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FOREWORD

We are proud to present the free edition of our 2018 Global Mobile Market Report. The industry has 

again grown and thrived, with consumers on track to spend more than $92 billion on apps this year. 

Over three-quarters of these revenues will be generated by mobile games alone, as gaming firms 

continue to lead the charge in both monetization and engagement.

Mobile consumers have become more and more interested in competitive and immersive game 

experiences, leading mobile game publishers to expand beyond the casual games market. Meanwhile, 

hardware firms are now targeting gamers with smartphones specifically designed for gaming. 

Niantic’s Pokémon GO has already shown the massive opportunity that AR presents; however, 

since the game’s 2016 release we have seen few titles that have successfully pushed the technology 

forward. In fact, the next game to push the AR envelope will most likely be Niantic’s next title, Harry 

Potter: Wizards Unite.

Looking at non-game apps, things have been just as interesting. Tech firms like Apple, Google, 

Facebook, and Amazon are pouring billions into original video content—each one vying for a piece 

of the Netflix pie. And app store revenues, both for game and non-game apps, have continued to 

increase. In general, more start-ups are utilizing smartphones and tablets to make things more con-

venient for consumers—in all aspects of our lives. For example, innovative mobile-first banks are 

rapidly expanding within Europe and beyond. In the U.S., certain app companies have discovered 

how to draw in massive live audiences—all by taking a tried-and-true TV formula and adapting it to 

fit our mobile-first lives.

We trust you will enjoy this free version of our pioneering mobile market report, which gives a 

taste of the high-quality data and knowledge-packed trends available in the full version.

“ Thank you for reading this preview of the 

second edition of our Global Mobile Market 

Report. This annual report and subscription 

provide you with an in-depth overview of the 

mobile market, globally and per region. The data 

is derived from our Mobile Intelligence Solutions, 

which aim to help the companies with mobile at 

the center of their strategy, product development, 

or marketing. 

All in all, the global mobile market is still fiercely 

competitive. Even though industry giants have 

managed to claim a significant foothold, there 

are plenty of unexplored opportunities for 

innovative companies, with more than enough 

room for fresh content and innovative new 

business models to thrive.”

Jelle Kooistra

Head of Market Analysis

FOREWORD
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A BRIGHT FUTURE ON MOBILE

IMMERSIVE & COMPETITIVE GAMES

Over the last few years, mobile smartphones have become powerful enough to rival 

certain laptops in processing power, all while remaining small enough to put in your 

pocket. They are now powerful enough to handle experiences that were previously 

only possible on PC and console. These more complex, or immersive, experiences 

are becoming especially popular in the Chinese market, with games such as PUBG: 

Mobile and Tencent’s Honor of Kings doing particularly well. 

Though not on the same level as in China, these experiences are also becoming 

more popular in the West, where more casual mobile games, such as King’s Candy 

Crush Saga, have historically dominated. The full release of Fortnite Mobile on iOS on 

April 2, for example, was a huge hit for Epic Games in the U.S. and Europe. In fact, the 

global casual games market has reached a point of saturation, leading giants of casual 

gaming such as King to explore mid-core titles. King recently brought its match-3 

knowledge to a core experience with its Legend of Solgard. In addition, it is working 

on a mobile adaptation of Call of Duty.

Increasingly, mobile game releases are expanding into genres that are staples of PC 

gaming, including MOBAs (Arena of Valor and Mobile Legends), shooters (Fortnite 

and PUBG), strategy games (Civilization 6 and Rome: Total War), and MMOs (NetEase’s 

Crusaders of Light and Netmarble’s Lineage 2: Revolution). All these games tap into 

the increased power of newer devices, which have better specs, bigger screens, and 

more storage—all features that consumers need to play these more immersive game 

experiences. 

Besides having deeper immersion than more casual games, many of the above-

mentioned genres are also competitive, featuring player-versus-player (PvP) modes. 

The exceptions are the strategy titles, which are typically played solo on mobile. 

Even though strategy games have traditionally had competitive modes as well, the long 

session times are not yet suitable for mobile gamers, who play for shorter periods com-

pared to their console- and PC-gaming counterparts. 

This surge in competitive mobile experiences means there are more opportuni-

ties for tournaments and reward systems (for both physical and digital rewards). 

