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Data Sources & Methodology
The data reported in this analysis comes from four sources:

Consumer Surveys: Unless otherwise noted, consumer data in this report
comes from a survey of 5,000 active U.S. and Canadian mobile gamers (ages
2+) conducted in October 2020. Participants in this survey were recruited
from two representative pools:

Adults (respondents ages 18+) were recruited for participation
directly and completed the survey based on their own habits.
Children/Teens (ages 2 – 17) were recruited via parent surrogates
(with instructions to have the child/teen complete the survey
themselves to the extent that they were able).
Respondents qualified as active mobile gamers for the purpose of
this study if they owned/had access to a qualifying device (see list
below) and had used the device to play a game within 30 days of
the survey.
Qualifying Devices: iPhone, iPad, Android smartphone, Android
tablet, Kindle Fire/Kindle Fire HD, Windows Surface, or other
smartphone or tablet.

Data on broader gaming habits of mobile gamers (see pages 32 – 33) comes
from NPD’s 2020 Gamer Segmentation Report, which included 5,000 active
U.S. gamers (ages 2+) who play across mobile, PC, and/or console, and was
conducted in May 2020. See page 104 for more details on this report.

Data on mobile gaming in the context of broader entertainment activities
(see pages 36 – 38) comes from NPD’s 2020 Evolution of Entertainment
study which included 5,000 U.S. consumers (ages 2+) and was conducted in
June 2020. See page 105 for more details on this report.

Revenue & Performance Data: Mobile gaming
revenue and other performance metrics were
provided by Sensor Tower.
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Overview & Methodology

2021 Report Overview
The NPD Group’s 2021 Deconstructing Mobile & Tablet Gaming

report examines the current state of the U.S. and Canadian mobile

gaming markets, including the gaming habits of current players

(ages 2+), market performance trends, and notable happenings of

the past year.

This analysis is broken into three sections, including:

I. Market Summary

II. Mobile Gamer Profiles

III. Mobile Genre Profiles

The first section provides an overarching view of the U.S. mobile

games market in terms of the number of active gamers (overall and

devices used) and revenue performance, and it explores key

stories/trends from the past year.

The second section focuses on active mobile gamers (ages 2+),

profiling their habits, preferences, and motivations. Summaries

include both total market views and profiles by demographic

audience.

The third section breaks down the mobile gaming market by genre

and subgenre, providing a view of relative performance of different

types of mobile games, as well as profiles of the players who are

playing them.
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Participation is

up 12%

(From 215.2M 12 mos. ago)
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Analyst: Heather Nofziger, Ph.D. (The NPD Group’s Games practice, Director of Custom Solutions, Head of Consumer Research)

Players are more deeply engaged than ever before …

8 HOURS
per week playing games on a smartphone or tablet
(up from 6 hours/week 12 mos. ago)

Spending an average of

$16.2B
In net revenue on iOS App Store and Google Play
(up from $11.9B 12 mos. ago)

Mobile game purchases and IAPs generated

Driving significantly more revenue for mobile games

238.7M
active mobile gamers

[ages 2+, U.S. and Canada]

Mobile gaming saw explosive growth this year as more U.S. and Canadian consumers than ever before turned to it as an accessible form of
entertainment that could help to keep themselves (and their families) occupied during the upheaval around COVID-19.

This increase in engagement was driven in large part by mobile’s unique alignment with several key consumer needs during this period:
• Convenience/accessibility (not requiring hardware purchases and providing access to lots of free/cheap options)
• Flexibility (allowing for personal entertainment in households that now had additional competition for entertainment resources such as TVs)
• Social connection (giving friends/family members additional ways to stay in touch while physically distant, e.g., through shared play)

While it remains to be seen exactly how habits will shift as consumers have more opportunities to return to their pre-COVID-19 habits, the strong and
consistent performance during this year hints at the likelihood that mobile gaming has shifted from a novel time-waster for many to a notable
component of their daily entertainment experience.

