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Introduction

“Diversity and Inclusion in gaming means two things. 
Ethically, it means everyone’s experience and opinion 
is valid, and not less valid because of things like their 
race, or gender, or sexual orientation, or ability. But 
also, D&I means targeting populations that aren’t being 
targeted right now, because there’s a financial incentive 
to make people feel included and comfortable.”

1 Newzoo Global Games Market Report 2020 | Light Version
2 Mobile Gaming - Thematic Research June 2021

Gaming has rapidly become the world’s most 
dominant form of entertainment—in 2020, 
revenues for the sector were predicted at 
$159.3 billion globally, surpassing that of TV 
($105 billion), movies ($48 billion) and music  
($17 billion).1  Thanks to growing smartphone 
and internet penetration, mobile gaming 
now makes up 57%2 of 2020 global video 
games revenue. Alongside this growth, 
today’s gamer population is the most diverse 
in the industry’s history, encompassing a 
spectrum of ethnicities, ages, genders, sexual 
orientations, and abilities.

But even as the gaming population 
diversifies, games don’t always reflect that 

—Dr. Lindsey Migliore,
FOUNDER AND EXECUTIVE DIRECTOR OF QUEER WOMEN OF ESPORTS

kaleidoscope of experiences. At times, 
underrepresented gamers lack authentic 
representation on screen. Stereotypes 
alienate gamers and can encourage  
bullying. These experiences make gamers 
more likely to feel excluded and, in turn,  
less likely to engage.

Yet the ever-growing diversity of players 
worldwide presents a massive opportunity 
for game developers and games companies 
to more authentically represent society 
and the industry’s customer base. To make 
people feel included and comfortable—and 
position itself for long-term success—the 
gaming industry must meaningfully address 

https://newzoo.com/insights/trend-reports/newzoo-global-games-market-report-2020-light-version/
https://www.researchandmarkets.com/reports/5351335/mobile-gaming-thematic-research


Introduction

“Diversity, equity and inclusion in gaming must go 
beyond the performance of diversity and think about 
the complete experience of gaming: from the consoles, 
to the storytelling, to the visual representation 
and even to the way that it’s marketed and who it’s 
marketed to.”

—Jennifer Ekeleme,
CHIEF OF STAFF AND HEAD OF DE&I AT THE BLACK SHEEP AGENCY

What Are Industry Perspectives?

This piece is part of our Industry Perspectives series, in which we speak to well-respected 
experts both at Meta and externally to share their unique views on category-specific shifts 
and behaviors. By combining new research, consumer interviews and perspectives from 
industry experts, we uncover not only what’s shifting, but what’s sticking to help bridge 
today’s uncertainties with tomorrow’s opportunities.

representation and inclusion across several 
areas, including the games themselves, the 
industry composition and how games are 
marketed. So, how should representation be 
considered in-game? How can the industry 
level up diversity in gaming? And what are 
the risks for ignoring diversity in gaming and 
the advertising of games? In this report, we 
uncover areas of opportunity that the mobile 

gaming industry should consider to help 
overcome its diversity gap:

• Inclusive environments help drive  
player engagement

• Considerations to foster diversity  
and inclusion

• Authentic advertising plays an 
important role
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Meet the experts

Jennifer
Ekeleme,

Jennifer Ekeleme works at the intersection of 
brand strategy, equity practices and mindfulness 
principles. She counsels individuals and businesses 
that want an unconventional approach to creating 
sustainable solutions. She is currently the Chief of 
Staff & Head of DE&I at The Black Sheep Agency, 
a social impact branding and creative agency. 

CHIEF OF STAFF AND 
HEAD OF DE&I AT THE 
BLACK SHEEP AGENCY

Dr. Lindsey 
Migliore, 

Dr. Lindsey Migliore is the Executive Director of 
Queer Women of Esports, a Take This Streaming 
ambassador, Wellness and Performance Consultant 
at Evil Geniuses and an Esports Medical Doctor 
at GamerDoc. She has previously served as 
the Advocacy Director of Women in Games 
International and is a lifelong gamer. She combines 
her understanding of the experiences of esports 
athletes with science to create healthier and higher-
performing gamers.

FOUNDER AND EXECUTIVE 
DIREC TOR OF QUEER 
WOMEN OF ESPORTS  
AND ESPORTS PHYSICIAN

John  
Gachelin,

John Gachelin is the Director of Nielsen Games 
and has over 20 years of experience in the 
gaming industry. He is responsible for providing 
gaming insights and solving business challenges 
by leveraging Nielsen’s syndicated Video Game 
Tracking (VGT) service and providing global 
custom gaming research solutions. He is an avid 
gamer since Pong and is curating an extensive 
collection of role-playing games (RPGs).

