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ASIA WANTS SOCIAL AND MOBILE



• Capcomp

• Square Enix

N B d i• Namco Bandai

• Gameloft

• Nexon

• Shanda• Shanda

• Giant



Countries in Review

WHERE THE PLATFORMS AT?
Countries in Review



Japan

• 127 Million Peoplep

• 99 Million Internet Users

78% I t t P t ti• 78% Internet Penetration



Japan

• High ARPUg

• Low Virality

C li t d Pl tf E i t• Complicated Platform Environment

• Heavily Mobile

• Rev Shares



Japanese Social Networks

 Mixi
 DeNA
 Gree



Mixi – Facebook of Japan

l 3 / Q Total 35 M / Quarter

 MAU

– 14 M Users

– Total Reg is 18M

 Demographic Total

48%– 48% guys

 Demographic Mobile

– 46% guys



DeNA

$• $700 M in Revs

• Bought NgMoco

• Mobage the big Mobile 
Game platformGame platform

• Yabage – New PC 
PlatformPlatform



Hangame

• High ARPU (i.e. 15 
cents)



China

• 1.3 Billion Peoplep

• 420 M Internet Users

32% I t t P t ti• 32% Internet Penetration



China

• Massive Users

• Low ARPU

M di Vi lit• Medium Virality

• Volatile Environment

• Government Regulation

• Rev Shares• Rev Shares



• QQ / TencentQQ /

• Renren

K i i 001• Kaixing001

• 51.com

• And many more



South Korea

• 49 Million Peoplep

• 40 Million Internet users

81% I t t P t ti• 81% Internet Penetration



South Korea

• Small, but growing, g g

• High ARPU

L Vi lit• Low Virality

• Gaming Society

• Government Regulation

• Rev Shares• Rev Shares



• Cyworldy

• Nate

N• Naver

• Facebook

• Twitter



Taiwan / Hong Kong

• Taiwan
– 23 Million People

16 Million Internet Users– 16 Million Internet Users

– 70% Internet Penetration

• Hong Kong
– 7 Million People7 Million People

– 5 Million Internet Users

70% I t t P t ti– 70% Internet Penetration



• Facebook
– 7 Million Users 

30% total penetration– 30% total penetration

– 50% of all internet users

– Essentially a Game Network akin to Hangame or 
Mobage



Other Markets

• India

• Singapore

M l i• Malaysia

• Thailand

• Vietnam

• Etc• Etc



What to Focus on

STRATEGIES
What to Focus on



Model Strategies

• Publisher

• Creator

M bil• Mobile



Publisher Strategy

• Own Distribution

• Many game developers in Asia

6W• 6Waves



Creation Model

• Strong game talent in Asiag g

• Low cost development (compared to the west)

A t t t th• Accentuate strengths
– China: Cost

– Japan: Mobile / Quality

– Korea: MMO’s / DepthKorea: MMO s / Depth



Game Operation

• Events

• Promotion

C ll• Cross‐sell

• Engagement



Mobile

• Feature Phones
– Japan

• Smart Phones• Smart Phones
– China

– Japan

– EtcEtc

– Android / Iphone



Mobile Japan

• Feature phones dominatep

• Iphone has exploded (Softbank)



The 1’s and 2’s

• Barriers
– Mobile

Localization Language and Culture– Localization Language and Culture

– Diverse amount of platforms

• Enablers
– Larger gaming population (and devs!)Larger gaming population (and devs!)

– Hardcore games work broadly

Q lit d l b– Quality and labor



QUESTIONS!QUESTIONS!
and Hopefully Answers

Jia Shen
twitter com/mekatektwitter.com/mekatek
jia.shen@rockyou.com


