertainment Beyond Games
In last year’s edition of this report, we established that gamers enjoy entertainment apps of 
all kinds, not just games. Most respondents (84%) said they preferred to watch movies by 
streaming them online through a paid subscription service. Does this preference translate into 
app downloads? According to our latest survey data, it does! 75% of respondents said they 
have downloaded Entertainment apps. For context, that’s a higher share than Finance, Fast 
Food and Coffee Providers, and Health and Fitness, categories that are used more for utility 
rather than to just pass the time. Even respondents who said they mostly use apps to complete 
tasks, Entertainment apps ranked second only to Retail apps. Additionally, Entertainment 
app users are most likely to discover apps from in-app ads in comparison to the other app 
categories analyzed in this study.

While short-form videos on social media are widely and frequently consumed, the 
Entertainment apps we are examining are those of subscription-based streaming services. In 
the digital age, watching movies and TV is no longer reserved for just the home. Whether it’s 
waiting in line at a store or on a morning commute, people have grown accustomed to being 
entertained at their convenience. The market for over-the-top (OTT) video services, internet-
based streaming providers, and platforms to buy or rent content, saw a massive growth in 
2020 when people were stuck at home. According to PwC’s Global Entertainment & Media 
Outlook report, The U.S. is the largest OTT market in the world and brought in $29 billion in 
2021. Although growth will slow down, revenue is expected to hit $40.4 billion by the end of 
2026, with the streaming services to earn $33.6 billion that year. Even with people mostly back 
to life outside of their homes, Entertainment apps still mean big business for American viewers.

For several years, Netflix was the top-of-mind streaming service, so it is not much of a surprise 
that more than half (56%) of mobile gamers have downloaded the app on their smartphones. 
Even with challenges retaining subscribers and a price bump, the world’s first major streaming 
service remains a top choice for mobile gamers. Despite having a head start on the industry, 
the company is now facing fierce competition from newer services like Amazon Prime Video and 
Hulu, with 44% and 35% of the gamers surveyed having downloaded these apps, respectively. 
Disney+ and HBO Max are even newer streamers, but brand recognition and IP have given them 
boosts that threaten Netflix’s dominance in the space.

11%

25%

14%

9%

14%

13%

Netflix

Amazon Prime Video

Hulu

Disney+

HBO Max

Peacock TV

Paramount+

Pluto TV

Tubi

Discovery+

35%

31%

44%

56%

Entertainment app users are 
most likely to discover apps 
from in-app ads in comparison 
to the other app categories 
analyzed in this study.
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Travel and Vacation Apps: Where 
Utility and Leisure Intersect
Mobile gamers are not just using their apps during leisure time. They’re also using apps to plan 
their leisure time. More than a third (39%) of mobile gamers said they have downloaded travel 
and vacation apps. When talking about apps being used for utility or fun, this category is a 
combination of both. In this report, we will delve into the travel and vacation apps that mobile 
gamers are using, including the top rideshare, airline, and booking apps.

The online travel booking industry was one of the hardest hit by the pandemic, with some apps 
reporting steep declines in traffic and bookings. Rideshare apps also took a big hit as people 
were required to stay home. With vaccines having been readily available for more than a year, 
Americans are finally able to travel more safely, and these apps are starting to see increased 
usage and revenue. In 2021, travel bookings increased to $613 billion (still below 2019 figures) 
and are expected to rise again in 2022. Travel and vacation apps can help save time and 
money for consumers. But which ones are the top choices for mobile gamers?
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Travel and Vacation Apps 
Downloaded By Mobile Gamers

Among mobile gamers, Uber and Lyft are the top downloaded apps in the category. 
Traveling can still be cost and time prohibitive, so rideshare apps are the obvious choice 
because of how much more frequently they can be used. That being said, Airbnb is 
just barely behind Lyft. Much like Uber, the vacation rental app is still one of the most 
recognizable names in its category despite recent slowdowns. 

Travel booking apps like Expedia and Booking.com are widely used, but a significant 
portion of American travelers have downloaded apps directly from airlines. Southwest 
Airlines is the most downloaded airline app among mobile gamers, which is likely because 
of its availability throughout the country and affordable airfares. The American Airlines, 
United Airlines, and Fly Delta apps all have shares of at least 20%. 