DIREC TOR,  
NIELSEN GAMES

INDUSTRY EXPERTS

Renee 
Gittins,

Renee Gittins is the Executive Director of the IGDA 
and is a multidisciplinary leader with expertise in 
software engineering and creative direction. She 
is an advocate and connector for developers and 
diversity in the gaming industry with a background 
that spans across engineering, design and 
production. She is outspoken about initiatives to 
increase diversity both within the gaming industry 
and gaming overall to help the industry grow and 
improve for everyone.

EXECUTIVE DIREC TOR 
OF THE INTERNATIONAL 
GAME DEVELOPERS 
ASSOCIATION (IGDA)
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Meet the experts

Rick 
Kelley,

Rick Kelley is the Vice President of Global Gaming, 
overseeing Meta’s Global Ad Sales & Operations. 
Rick is an advocate for diversity and inclusion in the 
gaming industry and within his own organization 
sponsors and leads on DE&I approaches for 
recruitment, hiring and training participation. Rick 
is an expert in understanding the global nuances 
and needs of gaming developers and advertisers, 
including a detailed understanding of the player 
base and it’s ever-increasing diversity.

VP, GLOBAL GAMING

Sandhya 
Devanathan,

Sandhya Devanathan leads the Global Gaming 
Business for APAC at Meta. She has had a successful 
career in banking and payments, running large 
businesses and product teams for Standard Chartered 
and Citi with stints across India, Singapore, the US 
and Philippines. Sandhya is a passionate advocate of 
women in leadership and diversity in the workplace. 
She launched a very successful STEM program called 
Girl2Pioneers in Singapore with UN Women, is on the 
advisory board of the Women’s Forum Asia, and is the 
exec sponsor of Women@Meta APAC. Additionally, 
Sandhya sits on the boards of National Library Board 
Singapore and Pepper Money Global Group.

VP, APAC GLOBAL GAMING

Claire 
Weston,

Claire Weston currently leads the Global 
Partnerships Gaming Marketing team at Meta. 
Her team is focused on supporting Creator and 
Developer growth and health on the platform. 
Before joining Meta, her career spanned tech, 
agency and nonprofit sectors. With over half her 
career spent outside the US, Claire has lived and 
worked in Kenya, Sri Lanka and Singapore.

DIREC TOR, 
PARTNERSHIPS 
MARKETING

META EXPERTS

Catherine 
Flynn,

Catherine leads the business marketing teams 
for Meta’s Global Gaming, Agency and Global 
Clients & Categories businesses. Her team also 
has responsibility for Meta’s global ESG marketing 
team, which aims to inspire businesses and the 
industry to become more inclusive and equitable in 
their marketing and business practices. Catherine 
has over 20 years’ experience in global business and 
consumer marketing. A common thread within her 
career has been a passion for increasing diversity 
and inclusion within the tech industry, including 
women in leadership.

DIREC TOR, GLOBAL 
GAMING, AUDIENCES & 
ESG MARKETING AT META 



Introduction

To better understand the diverse 
landscape of the mobile gaming audience, 
Meta commissioned Audience Theory to 
conduct 59 in-depth qualitative interviews 
and HarrisX to run an online survey 
with 6,045 mobile gamers, including 
underrepresented groups, such as diverse 
gamers, LGBTQ+, women and nonbinary. 

The study was conducted across five 
markets: Brazil (BR), Germany (DE), South 
Korea (KR), the United Kingdom (UK) 
and the United States (US). The research 
complemented the gamer perspectives 
through interviews with gaming industry 
experts from Meta and the industry to 
enhance understanding and nuances of 
the mobile gaming landscape.*

About the research

* See appendix for additional details on research methodology
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Inclusive environments 
help drive player 
engagement

01



Gaming offers a space for people to 
explore an alternative reality—and 
incorporating greater diversity within 
that reality could help pave the way to 
building a more inclusive and accepting 

01 Inclusive environments help drive player engagement

“People who play games want to see characters that 
look like them, sound like them, are shaped like them 
and dress like them. Many people don’t find elements 
that represent them in games and get put into a 
stereotype, a body or a voice that is not authentic 
to how they see themselves. This is really a push for 
game developers, and the first thing we can do is to 
ensure they understand the audiences and further 
the conversation about representation.”

—Claire Weston,
DIRECTOR, PARTNERSHIPS MARKETING AT META

environment. Not only could these 
inclusive spaces be more engaging 
for players, but they also present an 
opportunity to help advance attitudes 
around equity in the real world.

