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GOAL
Show how GEICO can use the 

mobile gaming platform to 

reach a receptive and engaged 

audience. 



METHODOLOGY

Seconda r y  Resea r ch  

Mob i l e  Gam ing  

        -Demog r aph i c s  

        -Adve r t i s i n g  Opt i on s  

        -Compe t i t o r s  i n  t h e  I ndu s t r y



METHODOLOGY

P r ima r y  Resea r ch  
Qua l i t a t i v e  

      - I n -Dep th  I n t e r v i ew s  

      -He lped  p ro v i d e  i n s i gh t  on  marke t        

      s en t imen t  t owa rd s  games  and  ad s  

Quan t i t a t i v e  

      -Su r v e y  

      -Used  t o  p ro v i d e  da t a  on  u se r                    

       op i n i on s  on  mob i l e  game  p l a y  and     

       mob i l e  ad s



SECONDARY  
RESEARCH



MOBILE  GAME  
INDUSTRY
-192 million mobile game players 

- User penetration to grow from 43.2% (2017) to 49.5% 

(2021)



MOBILE  GAME  INDUSTRY



MOBILE  GAME  INDUSTRY



MOBILE  GAME  INDUSTRY



POPULAR  GAME  TYPES



TYPES  OF  ADVERTIS ING

Banner Video Native

Interstitial Rich Media



COMPET I T ION  

P rog r e s s i v e  &  Word s  

wi th  F r i end s  

     -S i gn i f i c an t  po r t i on  o f  

      ad s  a r e  P rog r e s s i v e     

      a t  a l l  t ime s  

     -Buy  ou t  a l l  ad s  f o r        

      week s  a t  a  t ime  

     -Spec i a l i z ed  ad s  

     -P rog r e s s i v e - t h emed     

      Cha l l enge s  





PRIMARY  
RESEARCH



IN -DEPTH  INTERVIEWS

-13 Interviews 

-Ages 21-45 

-Had played a mobile game in the past 7 

days 

-Discussed mobile game playing habits 

and feelings towards ads in mobile game



WHY /WHEN  THEY  PLAY

-To relax or take a break 

-To pass the time while waiting for someone 

"I'm typically just relaxing at home and watching 

TV when I play.” 

“Sometimes I play while I'm commuting or at 

home with nothing to do. I’ll also play while I’m 

waiting for something." 



INCEVTIVE -BASED  ADS

-Prefer to other games 

-Nothing too personal 

"I'm very likely to watch a video! Maybe not too 

many in a row but I will definitely watch a 

handful for prizes." 

"Will do almost anything not involving sharing 

personal information" 



SURVEY

-256 respondents 

-Had played mobile game in the last 7 days 



WHEN  THEY  PLAY  GAMES



PREFERRED  AD  TYPES



PREFERRED  ACTIV IT IES



TARGET  
MARKET



EARLY  ADULTHOOD

-Experiencing life changes 

  (Moving, New Job,  

   Starting Family) 

-Ages 21-45 

-Play to Relax or Pass 

  the time 

-Games they play: 

    -Action, Puzzle, and 

    Simulation Games 

   -Party games (Heads Up!) 



CREATIVE    
CAMPAIGN



GAMERS  ARE  
WINNERS ,  
WINNERS  ARE  
SAVERS



INCENTIVE -BASED  ADS

-Videos 

-Simple quote generating surveys 

    -Age, Zip Code, Car, Email 

"Helping you win in life and in the game"



VIDEO -  INCENTIVE -BASED  

“Hey you, yeah you, the one sitting on the

couch, binging your favorite show,  you could 

be spending this time saving 15% or  more on 

car insurance.” 