While the Travel/Vacation category encompasses many sub-categories, it is no small feat 
that GasBuddy is among the major players in the category. The app allows drivers to 
see prices at gas stations near them and opt for more affordable choices. Inflation and 
global events that impacted the economy have driven gas prices to an all-time high in the 
United States, giving the app more value than ever before.

Uber - Request a Ride

Lyft

Airbnb

Southwest Airlines

Expedia: Hotels, Flights & Car

American Airlines

United Airlines

Fly Delta

Booking.com: Hotel & Travel

GasBuddy: Hotels & Travel

Vrbo Vacation Rentals

GetUpside Cashback: Gas & Food

Hopper: Flights, Hotels & Cars

Spirit Airlines

52%

34%

34%

33%

26%

22%

21%

21%

19%

19%

15%

12%

6%

4%
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Earlier in this report, we covered the reasons mobile gamers download apps. When looking at 
those who have downloaded Travel/Vacation apps, the top reasons differ slightly. Receiving 
a promotion or discount and better functionality than the website are more of a priority to 
this group than to mobile gamers in general. When marketing these titles, exclusive offers 
should be front and center to spur the user to download. Furthermore, developers should also 
be constantly optimizing the app to ensure that its user experience exceeds the company’s 
website and its competitors.

Whether it’s for entertainment or travel, you are likely to find the big name apps on a mobile 
gamer’s smartphone even if those titles have lost momentum or are on a decline. To compete 
with these apps, publishers should consider in-app ads to acquire users as well as offering 
promotions and maintaining a superior user experience than its web counterparts. Investing in 
these methods can ensure the app will stand out as mobile gamers turn to their smartphones 
for fun and leisure.

Receiving a promotion 
or discount and better 
functionality than the 
website are more of a priority 
to this group than to mobile 
gamers in general. 

Reasons to Download an App

54%
58%

53%

46%
43%

37%

31%

26% 24%
21%

26%

11%

6%

33%32%

38%

45%
42%

57%

45%

To receive a 
promotion or 

discount

Because 
they’re fun

To pass the 
time/boredom

ConvenienceNeed it for a 
specific task

To increase my 
productivity

Better 
functionality 

than the 
website

To get notifications 
on updates (e.g., 

tracking package, 
food, etc.)

Because my 
friends/family 

used it

Because I 
can chat to 
my friends 
privately

Mobile Gamers in General Travel/Vacation App Users
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Mobile Games: The 
What, Why, and When

Chapter 4

Having now produced the third edition of this report, Digital Turbine 
has proved time and again that mobile gamers represent all types of 
people in the United States. Gone are the days when being a gamer was 
reserved for a specific and narrow demographic. The mobile gaming 
surge at the beginning of the pandemic has stabilized, but its audience 
is still bringing in huge numbers. Sensor Tower reported that mobile 
gaming revenue earned $41.2 billion for the first half of 2022.

Up until now, this report has covered the mobile app habits of mobile 
gamers across various categories. Now let’s go back to where it all 
started…mobile games! In this chapter, we will explore the most 
downloaded game genres, favorite games, the reasons that gamers 
download mobile games, and when gamers typically play these games.
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Puzzle
63%

Board Game
20%

Casino
31%

Music
12%

Adventure
30%

Educational
10%

Strategy
36%

Racing
15%

Word Game
52%

Sports
18%

Card
32%

Family
15%

Game Genres and Titles Growing Genres

10%↑ 
Word

7%↑ 
Adventure

5%↑ 
Board, Arcade, 
and Strategy

For all three editions of this report, respondents were asked what mobile games 
they have downloaded and played. The top game genres include Puzzle, Word, 
Strategy, Card, and Casino games, indicating that casual games are still top dog 
in this industry. Puzzle and Word games have topped the list every year, followed by 
Strategy games in the third spot for the second year in a row. 

While the rankings have not changed much, taking a closer look at the growth of 
shares year-over-year tells a more interesting story:

•  Word games are still second to Puzzle but have increased 10% since last year,      
 with the latter only growing 0.4%. 

•  Adventure games sit in the sixth spot but their share has risen 7%. 

•  Board, Arcade, and Strategy games have all seen approximately 5% in growth. 