Percentage of players across markets surveyed that would 
feel more connected, more immersed or play the game more 
if the game featured more characters “that represent you or 
people like you”3:

Total gamers Diverse gamers4 LGBTQ+ Women & nonbinary

United States United Kingdom Germany* Brazil South Korea*

95%

88% 87%
85%84% 83%

82% 82%
78%75%

73%72%71%
68%

66%
61% 60%

56%

3 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and South 
Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at least 
some games played have human characters.
4 Diverse gamers include respondents who identify as Black, Native, Asian and Pacific Islander, Hispanic and Latinx, Middle Eastern, and other non-white 
ethnicity in the US, UK and Brazil.
* Data not collected for diverse gamers in these markets.

N/A N/A



People want games  
to feel more welcoming

Nowadays, mobile games entertain, allow 
people to connect in new ways and help 
us pass the time during idle moments. 
But people still want the games to better 
reflect their lived experiences. That can 
come through more accurate cultural 
representations in gameplay or more 
diverse character inclusions. 

More authentic representation in virtual 
spaces could even help push attitudes 
forward in the real world. For example, one 
of the top reasons mobile gamers say they 
appreciate diverse sets of characters in 
games is that it allows future generations 
to learn about diversity and representation 
(53%5,6 of total US gamers and 70%5,6 

01 Inclusive environments help drive player engagement

of US gamers surveyed who identify as 
LGBTQ+ cite as important). Currently, 
however, there’s a gap between mobile 
gamers’ desire for diversity and their 
actual gaming experiences. In the US, 
only 35%6 of mobile gamers surveyed 
say that their personal identity is always/
often represented in the characters of 
the mobile games they play (UK 29%, DE 
21%, BR 37%, KR 37%),6 and even fewer 
respondents say that their identity is 
always/often represented in advertising 
for mobile games (US 21%, UK 14%, DE 
8%, BR 15%, KR 17%).6 To deliver on 
expectations around diversity, inclusive 
gaming environments and features are the 
table stakes for publishers moving forward. 

“I’ve never had straight hair in my life, so it doesn’t 
represent who I am ... I feel less connected to games 
like that. And maybe that’s a reason why I don’t stay 
much longer, because I can’t see myself in this game.”

—Male 26, African American/white, LGBTQ+, US7

5 Out of those surveyed who say it is at least somewhat important that mobile games feature a diverse set of characters.
6 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and South 
Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at least 
some games played have human characters.
7 Audience Theory Gaming Diversity and Inclusion Qualitative Study (Meta-commissioned 59 1-hour video interviews among mobile gamers in the US, UK, 
Germany, Brazil and South Korea, ages 18-64, June-August 2021). Mobile gamer definition: play games 5+ hours a week, think representation in gaming is 
important, and most games played have human characters.



01 Inclusive environments help drive player engagement

Why do mobile gamers surveyed think diversity in 
mobile games is important?8

To create a more 
inclusive and accepting 
gaming environment

To accurately 
represent the world

To allow kids and future 
generations to learn about 
diversity and representation

United States

64%

63%

53%

United Kingdom

57%

64%

51%

Germany

45%

48%

36%

Brazil

75%

61%

53%

South Korea

58%

42%

41%

8 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and 
South Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and 
at least some games played have human characters. Out of those surveyed who say it is at least somewhat important that mobile games feature a 
diverse set of characters.



01 Inclusive environments help drive player engagement

Embracing diversity is good for business. 
More diverse gaming environments not 
only make gamers feel more included and 
represented, but they also make games 
more appealing and engaging. Seventy-one 
percent9 of players in the US say inclusivity 
makes them feel more connected, feel 
more immersed or play the game more. 
And 68%9 of US mobile gamers say they 
would be more likely to download, buy or 
make purchases in the game if the game 
featured more characters that represented 
people like them.

That’s especially true for surveyed mobile 
gamers who identify as diverse, non-white, 
or who identify as LGBTQ+.9 For publishers, 
this kind of positive engagement can be the 

What does this mean for  
the future of mobile gaming?

key to driving retention and building long-
term success for titles.

Addressing the diversity gap in game 
content and advertising can only be 
achieved by acknowledging the underlying 
lack of diversity within the industry. 
Having more diverse voices participate 
in the design and creation of games will 
ultimately improve representation and, in 
turn, the advertising and marketing that 
promotes games to a diverse player base. 
After all, 71%10 of people working in the 
gaming industry perceive inequity toward 
others based on gender, age, ethnicity, 
ability or sexual orientation. 

“Once you engage a certain community, word-of-
mouth is going to travel, and if people feel comfortable, 
they’re going to stick around. Retention is huge.”