There are two major players in this space: Skillz, which was released back in 2012, and 

Amazon’s GameOn, which launched recently.

Amazon GameOn is a set of APIs that enables 

developers to build cross-platform competitions 

in their games. With GameOn, developers have an 

easy way to attract new players and strengthen 

their fan base with leaderboards and leagues, 

award in-game and real-world prizes fulfilled by 

Amazon, and allow players and streamers to create 

their own competitions.
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Ultimately, competitive mobile games will foster an esports scene to increase 

engagement for their titles. Two titles currently leading the charge for mobile 

esports are Tencent’s Arena of Valor (the international adaption of Honor of Kings) 

and Supercell’s Clash Royale. Arena of Valor has already had various successful tour-

naments and its recent World Cup at Los Angeles’ TCL Chinese Theatre featured an 

impressive $550,000 prize pool. Meanwhile, Clash Royale kicked off its Clash Royale 

League in August 2018, boasting a $1 million prize pool and a full roster of top pro-

fessional esports teams from North America and Europe, including Cloud9, Team 

SoloMid, Team Liquid, and Fnatic. 

With their potential to reach a massive audience, competitive and immersive 

mobile games have a bright future ahead of them. This is also true of mobile esports, 

which effectively gives anybody with a smartphone the chance to get involved with 

an exciting and fast-growing industry.  

“We are in an interesting place in the mobile world.  
We know there are a lot of mobile gamers and a lot of people 

watch on mobile. Someday it will be a big esports audience, 
and hopefully, it begins with Clash Royale.”

– Regarding the Clash Royale League.   
Tim Ebner, Head of Esports, Supercell. 
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Who are the key players?
The global smartphone market is extremely competitive. Its two largest brands, 

Samsung and Apple, currently have a duopoly on the market, with more than 50% 

market share worldwide between them. Of course, this means the two tech giants also 

have more manufacturing prowess, a higher marketing budget, and a strong portfolio of 

products. Yet, in China, the market is even more competitive, with local brands including 

Xiaomi, Oppo, and Vivo enticing more and more customers with a selection of high-spec, 

low-cost smartphones. 

China is now the world’s largest games market, boasting revenues of $37.9 billion in 

2018. Mobile gaming is its biggest segment, with 573 million mobile gamers who will col-

lectively generate $23.0 billion in consumer spending—more than 60% of China’s total 

game revenues for 2018. In a bid to win over these gamers, and the many others in 

markets around the world, brands have begun manufacturing smartphones that spe-

cifically cater to gamers. 

The first gaming smartphone came from Singaporean gaming peripheral company 

Razer. The Razer Phone marked the company’s first foray into the smartphone market, 

hoping to appeal to gamers with the well-known Razer brand. In addition, the phone 

boasts a big screen, quality front-facing speakers, and a long battery life—all features 

that are ideal for gamers. Interestingly, the phone was not officially launched in China. 

However, the next Razer Phone will target the world’s largest mobile gaming market. 

Jumping on that opportunity, Chinese brands have also started to move into the 

gaming smartphone market. 

Xiaomi released its Black Shark gaming phone in April 2018. Just one month later, the 

ZTE Nubia Red Magic smartphone launched, which was subsequently selected as the 

official gaming device for Tencent’s esports league, Tencent Games Arena, in China for 

2018. 

THE ADVENT OF GAMING SMARTPHONES

ASUS announced its ROG gaming smartphone in June, which includes several 

accessories that appeal to gamers or enhance the gaming experience, including con-

trollers, a clamshell accessory that changes the ROG phone into a dual-screen device, 

and a Nintendo Switch-style dock that turns the device into a pseudo-gaming PC. 

And there are even choices for budget users, with Huawei launching the Honor Play 

in August 2018.

Why is China a good market to start with?
The sheer size of the Chinese market makes it the perfect place to test the gaming 

smartphone waters, but it goes beyond just size. According to our consumer insights, 

13.7% of all Chinese mobile players agree that they would buy new hardware to 

improve their gaming experience, compared to 7.6% and 2.9% of mobile players in the 

U.S. and Europe, respectively. Also, the comparatively fewer consoles in the Chinese 

market means that its consumers are more likely to adopt a smartphone as their 

primary gaming device. 