Although it is unlikely that Puzzle games will be dethroned anytime soon, these 
growing genres could accelerate installs and usage by investing in highly strategic 
user acquisition and retention campaigns. 

A B
C?

Arcade
28%

RPG
22%

Action
26%

Trivia
28%

Simulation
23%

Most Played Game Genres

Within those categories, mobile gamers tend to download titles from the most 
recognizable game franchises. When asked what games they have downloaded, 
most respondents include Candy Crush, Words with Friends, Angry Birds, 
Wordscapes, and Solitaire. Similar to the Entertainment and Travel categories, 
these titles may not be at the top of the app store charts anymore, but their brand 
recognition keeps them on mobile gamers’ screens.
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Mobile Gamers Seek Fun and Relaxation

59% of mobile 
gamers said they 
typically play 
while watching TV

We know that smartphones are most often used to complete tasks, but when people 
have downtime, they often turn to mobile games. It should come as no surprise then 
that mobile gamers primarily play mobile games for fun. Most mobile gamers also 
play to help them relax and unwind and to pass the time. Engaging with mobile 
gaming audiences can prove successful for brands and advertisers as these users are 
in a happy, relaxed mood when gaming and are likely giving most of their attention 
to the mobile device. It is also important for advertisers to try their best not to 
disrupt players’ moods. An engaging ad like rewarded video can keep mobile gamers’ 
attention without them feeling like they were interrupted in the middle of their game.

Most mobile gamers play to pass the time, but when exactly is that? More than half 
(59%) of mobile gamers said they typically play while watching TV. Much has been said 
about ‘second screening’ in the past few years, and one could argue that the ‘second 
screen’ may have shifted. If a consumer intends to watch TV but ends up spending some 
or most of their time on their smartphones, which device are they really paying attention 
to? Unless they are channel surfing, a viewer only has one program on at a time on their 
TV. That single program has to compete against multiple apps and functions that can be 
easily toggled through to keep the viewer’s attention. 

Main Reasons for Gaming on a Smartphone

Multitasking While Mobile Gaming

For fun

To relax/unwind

To pass the time

To escape from reality

For the challenge

To socialize with friends

To learn new skills

To compete online

To improve reflexes/coordination

For the storylines

70%

65%

64%

29%

27%

14%

12%

10%

10%

10%
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When do Mobile Gamers Typically Play Games?
Many mobile gamers typically play during times with less distraction. For example, 
more than half (52%) of respondents play while waiting for something or someone, 
while 45% play when on a break. These game sessions are likely shorter than while 
watching TV but the player is usually much more engaged in the game. Additionally, 
46% of mobile gamers play in bed before they go to sleep, allowing them to relax and 
unwind at the end of the day. No matter when a mobile gamer is playing, advertisers 
and developers alike need to ensure that their content is creative and engaging 
because it could be competing with a favorite TV show or even some restful sleep. 

When Mobile Gamers are Playing

While watching TV

While waiting for something/someone

In bed, before sleeping

When on a break

While traveling/commuting

While eating

In bed, after just waking up

While on a phone call to someone

When on a walk

59%

52%

46%

45%

24%

23%

16%

10%

7%
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How to Reach Mobile Gamers Through In-App Ads
In analyzing mobile gamers and their app habits, we dug into the survey data to see how 
players of different game genres discover apps. Chapter 1 revealed that 26% of mobile gamers 
in general discover apps through in-app ads. However, that stat is not the same across the 
different genres. Simulation games had the highest share of players who said they discovered 
apps through in-app ads, followed by Family, Board, and Card games. It’s important to 
note that genre players over-index on in-app ads, but the data still offer insights into who is 
discovering apps through in-app ads. Publishers marketing these types of games should home 
in on an effective in-app advertising strategy that will convert high-quality users.

As we have said before, mobile gamers are everyone. Brands looking to advertise in mobile 
games should rest assured that their campaigns can reach any type of target audience. It is 
now only a matter of zeroing in on their gaming habits and preferences to ensure that you are 
also reaching the right audience at the right place and the right time. Knowing the top game 
genres, when mobile gamers are typically playing, and how those gamers discover apps can 
all be valuable when forming an effective ad strategy.