Source: The NPD Group, Sensor Tower

Mobile Gaming During COVID-19 – What you should know
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Analyst Summary Overview of the Findings
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Children
[ages 2 to 12]

17% of mobile gamers (41.5M) 

Up 9% (from 38.2M 12 mos. ago)

Avg. Weekly Play Time: 8 hours
Avg. 6-month Spend: $19
• Growth in this audience reflects both increases in total

players and deeper engagement among existing players
• They continue to be among the biggest tablet users (77%

overall), though smartphone use common (72% use one)
• Their most played experiences continue to be kid-friendly

genres (puzzle, arcade, action builder, simulation), but
interests notably expand as they grow older (esp. boys)

Teens & Young Adults
[ages 13 to 24]

21% of mobile gamers (50.6M)

Up 3% (from 49.2M 12 mos. ago)

Avg. Weekly Play Time: 8 hours
Avg. 6-month Spend: $18
• Growth in this audience is primarily driven by increased

engagement among existing players
• They are most likely to be smartphone gamers (92% use one)
• Online presence (esp. video) is extremely important for

discovery for this group ― and they are among the most
likely to play/try games that are generating buzz with
streamers (e.g., Among Us)

Mid-adults
[ages 25 to 44]

30% of mobile gamers (70.7M)

Up 13% (from 62.0M 12 mos. ago)

Avg. Weekly Play Time: 8 hours
Avg. 6-month Spend: $22
• Growth in this audience reflects both increases in total

players and deeper engagement among existing players
• They are most likely to be smartphone gamers (93% use one)
• This audience is among the most likely to spend money on

the games they play
• Mobile’s appeal is driven by convenience and flexibility,

allowing them to more easily fit it into their daily life

Later Adults
[ages 45+]

32% of mobile gamers (75.9M)

Up 17% (from 64.6M 12 mos. ago)

Avg. Weekly Play Time: 8 hours
Avg. 6-month Spend: $14
• This audience saw the greatest overall growth in terms of

new players and engagement among existing players
• Device preferences are mixed ― smartphones are most

common (90% use), but tablet use is also high (51% use)
• Gaming preferences continue to be more casual (they are

the top players of casino titles) that emphasize completion
and progression

65% of consumers in 
the U.S. and Canada 
play mobile games

Mobile gaming has seen 
significant growth in terms of 

overall participation and 
engagement across all 
demographic groups.

Mobile’s accessibility as a platform has created a
go-to option for consumers looking for new or
expanded entertainment options while under
COVID-19 restrictions/lockdowns. For newer
mobile gamers, the ability to play cheap/free
games without needing a designated device
reduced the barrier to entry for gaming. For
more established mobile gamers, the flexibility
to play on a personal device (instead of on a
shared one) continues to allow for a broader
range of opportunities for play while at home.

Source: The NPD Group / 2020 Mobile Survey

Demographic Audiences Overview of the Findings
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Skill & Chance 22%

Puzzle 19%

Strategy 14%

RPG & Narrative
13%

Simulation 7%

Action & Fighting
5%

Shooter 5%

Sports 3%
Arcade 2%

Racing & Driving 1%
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% of Revenue Contributed by Genre
[2020] [U.S. & Canada] [iOS & Android]
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Source: The NPD Group, Sensor Tower

9% of revenue comes from apps identified as games which are not presently classified into NPD’s genres due to low performance.
$16.2B Mobile Gaming Revenue

[2020][U.S.& Canada][iOS & Google Play]

55% of revenue is generated by

the top three genres:
• Skill & chance

• Puzzle

• Strategy

*Collectible Battle RPG (CBRPG)

Mobile Revenue Overview of the Findings
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01
COVID-19 BOOSTS 
MOBILE’S ALREADY 
STRONG GROWTH

