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Disclaimer and Legal Notices

Disclaimer

Every care has been taken in the preparation of this study to ensure that the information contained
herein is accurate, factual and correct to the best of our knowledge, at time of publishing. All opinions,
suppositions, estimates and recommendations included in this document are solely the opinions of the
authors unless otherwise stated. Portio Research Limited accepts no liability for any loss or damage or
unforeseen consequential loss or damage arising from the use of the information contained within this
document. The opinions, suppositions, estimates and recommendations within this document cannot
be guaranteed, and readers use this information at their own risk. The information published in this
document is subject to change without notice at any time, and Portio Research Limited accepts no
liability or obligation to inform the reader of such changes.

Portio Research Limited do not promote or endorse any specific companies or products, the views and
opinions we express in this document are wholly our own assessments, and independent from any
external interest or influence. Many terms and phrases and trade names used in this document are
proprietary and Portio Research Limited recognises and acknowledges that all trademarks are
copyright, belonging to their respective owners. Where possible, this document accords such terms
and phrases and trade names to their respective owners.

All Rights Reserved. No part of this document can be copied, shared, redistributed, transmitted,
displayed in the public domain, stored or displayed on any internal or external company or private
network or electronic retrieval system, nor reprinted, republished or reconstituted in any way without
the express written permission of the publisher.

Forwarding of this electronic document without the correct legal licence is theft. It's unethical, immoral
and against the law.

If you have any questions about the legal licence conditions under which this document has been
distributed, please contact Portio Research on info@portioresearch.com

If you did not buy this document and a colleague or associate has sent it to you, do not assume
you are legally entitled to read it, it is your responsibility to ensure you have the correct legal
licence to read this document.
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Market Notes: Mobile Games in South Korea

Mobile handset makers are making constant efforts to narrow the gap between their devices
and PCs. As a result of such efforts, today’s mobile handset has turned into a high utility,
multifunctional device used for a great deal more than simply making voice calls. One such
functionality of mobile handsets that is rapidly catching the imagination of users, especially
the young segment, is “Mobile Gaming”.

Mobile games can be classified into three broad categories:

Embedded games: These are games which are hardcoded into the mobile handset's
system and shipped with it. Vendors like Nokia and Motorola were the pioneers in these
games when they started incorporating simple, easy to play games on their handsets.

SMS games: SMS games are played by sending text messages to the game server which
processes the messages and sends back the result through SMS. These games did not
become popular because the cost of gaming increased with each SMS sent to the game

server. ) . .
Asia Pacific dominated the

mobile gaming market at

Browser Based or Downloadable games: These games are played using a mobile _
end-2008, accounting for

handset's built-in micro browser either online, through the carrier or a third-party game
provider's game Web site, or offline by downloading them on to the handset. nearly 47 percent of th?
worldwide mobile gaming

Mobile games are also classified based on the underlying technology. The two most popular revenue — mainly due to

classifications are: the presence of the \{vorld’s
e J2ME (Java 2 Micro Edition) most advanced mobile
e C/C++ For BREW Phones markets in Japan and

South Korea.

At end-2008, worldwide mobile gaming revenues stood at USD 5.5 billion. This is forecast
to increase to USD 6.8 billion by end-2009 and USD 9.8 billion by end-2013.

Asia Pacific dominated the mobile gaming market at end-2008, accounting for nearly 47
percent of the worldwide mobile gaming revenue — mainly due to the presence of the world’s
most advanced mobile markets in Japan and South Korea, and the region’s mammoth
subscriber base.

It is expected that Asia Pacific’'s mobile gaming revenue will grow at a CAGR of 21.9 percent
during 2006—2013 reaching USD 4.8 billion by end-2013.

There are a number of reasons why Asia Pacific currently accounts for nearly half of the
mobile gaming revenues worldwide. One is that the operators in this region (primarily South
Korea and Japan) have focused on a mass-marketing strategy wherein they zeroed in on
selected content (including mobile games) and made it readily available on a non-premium
basis. This helped them quickly determine which genres of games were popular and also
increased the brand awareness.

When it comes to playing games on mobile handsets, South Korea emerges as one of the
leading markets worldwide. The country’s wireless market is highly advanced compared to
other countries, and, with this availability of new technologies and technically better
handsets, the local market has seen encouraging adoption of several mobile data services;
this is true too for mobile games.

The figure below shows how mobile gaming revenues have increased over the period 2006—
2008.
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Figure 1. Mobile Gaming Revenues — South Korea (In USD Million, 2006—2008)
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As shown in the figure below, over 12 percent of users downloaded or streamed games on
their mobiles. This gaming percentage is higher than the major European markets where
less than 10 percent of subscribers download mobile games.

Figure 2: Use of Different Mobile Data Services — South Korea (In Percent, 2008)
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The use of mobile games is more popular among males than females in South Korea.
Figure 3 below shows that nearly 15 percent of male subscribers downloaded mobile games
in 2008; the corresponding figure for female subscribers stood at 9.5 percent.
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The South Korean mobile
gaming industry generated
USD 360 million in 2008.
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Figure 3:

Mobile Handset Use by Gender —

Mobile Gaming — South Korea (In Percent, 2008)
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Figure 4 below reveals the popularity of mobile games among different age groups.

Factors behind the

Figure 4: Mobile Handset Use by Age — Game Downloads — South Korea (In Percent, 2008) popularity of mobile games
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50 446 rate tariffs offered by
& 45 ' operators for downloading
$ = 40 games, and ease of
% g gg downloading and streaming
5 24.5
g & o5 games.
g £ 20
< o 15 -
=2 10 : 4.5
5§ %5 ' 13 11
= 0 $ $ I_I_._._._._-_-_._—_—_|

40-49 Years 50-59 Years 60 Years and

above

10-19 Years 20-29 Years 30-39 Years

Age

Source: Portio Research Ltd.

Clearly, subscribers in the age groups 10-19 years and 20-29 years are the heaviest users
of mobile games. As expected, with increasing age the use of mobile games declines.

The factors behind the popularity of mobile games in the country include the launch of 3D
game handsets, flat rate tariffs offered by operators for downloading games, ease of
downloading and streaming games with the availability of high speed networks, and various
strategies adopted by MNOs.

These notes were extracted from the Portio Research report:
Markets for Mobile Music, Games, Video and TV (2009-2013).

This essential report provides analysis and growth forecasts for mobile entertainment
markets worldwide.

With detailed briefings on mobile music, mobile games and mobile video and TV services,
plus projections to 2013 on both global and regional levels, this study is crammed with data
that helps identify the next growth frontiers for mobile entertainment services and how to tap
these future opportunities. For further details about the report please click here.

Portio Research is online at www.portioresearch.com and www.portiodirect.com.
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