40% of Simulation 
players have 
discovered apps 
through in-app ads 

Family 37%

Board Game 36%

Card 35%

Music 34%

RPG 34%

Racing 32%

Trivia 30%

Arcade 29%

Casino 29%

Word Game 29%

Sports 28%

Action 27%

Puzzle 26%

Strategy 27%

Adventure 27%

Simulation 40%
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With millions of apps in the Apple App Store and Google Play Store, 
physically shopping there like you might at a Target location would be an 
exhausting task – never-ending aisles of apps to browse and choose from. 
Indeed, the App Store and Play Store have become more like checkout 
counters rather than actual stores. (Of course, Play Store is a much better 
name than Play Checkout Counter.) 

People come to a specific app from an ad, through a search, or by using 
one of the other discovery mechanisms that Apple and Google have put 
in place, like top-rated and new app lists. And once users get to a specific 
app, they either choose to install the app or not, based on what they find. 

But it’s become increasingly rare for consumers to enter the App Store or 
Play Store without an app already in mind. Mobile gamers are no different. 
So what drives them to desire a certain app, and what might hold them 
back from installing it? 

How Gamers 
Discover Apps

Chapter 5
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What Influences a Mobile Gamer’s App Choice?
Respondents were asked what factors influence their decision to download an app. 
Out of all the options given, the only one that is a direct paid effort by the app 
developer is, “If I saw an ad for the app,” and that option was the least selected. This 
means that mobile gamers are much more in-tune with discovery methods for finding 
new apps than finding them through a web, social, or in-app ad.

But that doesn’t mean that app developers should not spend money on advertising, 
direct or otherwise. The truth is that smart spending and development can help 
build the organic influence you get from other options on the list. While influences 
like word-of-mouth (selected by 40% of respondents) happen organically, app 
developers have invested in social media influencers, giving incentives, and user 
generated content to build that viral component. 

When it comes to being in the store, discovery through top-rated apps (selected by 
nearly 4 in 10 respondents) is the most popular discovery tool for mobile gamers 
and used by Apple and Google. Other discovery mechanisms, like top search results 
(26%) and being “Featured,” “Suggested,” or Editor’s Choice apps (24%) are further 
down the list. So while there is some utility to these methods, it is not practical for 
app developers to rely solely on these options since they still require an app to be 
popular on some level to even be discovered.

If an app is from a brand / developer, they trust / know

If it’s one of the top-rated apps in the category

If people they know have the same app or recommend it

If they’ve downloaded a similar app in the past

If it’s one of the top search results

If it’s one of the ‘Featured,’ ‘Suggested,’ or ‘Editor’s choice’ apps

If they saw an ad for the app

52%

40%

40%

34%

26%

24%

22%

The only option 
that was chosen 
by the majority 
of mobile gamers 
(52%) was if the 
app was from a 
brand or developer 
that they already 
knew or trusted.
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How Brands Can Pull In Mobile Gamers
While there may be millions of apps in the App Store and Play store, people still only use 
30 apps a month and 9 a day on the average. This means people are very judicious about 
which apps they install on their phones – particularly in prominent locations. 

One thing that developers do have at their disposal is their brand strength. If a mobile 
gamer is familiar with your brand and has a positive experience, they are more likely 
to go back again. While this isn’t rocket science, what might not be as apparent is how 
developers can use their brand strength to help draw in users that “know” or “trust” them. 

While developers certainly can create ad campaigns targeted to users of their app, that’s 
not the only method. Instead, developers can look to emulate App Store and Play Store 
discovery outside of those environments. This doesn’t mean that developers should rely on 
third-party stores (our research still indicates that only 28% of mobile gamers would use a 
third-party store), but rather they should use on-device discovery tactics to put their brand 
in front of mobile gamers.

By being on the phone waiting through preloads or suggested through set-up wizards, 
notifications, or in an app hub, developers can let their known and trusted brand do the 
work for them. 
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What Keeps a Mobile Gamer 
from Installing an App?
So once a mobile gamer has discovered your app, what might keep them from 
installing it? The fact of the matter is, compared to discovery, there are more 
influences in the App and Store and Play Store that will prevent someone from 
installing it. Poor reviews (65% of respondents) and cost (65%) are the top two 
reasons a mobile gamer will decide not to install an app.