—Dr. Lindsey Migliore,
FOUNDER AND EXECUTIVE DIRECTOR OF QUEER WOMEN OF ESPORTS

9 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and South 
Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at least 
some games played have human characters.
10 IGDA Diversity Satisfaction Survey, Facebook Gaming Oct 2021

https://www.facebook.com/fbgaminghome/blog/marketers/igda-diversity-satisfaction-survey


01 Inclusive environments help drive player engagement

“Gaming itself has changed over the years, with mobile 
gaming growing rapidly. We now have over 2.5 billion11 
gamers in the world. If we take one lens of diversity, 
equity and inclusion—gender—47%12 of the world’s 
total gamers identify themselves as women. Yet only 
25%13 of the industry itself is women. So it is important 
that we have diversity and representation in the games 
we build to cater to the changing and diverse audience 
of today.”

—Sandhya Devanathan,
VP, APAC GLOBAL GAMING

11 Games Marketing Insights for 2021, Facebook Gaming Jan 2021
12 Connecting the dots: The data behind women in gaming, Facebook Gaming Feb 2021
13 Up Your Game: Why Representation in Gaming Matters and How to Achieve it, Facebook Gaming Oct 2021
14 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and South 
Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at least 
some games played have human characters.

Mobile gamers expect mobile game publishers to...?14

United States

Include people from diverse backgrounds 
as characters in the game

Accurately represent people 
from diverse backgrounds

76%

75%

United Kingdom

Germany

Brazil

South Korea

74%

72%

58%

56%

89%

83%

72%

70%

https://www.facebook.com/fbgaminghome/marketers/gaming-marketing-insights-2021
https://www.facebook.com/fbgaminghome/blog/marketers/connecting-the-dots-the-data-behind-women-in-gaming
https://www.facebook.com/fbgaminghome/blog/marketers/up-your-game
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Percentage of mobile gamers surveyed who would be more 
likely to download, buy or make purchases in the game if the 
game featured more characters that “represent you or people 
like you”15:

United States

“Everything would be way more interesting if there 
was a more diverse and accurate representation of 
the world … The more choices and options I have, 
the more exciting the game is.”

—Female, 55, Germany16

Total gamers Diverse gamers LGBTQ+ Women & nonbinary

United Kingdom

Germany*

Brazil

South Korea*

15  HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and 
South Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at 
least some games played have human characters.
* Data not collected for diverse gamers in these markets.
16 Audience Theory Gaming Diversity and Inclusion Qualitative Study (Meta-commissioned 59 1-hour video interviews among mobile gamers in the US, 
UK, Germany, Brazil and South Korea, ages 18-64, June-August 2021). Mobile gamer definition: play games 5+ hours a week, think representation in 
gaming is important, and most games played have human characters.

68%

76%

72%

62%

61%

83%

79%

55%

55%

67%

49%

81%

84%

89%

81%

75%

83%

72%

N/A

N/A



Considerations for 
fostering diversity 
and inclusion

02



02 Considerations for fostering diversity and inclusion

Mobile gamers look to publishers, 
developers and companies to ensure 
representations are authentic and to 
promote diversity within safe gaming 
environments. Successfully fostering 

this diversity and inclusion is rooted 
in careful and deliberate approaches, 
from delivering nuanced in-game 
customization features to safeguarding 
virtual spaces.

“We have a responsibility to influence and create more 
equity within the industries that we operate in and do 
business with. It’s important to level the playing field 
for all underrepresented groups and to make sure the 
future of our industry doesn’t suffer from the biases 
and the limitations of the past. Inclusivity is better  
for business, and it’s better for society.”

—Catherine Flynn,
DIRECTOR, GLOBAL GAMING AND ESG MARKETING AT META



02 Considerations for fostering diversity and inclusion

Among those surveyed who have witnessed misrepresentations, 
have you seen gender stereotypes (such as sexualization of 
women, partial nudity of women and hypermasculinity) in the 
gameplay of the mobile games you play?17  

83%

74%
71%

73%

87%

72%
75%

53%

73%

90%

71%

78%79%

74%

81%

75%
73% 71%

17 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and 
South Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at 
least some games played have human characters.
* Data not collected for diverse gamers in these markets.

“Specific to LGBTQ+ communities, the way that 
they want to be represented has a lot to do with 
acknowledging their identity and marketing to them 
in a way that’s not exploitative. For people with 
disabilities, practicing inclusion has to go beyond 
just name checking them with other marginalized 
groups; successful diversity, equity and inclusion 
with this audience requires executing on things that 
will improve their experience, not just acknowledging 
their (visible or invisible) differences.”