KEY GLOBAL TRENDS 
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What is the market potential?
Right now, the Chinese market for gaming smartphones is niche and ahead of its time. 

Today’s mobile games are not built with powerful gaming devices in mind. However, 

with gaming quickly becoming more competitive (making how smooth and ergonomic 

a phone is more important) and more immersive (requiring more advanced hardware) 

in nature, gaming smartphones can position themselves as a must-have for anyone 

serious about mobile gaming. 

In terms of PC and console, competitive gaming has dramatically increased the 

market for the gaming peripherals needed for competitive play; the popularity of 

headphones, controllers, and PC peripherals is still booming. What’s more, mobile 

esports has reached a point where players can start to make serious money playing 

mobile games. We expect mobile esports to grow on an amateur level, especially local 

leagues and competitions set up among friends. Naturally, dedicated gaming smart-

phones have a lot of potential with this audience; brands could sponsor professional 

mobile gamers, teams, or even events, which is exactly what Red Magic is doing with 

the Tencent Games Arena in China this year. 

At the very least, players who are serious about their mobile games will strive to make 

their gaming sessions as easy and smooth as possible. Compared to PC and consoles, the 

life cycle of smartphones is also dramatically shorter. For gaming smartphones to really 

take off, brands must go beyond simply marketing to gamers. They must entice serious 

mobile gamers with features that make playing easier. These include long battery life, 

high-quality displays, efficient cooling systems, performance, efficiency, and aesthet-

ically pleasing designs—features that give added benefits for serious players. Many 

of these features are already present in Samsung and Apple devices, meaning gaming 

smartphones must directly compete with the two smartphone giants. Samsung, for 

instance, has deeply integrated gaming features and marketing alike in its new Galaxy 

Note 9. Whether or not this leaves room for dedicated players will be decided in the 

coming year.

KEY GLOBAL TRENDS 
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It’s strange to think that Blockbuster’s CEO once passed on the chance to buy Netflix 

for $50 million back in 2000. Despite incurring yearly losses, the streaming giant is 

now valued at more than $250 billion. Netflix almost singlehandedly pioneered the 

video-streaming model in 2011, uniquely positioning itself as the first to market. The 

media giant was also unique in that it experimented with original content from an 

early stage. This strategy clearly paid off, as Netflix is now one of the world’s biggest 

content producers; in fact, it will spend more on content than any other TV company 

or movie studio in 2018. Across multiple genres and 21 countries, the company is cur-

rently working on 700 TV shows, both new and exclusively licensed. Recognizing the 

potential of digital subscription services, a host of other content distributors from 

various backgrounds are now vying for a piece of the Netflix pie. 

Media companies are scrambling to fend off the threat of Netflix’s ever-increasing 

monopoly on video streaming, introducing their own streaming services and increas-

ing production of and investment in original content. In June 2018, U.S. multinational 

telecom company AT&T acquired Time Warner and HBO with it, giving AT&T control 

over the ever-popular Game of Thrones and other prevalent series. Following this 

massive acquisition, AT&T announced its second streaming service: WatchTV. Going 

forward, AT&T stated that it will further invest in HBO content by approving more 

projects, all in a hope to decrease consumer churn. 

Focusing on mobile-first video streaming, as well as tying in HBO with subscrip-

tions, is also a logical step toward enticing new consumers. The merger between 

T-Mobile and Sprint, formerly the third- and fourth-biggest carriers in the U.S., 

respectively, also has major implications. The merger has increased both the scale 

and the subscription numbers of the new T-Mobile, putting the company in a solid 

position to move into video-streaming services. Likewise, Verizon had originally 

A PIECE OF THE NETFLIX PIE 

planned to launch its own streaming service. However, it has since switched its stance, 

opting to partner with a yet-to-be-revealed existing OTT service, for which it will con-

tribute content. 