Privacy (59%), discussed in the next chapter, also plays a role. And, to a much lesser 
extent, downloading a similar app (19%) might dissuade someone from installing. 

When it comes down to it, mobile gamers seem to be creatures of habit – relying on 
brands they know and similarity to games (or really, any apps) they have already 
paid for when selecting their next app. It’s why just “being there” when a mobile 
gamer is ready to pick up their next app could be the best way to find them. 

It has poor/no reviews It is a paid app
Worried about app security and 

how personal data is used/stored
Downloaded a similar 

app in the past

59% 19%65% 65%

Poor reviews (65%) 
and cost (65%) are 
the top two reasons 
a mobile gamer will 
decide not to install 
an app. 
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Trust has been a hot topic in the mobile app industry for a long time, but 
it really became one of the talking points in 2020, when Apple shifted 
availability of the device Identifier for Advertisers (IDFA) from an opt-
out by users, to an opt-in on an app-by-app basis. The industry was 
wracked with concern. Some pundits predicted opt-in rates as low as 1 or 
2 percent. Facebook (now Meta) took out a full-page New York Times ad 
explaining how much this change would hurt small businesses who rely 
on Facebook to find new customers. 

Trust, Privacy, and 
Uninstallation Insights

Chapter 6
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What Keeps a Mobile Gamer 
from Installing an App?
iOS 14 has come and gone, and while there was a rocky beginning, app developers 
have adjusted. The industry has developed best practices for gaining the opt-in have 
emerged, and prices for impressions of opted out users have split from those of the 
opted-in. The industry has, more or less, learned to live with it. 

One major shift has happened: 
Trust is earned, not given, 
and everyone with a phone 
now has that choice. 

How Likely Mobile Gamers Are to Allow App Tracking

Not at all likely

Somewhat unlikely

Neither likely or unlikely to

Somewhat likely

Highly likely

24%

26%

17%

23%

10%
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Without any consideration of what app was popping that modal, less than a quarter 
of mobile gamers that Digital Turbine surveyed will automatically say no. That’s 
a huge difference from the >90% some industry watchers were predicting. What 
should be encouraging for developers and advertisers is that almost a third (32.7%!) 
are either somewhat likely or highly likely to accept, and 17% might make a careful 
decision. More than a quarter lean “no,” but might if it’s the right app for them. 

Ultimately, consumers are split evenly, but the skew of potential opt-ins in the right 
circumstances gets closer to 75%. 

Under the previous “opt-out” mechanism, the question wasn’t whether a user trusted 
games or apps, but rather “Is this user a privacy hawk, or not?” The choice was 
binary. Now, even the most ardent privacy advocates can choose on an app-by-
app basis whether to share their device ID and enable more targeted and relevant 
advertisements or not. Given this choice, some clear trends have emerged. 

Something to note: We explicitly didn’t ask mobile gamers about 
their trust in social media networks because most social media 
apps track and then target and display ads very differently 
from other categories of apps we did ask about. The other broad 
concern was that the definition of a social network varies wildly 
for many consumers. Generally speaking, estimates for opt-in 
rates for all social networks is around 20-30%, with gaming 
coming in around 30-45%, according to recent reports from 
attribution measurement providers AppsFlyer and Adjust.

Entertainment

How Much Mobile Gamers Trust Apps in Various Categories

Do Not Trust Extremely TrustTrustSomewhat Trust Strongly Trust

Retail

Mobile Games

Fast Food & 
Coffee Providers

Health & FItness

Finance

Travel/Vacation

4% 9% 35% 34% 18%

2% 13% 35% 33% 18%

4% 8% 28% 37% 24%

2% 8% 37% 34% 19%

9% 24% 37% 21% 9%

6% 9% 30% 37% 17%

3% 11% 37% 37% 12%

Estimates for opt-in rates 
for all social networks is 
around 20-30%, with gaming 
coming in around 30-45%.
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Sensitive Data & Trust
Apps with access to more sensitive data, such as Health & Fitness apps, had an 
incredibly high trust rating: 89% of respondents either somewhat, mostly, or 
extremely trusted their food tracker, run keeper, and so on. That makes sense 
because many mobile users have sensors or wearables, or track intimate details, 
and you can expect consumers to do more research into the apps in this category 
before downloading. More research on the front end leads to more trust once 
installed.