—Jennifer Ekeleme,
CHIEF OF STAFF & HEAD OF DE&I AT THE BLACK SHEEP AGENCY

Total gamers Diverse gamers LGBTQ+ Women & nonbinary

United States United Kingdom Germany* Brazil South Korea*
N/A N/A



Customization is key 
to delivering authentic 
representation

There isn’t a one-size-fits-all approach to 
getting representation right. But there is 
a great starting point: customization. The 
ability to choose a character’s clothing, 
makeup or accessories, gender identity, 
physical abilities or personality traits can 
enable powerful forms of self-expression 

for mobile gamers. This enhances the 
overall gaming experience: Across all 
markets the majority of mobile gamers18 
surveyed say they enjoy the ability to 
customize the in-game experience, and 
they say they view games with greater 
customization tools as higher quality.

02 Considerations for fostering diversity and inclusion

Percentage of mobile gamers surveyed across markets who 
agree that...18

I enjoy creating or customizing characters/
environment/world in mobile games

Mobile games that offer more character 
customizations are higher quality 

United States
74%

62%

United Kingdom

Germany

Brazil

South Korea

66%

57%

57%

50%

79%

75%

60%

54%

18 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and 
South Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at 
least some games played have human characters.



About half of all mobile gamers19 across 
surveyed markets say they have noticed 
people represented in stereotypical or 
clichéd ways. Traditionally underrepresented 
groups are especially likely to notice these 
instances: Among mobile gamers surveyed 
who identify as LGBTQ+, 57%19 in the US 
say they have seen misrepresentations when 
playing mobile games (UK 74%, DE 60%, BR 
78%, KR 76%).19

For publishers, misrepresentations impact 
game engagement and retention. Across 
markets, roughly a quarter of mobile 
gamers19 surveyed say they stopped playing 
a game after seeing people portrayed 

stereotypically (rising to over a third among 
LGBTQ+, women and nonbinary gamers in 
the US, Brazil and Germany).20 

Inaccurate and inauthentic representations 
can take many forms, from queerbaiting 
(a tactic where an in-game storyline 
or character identity only implies a 
nonheterosexual relationship, rather than 
actualizing it), to the oversexualization of 
female characters.

02 Considerations for fostering diversity and inclusion

Gamers encounter a range 
of misrepresentations

“The female character is the stereotype ... her armor 
is basically a metal bra, skirt and sword … He is in full 
armor, but she is almost half naked. That one annoys me 
a lot ... how are you going to do a quest, get into a fight,  
a battle, with something that doesn’t protect you?”

—Female, 31, Black, Brazil21

19  HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and 
South Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at 
least some games played have human character.
20 Among those who saw people represented in a stereotypical/clichéd way when playing mobile games.
21 Audience Theory Gaming Diversity and Inclusion Qualitative Study (Meta-commissioned 59 1-hour video interviews among mobile gamers in the US, 
UK, Germany, Brazil and South Korea, ages 18-64, June-August 2021). Mobile gamer definition: play games 5+ hours a week, think representation in 
gaming is important, and most games played have human characters.



Likewise, mobile gamers don’t 
just want simplistic, surface-level 
customizations; they want multifaceted, 
rich, intersectional customizations 
that allow them to reflect their own 
nuanced, complex selves. For gamers, 

02 Considerations for fostering diversity and inclusion

having characters that represent them 
is particularly important for story-driven 
game genres22 where immersion within 
character role play is often central to the 
enjoyment of the game.   

What’s the most important characteristic for you to 
customize in mobile games (excluding physical abilities)?23 

Total 
gamers

Diverse 
gamers

LGBTQ+  
and women 
& nonbinary

United 
States

United 
Kingdom BrazilGermany* South 

Korea*

Clothing, 
make up or 
accessories

Mental or 
emotional 

characteristics

Mental or 
emotional 

characteristics

Clothing, 
make up or 
accessories

Clothing, 
make up or 
accessories

Race or 
Ethnicity N/A

Clothing, 
make up or 
accessories

N/A

Clothing, 
make up or 
accessories

Gender
Clothing, 

make up or 
accessories

Across all game genres and markets, 
greater customization options pave the way 
toward better representation—which could 
spur downloads and in-game purchases.  

In the US, 45%23 of mobile gamers surveyed 
agree they would spend more money on a 
game with more character customizations 
(UK 42%, DE 30%, BR 59%, KR 45%).23

Clothing, 
make up or 
accessories

Clothing, 
make up or 
accessories

Clothing, 
make up or 
accessories

22 In this report, we define story-driven game genres as action, adventure or role playing, first person shooter and strategy games.
Non-story-driven genres are defined as puzzle games, arcade games and card/casino games.
23 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and 
South Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and 
at least some games played have human characters.
* Data not collected for diverse gamers in these markets.