Also hungry for a piece of the Netflix pie is another media giant: Disney. The company 

plans to launch its direct-to-consumer streaming service, powered by BAMTech tech-

nology, in 2019. Now that Disney has officially acquired 21st Century Fox, franchises like 

Ice Age and X-Men are under the Disney umbrella, joining Marvel, Star Wars, and many 

other heavy-hitting IP. Needless to say, Disney has plenty of relevant in-house content 

that it can make exclusive to its streaming service. This impressive line-up, which also 

includes all movies and series made by Disney and Pixar, might just be enough to entice 

consumers. The 21st Century Fox acquisition also means that Disney has a majority 

stake in Hulu, giving the company a platform to showcase content from ABC, FX, 21st 

Century Fox itself, and more—content that wouldn’t necessarily fit in with Disney’s 

own standalone streaming service. 

Many TV networks are also vying for consumers’ subscriptions, including AMC, FX, 

and HBO, which each offer their own streaming services: AMC Premiere, FXNOW, and 

HBO GO, respectively. Major tech companies, in general, are also making a move toward 

expanding into video. Amazon has been working on its Amazon Prime streaming plat-

form for quite some time now, YouTube has been producing original content for its 

YouTube Premium service (formerly YouTube Red), and Apple has been investing sig-

nificantly in original content. In fact, Apple plans to spend $1 billion on producing origi-

nal content in 2018 and has already signed deals with the likes of industry giants Oprah 

Winfrey and Stephen Spielberg. And even though Facebook is not focusing on a sub-

scription model, the company has also turned its attention to video streaming, looking 

to expand its advertising revenue via Instagram TV—at the cost of YouTube’s revenue. 
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GRABBING A PIECE OF THE NETFLIX PIE

KEY PLATFORMS AND THEIR TOP FRANCHISES
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OPRAH WINFREY | STEPHEN SPIELBERG

DIRECTORS OF HUNGER GAMES & LA LA LAND
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FEATURED REGIONS: FULL REPORT

All data sources are grouped into six regions: North 

America, Latin America, Western Europe, Eastern 

Europe, the Middle East & Africa, and Asia-Pacific.

The following section of the free Global Mobile Market Report provides an overview 

of the global market. In the full version, we also cover six regions which are North 

America, Latin America, Western Europe, Eastern Europe, Middle East and Africa, 

and Asia-Pacific. The regional summary pages include revenue forecasts toward 2021, 

smartphone user and active device forecasts toward 2021, the most popular smart-

phone and tablet brands, and the top-grossing publishers by game and non-game 

revenues. We have also chosen one notable app to feature per region.

GLOBAL & SIX REGIONS

NORTH AMERICA

LATIN AMERICA

WESTERN EUROPE

EASTERN EUROPE

MIDDLE EAST & AFRICA

ASIA PACIFIC

2018

Total Population 7.6BN

Online Population 3.9BN

Smartphone Users 3.0BN

App Revenues $92.1BN

Most Popular Smartphone Brand (June) SAMSUNG (26.8%)

% High-End Devices* (June) 27.70%

*High-end device split is based on CPU performance according to widely used (geekbench multicore) benchmark tests.  

High-end devices perform at least two standard deviatons better than the median benchmark score.

GLOBAL 
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The global number of smartphone users will reach three billion by 2018. More than 

half of this figure will come from Asia-Pacific, which will have 1.6 billion users this 

year. The region’s largest market, China, will account for an impressive 783 million of 

these users. By 2021, the total number of smartphone users globally will grow to 3.8 

billion—just under half (48%) of the global population. Much of this growth will come 

from the Asia-Pacific region, with a userbase that will increase to 2.1 billion in 2021, a 

six-year CAGR of +10.6%. The majority of this growth will be driven by countries such 

as China and India. We expect the latter’s number of users to grow from 227 million in 

2016 to 601 million in 2018—a CAGR of +21.5%.