02
FORTNITE’S 
REMOVAL IS A NET 
LOSS FOR SHOOTERS 03

POKÉMON GO 
ADAPTS TO DRIVE 
CONTINUED SUCCESS

04
HYBRIDIZATION HELPS 
EXPAND ESTABLISHED 
GENRES 05 WHAT IS GENSHIN’S 

IMPACT? 06
DOWNLOAD LEADERS 
HINT AT ADDITIONAL 
TRENDS

Mobile Stories 2020

Mobile Stories Overview of the Findings

Source: The NPD Group, Sensor Tower
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Mobile Gaming Market Summary
U.S. and Canada
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9Mobile Device Owners & Gamers Mobile Gaming Market

x% increase

x% increase

x% increase

x% increase
x% increase

x% increase
x% increase

x% increase

x% increase

x% increase

Source: The NPD Group 

303.7M Mobile Users

238.7M Mobile Gamers
[U.S. and Canada, Ages 2+]

The U.S. and Canadian mobile gaming market has seen significant growth this

year as consumers sought out additional forms of entertainment to keep them

occupied during COVID-19 lockdowns/restrictions. This growth is likely to be

driven primarily by previously hyper-casual players increasing their play

frequency (leading them to qualify as active players).

x% increase

x% increase
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Play rates reflect total reported use of a qualifying device to play a video game within the past month by Americans and Canadians ages 2+.

Qualifying device types include smartphone (iPhone, Android phone, other smartphone) and tablet (iPad, Android tablet, Windows Surface tablet, Amazon

Kindle Fire/Fire HD, or other tablet). Source: The NPD Group/2020 Mobile Survey 

Play on a Smartphone

88%
Play on a Tablet

210.4M
(up x%)

52%

123.9M
(up x%)

48% (114.8M – up x%)

Play on a Smartphone Only

12% (28.3M – up x%)

Play on a Tablet Only

40% (95.6M – down x%)

Play on both a Smartphone & Tablet

238.7M 

Mobile Gamers
[Ages 2+]

An increase in mobile gaming among less

traditional gaming audiences has led to a

notable shift in the market toward single-

device engagement.

While dual-device users have decreased slightly

(down from 98M in 2019), growth has been

significant among smartphone only users (up

25%) and tablet only users (21%) ― though the

distribution of OS’s has remained stable.

Do not use
12%

41%

46%

1%

iPhone

Android Phone

Other Smartphone

Do not use
48%

22%

17%

13%

iPad

Android Tablet

Other Tablet
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iOS and Android continue to split the market relatively evenly, with both

seeing similar rates of growth year over year.

For both operating systems, growth was most notable among “Phone Only” users – with Android

up 9.2M users and iOS up 13.8M users versus 2019. Use of tablets across both operating systems is

generally consistent with 2019 engagement – though iOS users are somewhat less likely to be dual

device users (down from 35.4M in 2019).

Device distribution reflects device(s) gamers reported that they use to play mobile games on at least a monthly basis. Where

gamers reported use of multiple smartphones or tables, the device(s) used most were identified as primary.

Source: The NPD Group/2020 Mobile Survey 

*market shares of <1MM not displayed
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iPhone & Other Tablet

iPhone & Android Tablet

96.5M
40%

35.0M
15%

95.6M
40%

11.6M
5%

Primary Mobile Device(s) Used for Gaming
[2020] [U.S. & Canada] [Active Mobile Gamers, Ages 2+]
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Smartphone gamers continue to be more likely to use current (or recent) model phones ―

63% use a device that is less than two years old, and 54% intend to upgrade in the next year.

Tablet gamers continue to be more likely to use an older tablet device ― 47% use a device that

is over two years old, and only 19% intend to upgrade in the next year.

iPhone Android Phone Other Phone iPad Android Tablet Other Tablet

Avg. Device Age
(years) 1.5 1.3 1.1 1.5 1.3 1.3
Use Older Device
(> 2 years old)

40% (36.6M) 35% (38.1M) 25% (0.6M) 60% (31.2M) 47% (18.5M) 49% (15.6M)

Avg. Phone Age: 1.4 years
[37% older than 2 years old, 78.3M]

Avg. Tablet Age: 2.0 years
[53% older than 2 years old, 65.3M]

Reflects reported timeframes of device acquisition (purchased or received) for primary mobile gaming device(s).

Color coding indicates where users are more likely (than the average) to have a device over 2 years old (GREEN) or less likely (RED).