Gamers expect a variety of 
customization options across a 
spectrum of characteristics. To help 
ensure representation is diverse and 
intersectional, game publishers should 
consider integrating “sliding scales” for 
the customization of different attributes. 
This functionality could help to not only 
improve representation of typically 
underrepresented groups in-game but also 
normalize marginalized characteristics in 
the real world.

What does this mean for  
the future of mobile gaming?

“Games will continue to afford greater opportunities 
to express yourself and choose people who either 
resemble you or someone you know better. The main 
protagonists should continue to be customized to 
better reflect your own world.” 

—John Gachelin,
DIRECTOR OF CLIENT CONSULTING NIELSEN GAMES 
AT THE NIELSEN COMPANY

02 Considerations for fostering diversity and inclusion



Safe gaming environments 
are key to diversity and 
inclusion

An important consideration when looking 
to foster diversity and inclusion in 
mobile games is safety. This is especially 
an area of concern for members of 
traditionally marginalized groups. For 
example, gamers surveyed who identify 
as LGBTQ+ are more likely to have 
personally witnessed or experienced 
harassment from others when playing 
compared to heterosexual gamers (US 
1.7X, UK 2X, DE 1.9X, KR 1.9X, BR 1.6X).24

Advancing representation in games 
through features such as customizations 
can, paradoxically, accentuate these 

concerns. In the US, 37% of mobile 
gamers24 say they’d be worried about 
increased harassment from other players 
if the game featured more characters 
that represented people like them (UK 
39%, DE 35%, BR 46% , KR 34%).24

Given this challenge, it’s important to 
advance diversity and inclusivity while 
ensuring gaming environments are safe 
for diverse gamer groups.

02 Considerations for fostering diversity and inclusion

24 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and 
South Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and 
at least some games played have human characters.



The risks of getting representation wrong 
can be damaging to both players and 
games publishers. Misrepresentations 
can be avoided through approaches 
such as developing feedback loops with 
underrepresented gaming communities and 
providing carefully considered and nuanced 
character traits (e.g., a Pride pin). In addition, 
the mobile gamers most vulnerable are 
shouldering the burden of protection against 

What does this mean for  
the future of mobile gaming?

“There’s been many LGBTQ+ and diverse characters 
developed in recent years, which means that 
the industry is taking notice and designing to 
be representative of the community that plays. 
Hopefully, this will continue to change the 
conversation and further normalize the differences 
so it’s truly representative of the world we live in.”

—Rick Kelley,
VP, GLOBAL GAMING AT META

02 Considerations for fostering diversity and inclusion

the risks of harassment in-game. But that 
shouldn’t be their responsibility. Promoting 
diversity should go hand-in-hand with 
ensuring gaming environments are safe.



May the Best 
Queen Win!

02 Considerations for fostering diversity and inclusion: Case study

Mobile games took an exciting step forward 
on diversity this October when the industry 
unveiled one of the first major mobile 
game productions placing the LGBTQ+ 
community at the forefront of gameplay.

Aiming to showcase more positive 
representation of the LGBTQ+ community, 
LEAF Mobile Inc. and East Side Games 
Inc., in partnership with World of Wonder 
Productions, launched the mobile game 
RuPaul’s Drag Race Superstar.

Within the game, players can “werk” their 
way to the top by selecting from hundreds 
of fashion pieces and creating the fiercest 
look to slay the runway. Once players have 
climbed to the top of the Werk Room, they 
can compete for the Top Queen title against 
other players from around the world and 
win amazing new fashion pieces to add to 
their wardrobe. Players will live the life of a 
Drag Race Superstar by competing against 

rival Queens trying to snatch their wigs.
“We look forward to seeing everyone 
showcase their charisma, uniqueness,  
nerve and talent to the world as they 
compete to become the next Drag 
Superstar,” said World of Wonder co-
founders Randy Barbato and Fenton Bailey. 

https://leafmobile.io/leaf-mobile-and-world-of-wonder-productions-launch-rupauls-drag-race-superstar-mobile-game/


Authentic advertising 
plays an important role
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Standing out in a crowded mobile 
marketplace isn’t easy, but 
advertisements that help close the 
diversity gap can also drive deeper 
engagement. By setting a higher 
standard for consideration around 
diversity and inclusivity in their 
advertising of games, marketers and 
advertisers now have the opportunity  
to capture new audiences. 