The same is true for Finance apps (86%). Most consumers trust their bank to keep 
hold of their financial information, or their stock app not to freeze them out of 
trades, and the decision to use those apps might have been made outside of the 
mobile ecosystem. 

Conversely, Retail is what you might call “moderately” trusted. While its middle 
range of trust is in line, and even higher than Finance and Health & Fitness, its 
upper end doesn’t even break single digits. Why? Brand familiarity matters. 
Amazon and Best Buy are both retail apps consumers have a degree of trust in, 
but that random shopping app you saw advertised with that really cool chair? 
Not so much, at least not yet. 
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Journey’s End/The Purge
Who still has the original Shazam app on their phone? What about UrbanSpoon? Not 
every app lives forever once installed.

We may not always think about why people delete an app as a good indicator of 
UA, but there’s a lot to be said for both the frequency of churn, and the reasons for 
deletion, when it comes to planning growth for an app. 

Weekly

Monthly

Every Few Months

Yearly

Never

16%

18%

7%

54%

6%

Two-thirds of respondents 
said they delete apps that 
aren’t “relevant anymore”

How Often Mobile Gamers Delete Apps
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The Marie Kondo-ers with 7% weekly app purges being close to the app hoarders 
with 6% creates a very clear bell curve of deletion and retention. Brands with apps 
and app developers should focus on the retention of users after gaining them – as 
the old adage goes, it’s more expensive to acquire a new user than to retain an 
existing one. A good rule of thumb when determining how much to spend on loyalty 
and retention is to take into account the percent of revenue coming from existing 
users versus newly acquired users.

With more than half of the mobile gamers surveyed deleting apps every few months, 
it reiterates the importance of engagement for consumers. It’s logical that consumers 
find apps they use more frequently more useful and are therefore less likely to 
delete them. More than two-thirds of respondents said they delete apps that aren’t 
“relevant anymore,” and combined with the more than one-third who said they only 
needed an app for a specific task, developing apps that provide clear, consistent use 
is one of the greatest keys to keeping your app on an acquired user’s device. 

Not relevant anymore

Have too many apps

Got bored of the app

It had high battery 
consumption

Poor user experience

Too many notifications

Low phone storage

Found a better version for 
the same purpose

Privacy concerns

Only needed for a 
specific task

Promotion expired

Other

68%

44%

38%

35%

35%

34%

28%

28%

26%

17%

16%

1%

What are the Typical Reasons you would Delete App(s)?
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In what might be a surprise to Apple and many regulators, only 16% of users 
would delete an app over privacy issues, which brings this chapter full circle 
around the concept of trust. Given how important privacy compliance and 
practices have become for app developers large and small, for both monetization 
and advertising.

“Trust” has become shorthand for privacy, and most consumers trust themselves 
to make decisions about the apps they use on the front end. When we broke 
down the responses to the question at the beginning of this chapter (“Generally, 
when an app gives this prompt, on a scale of 1-5, with 5 being ‘highly likely’, how 
likely are you to say yes?”), 19% of respondents who selected “Not at all likely” 
when it comes to App Tracking Consent would delete an app because of privacy 
issues. However, 31% who said they would delete an app because of privacy 
issues selected “Not at all likely” when it comes to App Tracking Consent. 

This points to trust and privacy being a lot more complex in most consumers’ 
minds than people might otherwise assume, and this is likely because most of 
these users understand the value exchange that good advertising brings – free 
games, free apps, free news, and free services in general. Consumers, in general, 
truly do consider what they’re getting for trading a little of their privacy, but 
it’s also ethically important for advertisers and app developers to keep that 
transaction equally as respectful for their users. Trust is a two-way street, and 
privacy is not black and white.
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Apple is leaning hard on privacy as its differentiation factor, but in the near future 
it won’t be able to claim it’s the only mobile company doing so. With its Privacy 
Sandbox, Google says it will limit sharing of user data with third parties and 
operate without cross-app identifiers, including advertising ID. The company is also 
exploring tech that will reduce the potential for covert data collection, including 
safer ways for apps to integrate with advertising SDKs, which have been critical to 
performance and monetization. 

