


Sample Sizes 

• Prosper Insights & Analytics Media Behaviors & Influence  Annual Survey 

• 15,410 Adults 18+ representative of the general US population 

• 5727 Mobile Gamers, Adults 18+ who download mobile apps and who use mobile gaming apps 

• Prosper Insights & Analytics Monthly Mobile Consumer Survey  

• 6178 Adults 18+ representative of the general US population 

• 1278 Heavy Smartphone Users, Adults 18+ who answer ‘I use my smartphone for all of the functions – it’s 

my life’ 

http://www.biginsight.com/
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Higher Income 

Female Young 

Student 

Purchase Influencer 

Professional 

IAB Mobile Gamers:  Who They Are, How They Shop, and How to Reach Them, Sept. 2014 
IAB analysis of Prosper Insight data. Mobile Gamers are Adults 18 and older who use mobile gaming apps.   

N = 15,410 A18+, N = 5,727 Mobile Gamers 



Female Mobile Gamers: 

Student 

Purchase Influencer 
Professional 

IAB Mobile Gamers:  Who They Are, How They Shop, and How to Reach Them, Sept. 2014 
IAB analysis of Prosper Insight data. Mobile Gamers are Adults 18 and older who use mobile gaming apps.   

N = 15,410 A18+, N = 5,727 Mobile Gamers 

Male Mobile Gamers: 

Married 
Business Owner 

College Graduate 

Single 
Younger 



• Implies that Female Mobile Gamers are more likely to be casual gamers 
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Female Mobile Gamers: 
Heavy Social Media Users 

Male Mobile Gamers: 

Online and Satellite Radio Listeners 

Heavy Video Gamers 
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Male Mobile Gamers: 
Much more likely to view sports 
Online (68%) or on Mobile (64%) 
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15%  

more likely to 

own an Android 

than a desktop 



I use my smartphone for basic functions
(call, text, email)

I use my smartphone for basic functions
and some applications (weather, GPS,
social media - e.g. Facebook, Twitter, etc.)

I use my smartphone for all the
functions - it's my life.



I use my smartphone for basic functions (call,
text, email)

I use my smartphone for basic functions and
some applications (weather, GPS, social media -
e.g. Facebook, Twitter, etc.)

I use my smartphone for all the functions -
it's my life.

Have a more positive outlook on the economy:   

• 47% (vs. 32%A18+) are confident of a strong 

economy in the next 6 mos. 

• 41% (vs. 35% A18+) expect the economy to fully 

rebound to pre-crash levels 

Have a better personal economic situation: 

• 63% (vs. 41% A18+) are employed full time* 

• 23% (vs. 18% A18+) ‘feel wealthier’ than yr ago 
• 30% (vs. 24% A18+) have a ‘Live for today’ attitude 

on spending 
Spend on Clothing and Electronics: 

• Feel importance of newest trends and styles in 

clothing (33% vs. 19% A18+) and familiar clothing 

labels (65% vs 50% A18+) 

• Spend more on shoes ($41 vs $32 A18+) 

• Shop for Electronics Online (19% vs 14% A18+) 

• Have deferred purchases last month of Clothing 
(34% vs. 31%A18+), Electronics (26% vs 22%A18+), 
Entertainment (34% vs. 28% A18+) 

• 45% (vs. 41%A18+) plan to spend same or more on 
holiday gifts this year. 
 

 





 Mobile Gamers are more likely than the general population to be planning major purchases 

of all kinds   

 Top big ticket items that Mobile Gamers are planning to buy include a car, a new computer 

or vacation travel. 

  

Female Mobile Gamers: 
More likely to be planning a Vacation (25%) 
or to buy Furniture (20%) 

Male Mobile Gamers: 
More likely to  be planning to purchase an Auto (18%), 

Computer (28%), TV (20%), Mobile (17%) or Stereo (7%) 
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Female Mobile Gamers: 

More likely to research before buying 
Clothing (52%), Cosmetics (36%),  Décor (23%) 

Male Mobile Gamers: 

  

More likely to research before buying 
Electronics (72%), Auto (20%), Sports (24%) 
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Female Mobile Gamers: 

Just as likely as Males to regularly watch  
Mobile Video (23%) 
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Male Mobile Gamers: 
Mobile Video  is more likely to 
influence their Electronics and Auto 
purchase decisions. 
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•

Female Mobile Gamers: 
More likely to use mobile to research Beauty (22%)  
and buy Clothing (29%), Beauty (17%) 

Male Mobile Gamers: 

  

More likely to use mobile to research Big Electronics (29%) 
and buy Small Electronics (18%) 
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 Nearly 1 in 4 plan to buy a new computer or go on vacation 

 16% are planning to buy a car 
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Male Mobile Gamers: 

  

More likely to use mobile to Compare Prices and Buy 
from Same Store’s Site (64%),  Request Price Match 
(55%),  Read Reviews (71%),  Scan QR (56%) 
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