SMARTPHONE USER FORECAST

GLOBAL SMARTPHONE USERS PER REGION 

2016-2021

NORTH AMERICA

LATIN AMERICA

WESTERN EUROPE

EASTERN EUROPE

MIDDLE EAST & AFRICA

ASIA PACIFIC*

INDIA

CHINA

*Excludes India & China 2016 2017 2018 2019 2020 2021

305M

297M

288M

278M

268M

258M

203M

291M

192M

279M

354M

227M

687M

230M

298M

202M

310M

397M

300M

735M

259M

306M

212M

342M

441M

375M

783M

288M

313M

220M

376M

486M

456M

830M

317M

319M

229M

413M

532M

531M

875M

347M

325M

237M

451M

580M

601M

918M

3,763M
3,513M

3,257M
2,995M

2,741M
2,491M

THE GLOBAL MOBILE MARKET
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MOST POPULAR SMARTPHONE & TABLET 
BRANDS

Globally, there were 3.6 billion active smartphones in use in June 2018. Asia-Pacific 

alone makes up more than half of this number, boasting an impressive two billion 

active devices. The world’s most popular smartphone brand was Samsung, boast-

ing 893 million active devices and a market share of 27%. Apple was a close second, 

with a market share of 24%. Samsung’s lead is mostly due to the company’s selec-

tion of budget devices, which fare well in developing markets such as India. Globally, 

Chinese manufacturers Oppo, Xiaomi, Huawei, and Vivo came in at #3, #4, #5, and #6, 

respectively. Together, the four Chinese companies make up a third of the world’s 

active smartphones. The most popular model was the iPhone 7, accounting for 133 

million of the world’s active smartphones (a market share of 4%).

In terms of global active tablets, Apple was the clear market leader, with a market 

share of 67% (156 million devices). In fact, Apple was the most popular tablet brand 

in every region except the Middle East and Africa, where Samsung narrowly took the 

#1 spot. In addition to being the region with the biggest smartphone market, Asia-

Pacific is also home to the majority of the world’s active tablets (91 million devices). 

The world’s 10 most popular tablets in June 2018 were all Apple devices, with the iPad 

Air and iPad Mini 2 together accounting for almost one in five tablets globally. 

RANK BRAND ACTIVE DEVICES MARKET SHARE

1 SAMSUNG 893.1M 26.8%

2 APPLE 800.7M 24.0%

3 OPPO 331.3M 9.9%

4 XIAOMI 287.5M 8.6%

5 HUAWEI 280.5M 8.4%

6 VIVO 212.9M 6.4%

7 LG 76.7M 2.3%

8 MOTOROLA 76.0M 2.3%

9 SONY 49.6M 1.5%

10 LENOVO 40.5M 1.2%

TOTAL 3,336M

TOP 10 SMARTPHONE BRANDS BY MONTHLY ACTIVE DEVICES  

GLOBAL | JUNE 2018 | IOS & ANDROID 	

TOP 5 TABLET BRANDS BY MONTHLY ACTIVE DEVICES  

GLOBAL | JUNE 2018 | IOS & ANDROID 	 				  

RANK BRAND ACTIVE DEVICES MARKET SHARE

1 APPLE 155.8M 66.6%

2 SAMSUNG 40.2M 17.2%

3 HUAWEI 11.3M 4.8%

4 LENOVO 10.5M 4.5%

5 AMAZON 3.6M 1.5%

TOTAL 233.9M

THE GLOBAL MOBILE MARKET
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APP STORE REVENUE FORECAST

In the coming years, global app store revenues are set for serious growth. The 

increasing number of smartphone users (from 2.5 billion in 2016 to 3.8 billion in 

2021) means that there is ample opportunity for increased revenues as companies 

continue to monetize their services. We estimate that app store revenues from 

games alone will increase from $42.5 billion in 2016 to $106.4 billion in 2021, a six-

year CAGR of +20.1%. Much of this growth will come from Asia-Pacific, with game 

revenues growing from $25.8 billion in 2016 to $68.0 billion in 2021. On the other 

hand, more mature markets, including Europe and North America, will continue 

to grow at a lower, but steady, pace. Global revenues from non-game apps will 

increase at a higher rate as companies determine the best ways to monetize their 

APP STORE REVENUES | GAME & NON-GAME SPLIT 

GLOBAL | 2016-2021

2016

78%

22%

2017 2018 2019 2020 2021

76%

24%

76%

24%

76%

24%

76%

24%

76%

24%

$54.5Bn

$74.0Bn

$92.1Bn

$107.9Bn

$123.7Bn

$139.6Bn

$33.3Bn

$106.4Bn

2016-2021
CAGR

+20.7%

+22.7%

+20.1%

NON-GAME APP REVENUES

GAME APP REVENUES

services on app stores and within apps themselves. Global revenues from non-

game apps are due to increase from $12.0 billion in 2016 to $33.3 billion in 2021, a 

six-year CAGR of +22.7%. Overall, we estimate that revenues will grow healthily 

across the board, both in developing and mature markets.