While privacy concerns are a primary reason for uninstalls by respondents being 
so relatively low compared to basic utility concerns, it’s tempting to view privacy as 
unimportant. However, nothing could be further from the truth, not least because 
that conversation is driven by legislators and regulators, from COPPA to GDPR, 
but also to whatever the next major privacy laws and antitrust lawsuits are fired at 
platform holders. Restaurant app owners, game developers, and retail apps might 
have the best intentions, but feel the impact of decisions by people far, far removed 
from the ground level of UA and monetization.

With Apple (ATT) and Google (Privacy Sandbox) introducing privacy standards 
that represent consumer interests, and with new technologies and industry-
wide adoption, we could be looking at a smarter mobile app ecosystem where 
all stakeholders are respected. Most important among these, the consumer, but 
also the back-end that powers what consumers want and deserve, which is a 
marketplace where 90% of apps are still free but where privacy is respected as well. 
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For all the talk of app experiences, how users trust, what makes them 
trust, and so on, the applicable lessons aren’t always obvious. But 
there are some best practices for gaining user trust, and how you can 
leverage that relationship to improve engagement and monetization in 
ways that benefits app developers and users equitably.

Applying Trust Insights 
to App Retention & 
Engagement

Chapter 7
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Brand and App Experience Both Matter
If it wasn’t clear from previous chapters, gaining trust is hard. The single biggest 
factor for most consumers in how they trust an app simply cannot be substituted: 
experience. Overall brand image also makes up a huge reason consumers trust apps, 
but even that is two points behind previous direct experience with a brand’s app. 

Starting from zero is one thing, but if users have a bad experience with your app or 
your app proves untrustworthy in the first go around, you’re starting from well below 
zero when it comes to regaining that trust. If your company is just now getting into 
the app game, it is more critical than ever to get it right.

One influential trust indicator that app developers have within their control, at least 
nominally, is reviews, which nearly 40% of the mobile gamers we surveyed say 
influences how much they trust an app. Getting a good review isn’t easy, though. 

What Makes a Mobile Gamer Trust an App?

Previous experience with the app

Overall brand image/reputation

Reviews (App Store, Experts)

Type of app category

Brand’s messaging regarding their privacy policy

None of the above

50%

48%

39%

35%

35%

15%
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Getting Good Reviews
Reviews are an important component of gaining a consumer’s trust as well, at least in circumstances where the Apple 
App Store or Google Play store is involved in the install process, or if a consumer just likes to do their research. They 
look for details another user might provide that a developer or publisher wouldn’t. They’re seeking answers to important 
questions: Do they really need to make a purchase to progress? Does it work on my device? Is it fun? Useful?

Obviously, the easiest way to avoid negative reviews is to create the perfect app experience. In the real world though, 
some people will never be happy with what you’ve created, or they may just be harsh critics. Five stars to one user might 
be just three to another, dragging your rating down.

Using a pop-up, ask how users are feeling about their experience within your app. For example, “Hey! Like our app? What 
would you rate us?” Offer a custom menu within your app featuring the traditional five-star rating scale.

If a user selects five stars, ask them to give that score (and reasons why) in the Google Play store or the App Store. If they 
select fewer than five stars, they then receive a different pop-up: a “Tell us how to improve” message with a text field to 
capture user feedback.

A great example of this method is dating app Bumble. They even thank users for their feedback at the end of the process.

Not only does this method make dissatisfied users feel like they’ve had their say while keeping the official rating high, it 
gives direct, valuable insight into what might be preventing those customers from giving five-star reviews in the first place.

It’s worth mentioning that incentivizing reviews is strongly frowned upon by Apple, Google, and even some regulators.  
We don’t recommend even flirting with the idea. 

One great method 
of getting the best 
user reviews into an 
app marketplace for 
feedback is to have 
those users review 
your app twice. 
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What Does All This Trust Get You?
Ultimately, if your brand has an app and you intend on doing any kind of privacy responsible 
tracking of your users, you want a user to tap “Allow” when given the prompt by Apple (via 
AppTrackingTransparency or ATT) or have the user not opt-out on Android (for now). 

This trust enables access to the IDFA and GAID, allowing you to more effectively target and 
retarget those users for relevant promotion and marketing, establish better quality control, 
serve better recommendations, and so on. If your app monetizes via advertising, it also makes 
users a lot more valuable to advertisers as well. 

