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Methodology 

This report covers the mobile online gaming industry in China.  The information contained in this report 
is derived from primary and secondary sources.  Primary research refers to face or phone interviews 
with vendors, solution providers, etc.  Secondary sources are from desk research. 

Interviews were conducted with game developers and game publishers as well as current and potential 
users. 

Secondary sources included white papers, magazines, journals, vendor websites, vendor presentations, 
and various organizations and associations. 
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