In 2018, direct consumer spending in the global app market will increase to 

$92.1 billion. Of these revenues, the majority (76%) will come from mobile games, 

while 24% will come from non-game apps. Asia-Pacific alone will account for $55.2 

billion, or three-fifths, of total global revenues in 2018. Meanwhile, North America’s 

lucrative market will generate another $18.4 billion, and Europe’s another $10.4 

billion. 

THE GLOBAL MOBILE MARKET
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TOP PUBLISHERS BY GAME REVENUES

Globally, iOS’s #1 grossing game publisher was Tencent, boasting revenues of more 

than $2 billion. The Chinese company’s MOBA game Honor of Kings has continued to 

perform well and many of its other titles, including QQ Racer and battle royale game 

Knives Out, have also generated plenty of revenues. Asia-Pacific-based publishers 

dominated the iOS chart, with Chinese company NetEase and Japanese publishers 

Bandai Namco, Aniplex, XFLAG, Konami, and Square Enix also securing spots in the 

top 10. Notably, no Chinese companies featured in the ranking for Google Play, a result 

of the platform being unavailable in China.  Casual games are still top earners in the 

global mobile games market. Swedish publisher King, known for its casual, match-

three Candy Crush games, was the #3 publisher on iOS and #1 on Google Play. Although 

the Candy Crush series remains lucrative for the company, King understands that the 

casual games market is getting saturated and is now expanding its portfolio into the 

growing mobile (mid-)core market. Globally, Russian casual game publisher Playrix 

came in at #6 on iOS and #4 on Google Play. The publisher’s top-grossing game on both 

app stores was Gardenscapes. Niantic took the #6 spot on Google Play; the American 

company’s 2016 phenomenon Pokémon GO saw a resurgence this year, owing to the 

long-awaited introduction of features such as friends and trading, as well as time-

specific community events. 

RANK PUBLISHER REVENUES (USD | GROSS) HQ

1 TENCENT 2,006M CHINA

2 NETEASE 1,028M CHINA

3 KING 560M SWEDEN

4 BANDAI NAMCO 393M JAPAN

5 SUPERCELL 346M FINLAND

6 PLAYRIX GAMES 317M RUSSIA

7 ANIPLEX 306M JAPAN

8 XFLAG 287M JAPAN

9 KONAMI 208M JAPAN

10 SQUARE ENIX 187M JAPAN

RANK PUBLISHER REVENUES (USD | GROSS) HQ

1 KING 655M SWEDEN

2 SUPERCELL 416M FINLAND

3 BANDAI NAMCO 382M JAPAN

4 PLAYRIX GAMES 317M RUSSIA

5 NETMARBLE 286M SOUTH KOREA

6 NIANTIC 244M UNITED STATES

7 PLAYTIKA 199M ISRAEL

8 IGG.COM 180M SINGAPORE

9 ANIPLEX 174M JAPAN

10 SQUARE ENIX 166M JAPAN

TOP GROSSING IOS GAME PUBLISHERS GLOBAL | H1 2018

TOP GROSSING GOOGLE PLAY GAME PUBLISHERS  

GLOBAL | H1 2018	

THE GLOBAL MOBILE MARKET
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TOP PUBLISHERS BY NON-GAME APP 
REVENUES 

Tencent was also #1 publisher by non-game revenues on iOS. The Chinese tech 

giant’s WeChat service is the most popular social media platform in China. LINE, 

one of Japan’s highest-grossing social media apps, also did well, taking the #3 and #7 

positions on Google Play and iOS, respectively. Popular dating app Tinder continued 

to bring in revenues across many markets, pushing the company to #2 globally on 

iOS. 