Opt-ins also allow direct attribution of an install with your ad network partners, giving you 
valuable data on who’s delivering on your budgets without guesswork. It also enables ad 
network partners to further optimize your campaigns, multiplying your success. 

No matter how much users might trust your app, the prompt itself can be a little alarming, no 
matter how much a user trusts your brand. 

You only get one chance to ask if it’s okay to track a user’s activity, regardless of how many 
monetization or attribution SDKs you have integrated. 
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Writing a Compelling Opt-in
Using the purpose string (sometimes called a usage description string) in your app’s info.plist 
file lets you present a short message about why your app is requesting permission. If your app 
already uses Bluetooth, the camera, or other OS-level resources, this should be pretty familiar. 

Apple has some clear guidelines about how this message can be phrased on its developer pages, 
but we can sum it up by simply saying be specific and clear. 
 
Below are some suggestions we think comply with Apple’s guidance: 

“Your data will be used to deliver relevant ads to you.”

“Your numeric device ID will be used to keep ads relevant and non-repetitive.”

“Your data allows for the optimization of the in-app ad experience for you.”

Notice a theme? Facts only. Apple expressly forbids ultimatums like “This app requires your data 
to work,” or emotional calls to action like “This enables our developers to drink decent coffee.”

Remember though: You get one shot at this. As mentioned above, once a user taps 
“Don’t Allow” on the modal, the request will always simply return zeroes for the IDFA. 
There’s no way presently to resurface the modal like there is for App Store reviews.
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How Brands Can Pull In Mobile Gamers
Utilizing a pre-prompt like Nike, who shows a straightforward and direct pre-prompt 
during onboarding before firing the actual modal, can be a huge help. Domino’s also 
shows a pre-prompt that’s playful and cheerful in tone and clearly communicates a 
benefit, as do many mobile gaming apps that have had this process figured out for a 
while now, since many are reliant on ad revenue for all revenue. 
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Being trusted as an app and as a brand is critical to keeping your app on users’ devices 
(see the uninstallation section previously!) and while it’s just one component of long-term 
retention, it’s a massive part of long term monetization, whether that’s purchases from a 
Retail app, subscriptions from a digital streaming service, or just IAP from a game. 

It might not be as fast as bombarding someone with ads and offers the minute they 
install the game from an ad, but it is certainly a better experience for the end-user. 
Respecting their experience and respecting their time pays dividends. 

Positive experiences create “promoters” who create organic word of mouth, and those 
who are already enjoying an app are more likely to, as explained previously, opt-in. 
Positive data exchanges for value turn into more trust, which turns into usage, which 
keeps a user engaged. Creating an equitable relationship with apps’ users is key to the 
long term value of acquired users, and keeps the acquisition/retention/engagement 
flywheel spinning.

Respecting mobile users’ 
experiences and respecting 
their time pays dividends.

Trust Accelerates Growth
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About the Data
All figures (unless noted otherwise) are drawn from GWI’s online 
research among U.S. internet users who are mobile gamers aged 18-64 
via an online questionnaire. GWI only interviews respondents aged 
16-64 and their figures are representative of the online populations 
of each market, not its total population. The survey garnered a total 
of 728 respondents in the U.S. over a nine-day period in Q2 2022.
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Digital Turbine (NASDAQ: APPS) powers superior mobile 
consumer experiences and results for the world’s leading telcos, 
advertisers and publishers. Its end-to-end platform uniquely 
simplifies the ability to supercharge awareness, acquisition and 
monetization — connecting Digital Turbine’s partners to more 
consumers, in more ways, across more devices. Digital Turbine is 
headquartered in North America, with offices around the world.

@digitalturbine
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GWI is an audience insights technology company. Its SaaS 
platform and custom data products are trusted by the world’s 
biggest brands, media organizations, and agencies on a daily 
basis to gain a deep understanding of their audiences at speed. 

The company’s flagship survey represents 2.7 billion people 
globally. Through a combination of survey data and analytics, 
clients can gather in-depth insights into behaviors, attitudes, 
and interests from rich data sets including GWI Kids, GWI 
Sports, GWI USA, GWI Gaming, GWI Travel and GWI Work.

@gwidotcom