Source: The NPD Group/2020 Mobile Survey 

iPhone
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Android Phone
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[2020] [U.S. & Canada] [Active Mobile Gamers, Ages 2+]
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x% increase

13Mobile Gaming Revenue Mobile Gaming Market

x% increase

x% increase

x% increase

x% increase

Reflects total revenue for games (including both premium game sales and in-app purchase sales) in the iOS App Store and Google Play Store.

** Google Play revenue for 2014 includes 11 months (Jan.-Nov.). App Store revenue includes 12 months (Dec.-Nov.).

*** This does not include games only distributed through third-party storefronts or websites (notably Fortnite on Android).
Source: Sensor Tower

Consistent with strong growth in terms of the number of

players, U.S. and Canadian mobile games revenue is also up

significantly (up 36% versus 2019), generating over $16.2B on

iOS and Google Play in 2020.

$16.2B Gaming Revenue
[U.S. & Canada]

x% increase
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Grossing 
Rank 2019 2020 Revenue Change for Rank

1
Candy Crush Saga Roblox

+/-XX%

2
Pokémon Go Candy Crush Saga

+/-XX%

3
Roblox Coin Master

+/-XX%

4
Clash of Clans Pokémon Go

+/-XX%

5
Fortnite*** Gardenscapes

+/-XX%

6
Slotomania Homescapes

+/-XX%

7
Homescapes Clash of Clans

+/-XX%

8
Coin Master Slotomania

+/-XX%

9
PUBG Mobile PUBG Mobile

+/-XX%

10
Toon Blast Toon Blast

+/-XX%

COVID-19 boosts already-strong growth.

Reflects ranking based on total revenue for games (including both premium game sales and in-app

purchase sales) in the iOS App Store and Google Play store.

*** These rankings do not reflect revenue from games only distributed through third-party

storefronts or websites (notably Fortnite on Android).

Revenue change reflects difference in total revenue associated with the ranking (e.g., the revenue

contributed by the third-ranked title in 2020 is up 76% relative to the revenue contributed by the

third-ranked title in 2019).

Mobile Gaming Market 
Leaders

Source: The NPD Group, Sensor Tower
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Mobile Gamer Profiles
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Understand who mobile gamers are and how they engage with the mobile 
platform differently based on their stage of life.

Included in the full report:

• Total Market and Stage-of-life Summaries
o Player demographics
o Discovery sources for games
o Device uses and reasons for gaming
o Mobile gaming habits
o Mobile investment (time and money)

• Context for Mobile Gaming
o Other activities done on mobile devices
o General gaming habits
o Cross play on PC and console gaming

o Sourced from NPD’s 2020 Gamer Segmentation study
o Participation in different entertainment activities

o Share of entertainment time and spend
o Sourced from NPD’s 2020 Evolution of Entertainment study

• Demographic Audience Profiles
o Summaries of 20 different demographic groups (by age and

gender) that provide details about how they play mobile games and
what they most enjoy

Mobile Gamer Profiles
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Mobile Genre Profiles
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Genre Subgenre Description / Examples

Puzzle

Matching Match-3, bubble shooters, block/Tetris

Brain Puzzle Word puzzles, number puzzles, brain training games

Hidden Object Locate specified objects in a series of images

Physics Puzzle e.g., Angry Birds, Where’s My Water?, Paper Toss

Quiz & Trivia e.g., Trivia Crack, Heads Up!, Jeopardy

Skill & Chance

Skill & Chance (Non-Casino) Familiar board, card, dice, and tile games

Casino – Chance Chance-based casino games, e.g., Slots

Casino – Skill Skill-based casino games, e.g., poker, blackjack

Casino – Integrated Games featuring a variety of casino games

Arcade

General Arcade Classic arcade games, “fever” games, platformers

Endless Runner e.g., Jetpack Joyride, Minion Rush, Temple Run

Music & Rhythm Tap, swipe, or otherwise react in time with the music

Location-Based e.g., Pokémon GO, Ingress

Simulation
Simulation Simulate a social environment or role

City Builder Simulate building a city or farm (no combat elements)

Strategy

General Strategy Focus on skillful planning & tactical thinking

Combat City Builder Build a city & army, e.g., Clash of Clans

Trading Card Game (TCG) Mimics a traditional strategic tabletop card game

Tower Defense e.g., Clash Royale, Plants vs. Zombies, Bloons TD

MOBA Multiplayer Online Battle Arena games – e.g., Arena of Valor, Vainglory

RPG & Narrative
Traditional RPG & Narrative Focus on character development and progression. May include combat.