Google topped the Google Play chart and took the #3 spot on iOS. Most of these 

revenues came from video-streaming app YouTube. In fact, video-streaming 

publishers dominated across the board: iQiyi and Kwai, both popular in China, took 

the #5 and #6 spots on the iOS ranking, respectively, while American app publishers 

HBO and Hulu took the bottom two spots. Live.me took the #9 position on Google 

Play. The American app publisher took plenty of inspiration from popular Chinese 

video-streaming apps for its monetization strategy, allowing users to send gifts to 

streamers. Music-streaming app publisher Pandora was the #4 on iOS and #2 on 

Google Play. Markedly, Spotify was absent from both top 10s. 

RANK PUBLISHER MAIN CATEGORY HQ

1 TENCENT SOCIAL CHINA

2 TINDER DATING UNITED STATES

3 GOOGLE UTILITIES UNITED STATES

4 PANDORA MUSIC UNITED STATES

5 IQIYI VIDEO CHINA

6 KWAI VIDEO SINGAPORE

7 LINE SOCIAL SOUTH KOREA

8 YOUKU VIDEO CHINA

9 HBO VIDEO UNITED STATES

10 HULU VIDEO UNITED STATES

RANK PUBLISHER MAIN CATEGORY HQ

1 GOOGLE UTILITIES UNITED STATES

2 PANDORA MUSIC UNITED STATES

3 LINE SOCIAL SOUTH KOREA

4 NETFLIX VIDEO UNITED STATES

5 HYPERCONNECT VIDEO SOUTH KOREA

6 BIGO VIDEO SINGAPORE

7 KAKAO SOCIAL SOUTH KOREA

8 HBO VIDEO UNITED STATES

9 LIVE.ME VIDEO UNITED STATES

10 COCONE SOCIAL JAPAN

TOP GROSSING IOS NON-GAME APP PUBLISHERS  

GLOBAL | H1 2018 	

TOP GROSSING GOOGLE PLAY NON-GAME APP PUBLISHERS  

GLOBAL | H1 2018

THE GLOBAL MOBILE MARKET
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RANKINGS

TOP 50 COUNTRIES
BY SMARTPHONE USERS (2018)

This table shows the 50 countries/markets with the highest number of active smart-

phone users. China by far has the most, boasting 783 million users. India took the #2 

spot with 375 million users (less than half of China’s number). However, that gap will 

decrease by 2021, when we expect India to have 601 million smartphone users. The 

U.S. came in at #3, accounting for 252 million of the world’s smartphones.

REGION COUNTRY / MARKET GLOBAL RANK SMARTPHONE USERS SMARTPHONE 
PENETRATION* 

NORTH AMERICA

UNITED STATES 3 252M 77.0%

CANADA 23 27M 72.1%

WESTERN EUROPE

GERMANY 8 65M 78.8%

UNITED KINGDOM 10 55M 82.2%

FRANCE 11 50M 76.0%

ITALY 15 34M 58.0%

SPAIN 16 34M 72.5%

NETHERLANDS 35 14M 79.3%

BELGIUM 45 8.8M 76.6%

SWEDEN 48 7.9M 78.8%
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REGION COUNTRY / MARKET GLOBAL RANK SMARTPHONE USERS SMARTPHONE 
PENETRATION* 