To date, diversity is an element that’s 
largely been ignored in advertising, but 
it’s time to ensure these messages reflect 
and speak to the wide breadth of gamers. 
The key here is authentically embedding 

diversity and inclusion into creative in 
ways that still accurately reflect the 
game. Done right, creative has the 
potential to connect with new, potentially 
high-value players.25 However, getting it 
wrong can have negative consequences. 
Around half or more of mobile gamers 
across markets surveyed say they’re 
unlikely to download a game if they see 
an ad portraying people in a stereotypical 
way (US 51%, UK 48%, DE 60%, BR 46%, 
KR 58%).26

“Over the last year, we’ve found that new gamers can 
find games through organic discovery. But in an ideal 
world, gaming companies will be able to recruit and 
drive new players to their games through inclusive 
advertising that resonates with them.” 

—Catherine Flynn,
DIRECTOR, GLOBAL GAMING AND ESG MARKETING AT META

25 The Big Catch Playbook, Facebook Gaming, Apr 2021
26  HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and South 
Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at least 
some games played have human characters.

https://www.facebook.com/fbgaminghome/blog/marketers/unlock-new-audiences-with-motivation-led-creative
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Percentage of mobile gamers surveyed who 
would spend less money on the game if they saw 
stereotypical/clichéd representation in mobile 
game advertising27:

27 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and South 
Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at least some 
games played have human characters.
* Data not collected for diverse gamers in these markets.

United States

United Kingdom

Germany*

Brazil

South Korea*

68%

Total gamers Diverse gamers LGBTQ+ Women & nonbinary

65%

62%

61%

59%

59%

57%

51%

54%

50%

49%

44%

43%

42%

40%

38%

37%

34%

N/A

N/A



Creative must accurately 
reflect the game itself

03 Authentic advertising plays an important role

In the current advertising landscape, 
privacy and trust are paramount 
to building long-term relationships 
between consumers and businesses.  
But with less data freely available to help 
inform ads, marketers will need to rely 
on creative to connect meaningfully with 
players. To do that, gamers want to see 
more accurate and exciting gameplay 
footage—after all, mobile gamers28 
across all markets surveyed say they are 
the most likely to download the mobile 
game when the ad features exciting or 

challenging gameplay. Showcasing 
diversity in advertising creative is 
important; marketers cannot neglect 
the basics and should continue to 
follow marketing best practices,  
such as featuring accurate gameplay.

“The goal is for ads to be representative of the 
game, and we are working to explain why games that 
actually depict gameplay in their ads have a better 
brand associated with them and engagement level is 
typically higher.”

—Rick Kelley,
VP, GLOBAL GAMING AT META

28 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and South 
Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at least some 
games played have human characters.
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Mobile gamers surveyed say they are likely to download  
the mobile game when the ad features the following…29 

Exciting/challenging gameplay Diverse set of characters

United States

United Kingdom

Germany

Brazil

South Korea

“I want to see accurate footage, the actual gameplay 
rather than the very, very best snippet. I know for a 
fact some game companies just use random gameplay 
that has nothing to do with their game at all as their 
advertisement, and then you download it, and it’s 
nothing like the game. [Show LGBTQ+ characters]  
if it’s relevant for the game.”

—Nonbinary, 19, Black British, LGBTQ+, UK30

90%

82%

71%

64%

55%

47%

52%

41%

62%

53%

29 HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and South 
Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and at least some 
games played have human characters.
30 Audience Theory Gaming Diversity and Inclusion Qualitative Study (Meta-commissioned 59 1-hour video interviews among mobile gamers in the US, UK, 
Germany, Brazil and South Korea, ages 18-64, June-August 2021). Mobile gamer definition: play games 5+ hours a week, think representation in gaming is 
important, and most games played have human characters.



What does this mean for  
the future of mobile gaming?

Incorporating elements that elevate 
diversity and inclusion in creative—such 
as featuring a diverse set of characters or 
showcasing a story arc that subtly nods to 
diverse experiences—could even help to 
address some of the currently existing ad 
pain points, such as the repetitiveness of 
advertisements. 

Seeing diversity reflected in an 
advertisement is important only if it’s 
an accurate portrayal of the real in-

game experience. Ads should highlight 
the exciting aspects of gameplay as an 
essential component of footage, baking 
in aspects of diversity and inclusivity as 
consequential but not heavy-handed 
elements. Looking ahead, ads that reflect 
gamer diversity will be key in helping 
publishers reach and retain new audiences 
in an increasingly crowded landscape. 

“Inclusiveness in marketing is just as important, if 
not even more so, than inclusiveness in the game’s 
design. If a game is inclusive but the marketing for the 
game skews heavily in favor of one type of audience, 
then the game may only be adopted by that narrow 
audience and the sales will be limited by failing to 
reach the full potential audience.”