Collectible Battle RPG RPGs with collection mechanics, e.g., Summoners War

Action & Other

Shooter – Traditional First-person, third-person, arcade, vehicular

Shooter – Battle Royale Players compete to be the last person standing

Action & Fighting Action Combat, 2D or 3D fighting games

Action Builder Explore, craft, and build, e.g., Minecraft, Terraria

Racing & Driving Racing simulators, drag racers / arcade racers

Sports Simulate sports gameplay or sports team management

Subgenre

Color-Coding:

Casual (GREEN)

Mid-core (ORANGE)

Core (RED)

Source: The NPD Group

Mobile Genre Profiles

NPD classifies genres from core to casual
based on how accessible and broadly
appealing their experiences are.
Casual Games are broadly appealing, highly
accessible experiences that require minimal
investment and skill to play successfully.

Core Games are more niche in their appeal,
requiring greater investment, focus, and skill
for meaningful participation.
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Smartphone Gamers: Smartphone owners/users (if a shared device) who have
played a game on their smartphone in the past month.

• A smartphone is a cellular telephone that can support and run third-
party applications and has internet access.

• Qualifying Devices: iPhone, Android phone, Windows phone, other
smartphones

Tablet Gamers: Tablet owners/users (if a shared device) who have played a
game on their tablet in the past month.

• A mobile tablet is a wireless, portable computer with a touchscreen
interface that is capable of running applications and accessing the
internet.

• Qualifying Devices: iPad, Android tablet, Windows Surface tablet,
Kindle Fire / Fire HD tablet, or other tablet devices

Mobile Gamer: Individuals who have used a smartphone, tablet, or both
device types to play a mobile game in the past month.

OS: The operating system running on a smartphone or tablet. For the purpose
of this analysis, the primary operating systems are designated as Apple iOS
(iPhone and iPad devices), Google Android (on Android phones and tablet
devices), and other (including Windows devices, Amazon, Blackberry, etc.).
Each OS has a proprietary app store.

Free-to-Play (F2P): A business model where the app/game is free to download
from the app marketplace.

In-App Purchases (IAP): Content that is available for purchase within the game
using real money. These can include subscriptions, consumable offerings (e.g.,
currencies, boosts, energy, etc.), and permanent content purchases (e.g., level
packs, customization elements, characters, etc.).

Mobile Gamer Spend Segments: Categories of mobile gamers based on self-
reported total spend in the past six months across mobile games that they
play. These segments include:

• Non-payers: individuals who report that they spent no money on any
mobile games that they played in the past 6 months.

• Moderate Payers: individuals who report that they spent money on
mobile games in the past 6 months, but that their total spend was
less than $100 total.

• Heavy Payers: individuals who report that they spent over $100 total
on mobile games they played in the past 6 months.

Mobile Gamer Play Segments: Categories of mobile gamers based on their
average self-reported weekly play time across all mobile games that they play.
These segments include:

• Light Players: individuals who report that they spend less than one
hour a week playing mobile games.

• Moderate Players: individuals who report that they spend between
one hour and five hours a week playing mobile games.

• Heavy Players: individuals who report that they spend over five
hours a week playing mobile games.

Investment Index: Segments based on individuals’ combined investments of
time and money spent on mobile games. This index includes nine potential
pairings of play and spend patterns, ranging from minimal investment (i.e.,
those who play very little and do not spend money on mobile games) to
extreme investment (i.e., those who play and spend significant amounts).