LATIN AMERICA

BRAZIL 5 87M 41.3%

MEXICO 9 60M 45.6%

ARGENTINA 27 21M 46.9%

COLOMBIA 29 20M 39.8%

VENEZUELA 36 13M 40.8%

PERU 43 10M 32.1%

CHILE 47 8.0M 44.2%

MIDDLE EAST  & AFRICA

TURKEY 17 31M 37.9%

IRAN 19 29M 35.1%

EGYPT 20 28M 28.0%

NIGERIA 24 26M 13.0%

SOUTH AFRICA 28 20M 35.5%

SAUDI ARABIA 32 15M 46.0%

MOROCCO 34 14M 37.9%

ALGERIA 37 12M 29.1%

ETHIOPIA 38 12M 11.2%

KENYA 41 11M 20.9%

UZBEKISTAN 44 10M 31.3%

SUDAN 46 8.2M 19.7%

UGANDA 49 6.9M 15.6%

GHANA 50 7.1M 24.0%

REGION COUNTRY / MARKET GLOBAL RANK SMARTPHONE USERS SMARTPHONE 
PENETRATION* 

EASTERN EUROPE

RUSSIA 4 92M 63.8%

POLAND 25 24M 64.0%

UKRAINE 26 21M 48.3%

KAZAKHSTAN 39 12M 64.9%

ROMANIA 42 11M 53.8%

ASIA-PACIFIC

CHINA 1 783M 55.3%

INDIA 2 375M 27.7%

INDONESIA 6 73M 27.4%

JAPAN 7 70M 55.3%

PHILIPPINES 12 48M 44.9%

VIETNAM 13 36M 37.7%

SOUTH KOREA 14 35M 67.6%

THAILAND 18 30M 43.7%

PAKISTAN 21 28M 13.8%

BANGLADESH 22 27M 16.1%

MALAYSIA 30 18M 57.5%

AUSTRALIA 31 17M 68.6%

TAIWAN 33 14M 60.0%

MYANMAR 40 12M 21.8%
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TERMINOLOGY

1. App revenues: All direct consumer revenues that pass 

through app stores, including third-party Android stores. 

Advertising and e-commerce revenues are excluded.

2. Non-game app revenues: Revenues generated through 

in-app purchases, subscriptions, or paid installs from apps 

that are not categorized as games by app stores.

3. Game revenues: Revenues generated through in-app 

purchases, subscriptions, or paid installs from apps that are 

categorized as games by app stores.

4. Smartphone user: An individual who possesses their own 

smartphone and uses it at least once per month.

5. Smartphone devices used: The total number of active 

smartphone devices

Below you can find the definitions of the key terms used in this report.

KEY DEFINITIONS

6. Active device: A device used at least once per month.

7. Smartphone: A device with a screen size under seven 

inches and an advanced operating system.

8. Tablet: A device with a screen size of seven  inches or 

larger and an advanced operating system.

9. Device brand: Manufacturer or brand name of the device  

as indicated by the device software.

10. High-end device: High-end devices are based on their 

CPU performance according to widely used (geekbench 

multicore) benchmark tests. High-end devices perform 

at least two standard deviations better than the median 

benchmark score. 
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METHODOLOGY

Newzoo’s mobile intelligence service provides unique and broad insight into 

the mobile ecosystem, including active devices, users, apps, and app stores. Our 

analysis of historical data and current trends forms the basis of our views on 

key developments shaping the mobile market. This report combines data from 

three separate but linked models, which are the basis for the most important 

takeaways. We reevaluate all our models on a quarterly basis, ensuring up-to-

date information on the market for our clients.

1. App Revenue Forecast
Newzoo’s app store revenue forecast model is based on analysis of several data 

sources, including historical app store data, the financial performance of rel-

evant companies, and socio-economic development indicators for individual 

countries, such as internet and smartphone penetration rates. Historical app 

revenue and download estimates are corroborated by data from our strategic 

partner Priori Data and Newzoo’s proprietary app store tracking technology.

2. Smartphone Users Forecast
A key part of the report is sizing the smartphone market in terms of active users, 

rather than units shipped. We focus on how many consumers use a smartphone 

on at least a monthly basis. To calculate this, we have developed a detailed model 

using several socio-economic development indicators per country. Key indica-

tors are a country’s total population, online population, demographic makeup, 

and accessibility to wireless networks. Compared to last year, we now rely less on 

GDP per capita inputs per country. We still assume that prosperity and economic 

growth are key drivers for an increase in smartphone users. However, GDP data 

can be problematic in that a country that is very wealthy but still has a signifi-

cant wealth gap among its citizens.

3. Smartphone & Tablet Tracking
Newzoo’s Smartphone and Tablet Tracking service is also based on a combination 

of various data sources. We collect and process global monthly device usage data 

from strategic partners, giving us aggregated data on the number of actively used 

devices and models around the world, enriched with more detailed information, such 

as chipset, screen size, or memory size per model. In total, the monthly sample con-

sists of more than 400 million devices. The results are extrapolated to total smart-

phones and tablets actively used in each country/market and provide key insights 

into the MAU of brands, models, and spec details (e.g., type of device, battery sizes, 

screen resolutions, and many more characteristics). We focus on the two dominant 

mobile operating systems, iOS and Android, and cover the top 100 countries/markets 

in terms of smartphone users. Together, these 100 countries/markets cover 98.5% of 

the smartphone users in the world.
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