—Renee Gittins,
EXECUTIVE DIRECTOR, INTERNATIONAL GAMES DEVELOPER ASSOCIATION

03 Authentic advertising plays an important role



Even though diverse representation in 
gaming is important across markets, 
marketers should consider important 
market differences when embarking on 
global DE&I efforts. From its regulatory 
landscape to its demographic diversity, 
each market has unique characteristics. 
For example, in the US and UK, mobile 
gamers want more nuanced cultural 
explorations in games, whereas in 
Germany, the respondents asked that 
game developers be fully committed to 
get it right. Brazilian gamers surveyed said 
they’d encourage a more gender-diverse 
perspective to step away from “macho 
culture.” And South Korean gamers 
surveyed said they’d like to see diversity 
beyond Western beauty standards. 

Similarly, when it comes to D&I 
expectations among underrepresented 
groups, there are no one-size-fits-all 
solutions, as each has unique experiences 
and desires. For instance, diverse gamers 
surveyed in the US and the UK are more 
likely to find it important that mobile 
games represent “people like me.” Across 
markets, LGBTQ+ players are more likely 
to experience in-game harassment and, 
apart from South Korea, stop playing as 
a result of misrepresentations. Women 

Market and group nuances

and nonbinary gamers are more likely to 
observe sexualization of women and also 
are more likely to stop playing when they 
see stereotypical representations.

HarrisX Gaming Diversity and Inclusion Study (Meta- commissioned online study of 6,045 respondents 18+ across the US, UK, Germany, Brazil and 
South Korea who play mobile games for at least 3-4 hours per week, July-August 2021). Mobile gamer definition: play 3+ hours gaming per week and 
at least some games played have human characters.

Audience Theory Gaming Diversity and Inclusion Qualitative Study (Meta-commissioned 59 1-hour video interviews among mobile gamers in the US, 
UK, Germany, Brazil and South Korea, ages 18-64, June-August 2021). Mobile gamer definition: play games 5+ hours a week, think representation in
gaming is important, and most games played have human characters.

Market considerations
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Inclusive environments help drive 
player engagement

04 Key takeaways

When everybody plays, everybody wins. 
Marketers, developers and publishers can 
incorporate diversity more authentically 
and ensure more accurate representation 
by hiring people of different backgrounds 
into developer and marketing teams.

Diverse games with authentic 
representation in their gameplay are 

more inviting and enjoyable for the 
player experience. And mobile gamers 
who feel welcomed are more likely to 
stay. Inclusivity therefore becomes 
central to long-term retention.

02

Considerations for fostering 
diversity and inclusion
Variety of customization options across 
a spectrum of characteristics is expected 
by gamers. To ensure representation 
is diverse and intersectional, game 
publishers should consider integrating 
“sliding scales” for the customization 
of different attributes. Further, an 
improved representation of typically 
underrepresented groups in-game 
could help normalize marginalized 
characteristics in the real world.
The risks of getting representation 
wrong are high. Currently, vulnerable 

mobile gamers are mostly shouldering 
the burden of protection against 
harassment themselves. Finding ways 
to help promote diversity within a safe 
gaming environment—for example with 
feedback loops from underrepresented 
gaming communities or more 
considered and nuanced character 
traits (e.g., a Pride pin, not rainbow-
washing)—could consequently be key 
for developers and publishers.



03

Authentic advertising plays an 
important role

04 Key takeaways

Seeing diversity reflected in an 
advertisement is important but needs to 
be an accurate portrayal of the real in-
game experience. Ads should highlight 
exciting aspects of gameplay as an 

essential component of footage and 
have aspects of diversity and inclusivity 
integrated in a subtle but always top-of-
mind way.



Appendix
Additional details on research methodology:

Audience Theory Gaming Diversity and Inclusion Qualitative Study (Meta-commissioned 
59 1-hour video interviews among mobile gamers in the US, UK, Germany, Brazil and 
South Korea, ages 18–64, Jun–Aug 2021). Mobile gamer definition: play games 5+ hours a 
week, think representation in gaming is important and most games played have  
human characters.

HarrisX Gaming Diversity and Inclusion Study (Meta-commissioned online study of 
6,045 respondents 18+ across the US, UK, Germany, Brazil and South Korea, Jul–Aug 
2021). Mobile gamer definition: play 3+ hours gaming per week and at least some games 
played have human characters.  

• Total mobile gamers  (United States n = 1210; United Kingdom n = 1211;  
Germany n = 1206; Brazil n = 1212; South Korea n = 1206) 

• LBGTQ+ gamers (United States n = 213; United Kingdom n = 188;  
Germany n = 232; Brazil n = 162; South Korea n = 92)

• Diverse gamers (United States n = 327; United Kingdom n = 200; Brazil n = 541)
• Women & nonbinary gamers (United States n = 691; United Kingdom n = 663; 

Germany n = 641; Brazil n = 562; South Korea n = 496 )
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