Number of 

Gamers (M)

Non-payer

($0/6-month)

Moderate Payer

($0.99-$100/6-

month)

Heavy Payer

(>$100/6-month)

Light Player 

(<1 hour/week)
Minimal Low Moderate

Moderate Player 

(1-5 hours/week)
Low Moderate Heavy

Heavy Player 

(>5 hour/week)
Moderate Heavy Extreme
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• TV/Movies
• Watching TV/movies via cable or satellite subscription
• Watching TV/movies via paid streaming service
• Watching TV/movies on purchased or rented Blu-ray/DVD
• Watching TV/movies purchased or rented digitally
• Watching TV/movies via a free streaming service
• Watching TV/movies obtained from peer-to-peer sources
• Going to see a movie in a movie theater

• Books
• Reading print books
• Reading digital books
• Reading magazines
• Reading comic books, graphic novels, or manga
• Listening to audiobooks

• Music & Other Audio (not audiobooks)
• Listening to music
• Listening to podcasts or other audio (e.g., talk/news radio)

• Toys
• Collecting and/or playing with action toys
• Collecting and/or playing with blocks or building sets
• Collecting and/or playing with dolls/accessories
• Collecting and/or playing with electronic toys
• Collecting and/or playing with outdoor toys
• Collecting and/or playing with plush toys
• Collecting and/or playing with toy vehicles
• Playing board games, card games, other traditional games, and/or 

working on puzzles
• Playing with toys/objects not otherwise specified

Entertainment Categories:
The analysis presented on pages 36 – 38 is based on NPD’s 2020 Evolution of Entertainment study that examined the types of entertainment activities that U.S. 
consumers (ages 2+) participate in across 11 different categories. 

Categories examined were TV/movies, books, music & other audio (not audiobooks), toys, video games, arts & crafts, going out, online, active, live events, and 
experiences. The activities associated with each category included:

• Video Games
• Playing games on a mobile device
• Playing games on a console device
• Playing games on a desktop or laptop computer
• Playing games on another system/device

• Arts & Crafts
• Participating in art or crafting activities

• Going Out
• Going out to eat or drink
• Visiting a “food & fun” location or event

• Online
• Checking and/or posting to social media
• Watching or posting content on YouTube (or similar)

• Active
• Participating in fitness or sports activities
• Participating in outdoor recreational activities

• Experiences
• Visiting an amusement or theme park
• Visiting a recreation/entertainment center
• Visiting an educational/cultural center
• Visiting a casino or other gambling establishment

• Live Events
• Attending a concert, sporting event, theater performance, 

comedy show, or other live event
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Source: The NPD Group/2020 Gamer Segmentation Report
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The 2020 Gamer Segmentation Report
Drill down into video game consumer segments for data-driven decision-making

The Gamer Segmentation Report divides the U.S. gamer population (ages 2+) into segmented profiles based on
demographics, platforms they use, and their gaming profiles (motivations, behavior, preference, and investment). Based on
a survey of 5,000 active gamers across mobile, PC and console, it gives a holistic view of games engagement, both in terms
of play across platforms and beyond.

For more information, please contact: 

cooper.waddell@npd.com 
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Source: The NPD Group/2020 Evolution of Entertainment Study
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The 2020 Evolution of Entertainment Study
Your source for insight on changing trends in time and dollars spent across entertainment

Explore the entertainment sectors by level of COVID-19 impact, 
how often consumers engage by demographic audience, and where they 

see themselves shifting behaviors as they adjust to their new normal.

55% of U.S. consumers 
have engaged in new or changed 
entertainment-related behaviors.

246M total gamers
(aged 2+) in the U.S., growth of 

+18M this year.

They spent an average 
of 15 hours per week playing 
video games in 2020,
up from 13 hours per week in 2019.

+6% increase in home 
entertainment time 
spent  vs. last year. 

+6%

For more information, please contact: 

cooper.waddell@npd.com 

The Evolution of Entertainment study surveys 5,000 consumers (ages 2+) about their entertainment habits/investment 
across 10 categories and 38 different activities to examine time and dollar share and how habits are changing.
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Don’t miss this opportunity to understand key 
trends driving the mobile gaming market. 

For more information, contact Cooper Waddell at 
760-579-7120 or email cooper.waddell@npd.com.

mailto:cooper.waddell@npd.com

