How high competition influences on advertising creatives
According to SocialPeta studies, in Q3 2021, as compared to Q3 2020, the number of advertisers remained at the level about 26,000, however, the number of advertising creatives increased by 200% as compared to the previous year. The same statistics of competition increase among advertising creatives remains in Q1 2022. 
These trends influence on marketing strategies and make productions even more attentive to the advertising videos they produce. It is the format which became the most popular in game promotion, with the share of 85% of all the other formats of advertising creatives.

Globalization and speed of creative burn-out
Mobile game market is global, which means that there are transparent trends in advertising creatives for different game types and genres. Accessibility of analysis of different campaign efficiency through such platforms as AppMagic, AppAnnie, Sensor Tower, Apptica and the accumulated experience contributed to the fact that “average duration of creatives” increased nearly twice within the latest year. 
				
Development of advertising creatives inside separate genres
In spite of universal advertising trends, individual game genres are defined and develop in their own directions. 
For instance, hyper-casual games were a top genre by growth rates. According to sensortower.com data, 37% of all mobile game downloads in 2021 fall on hyper-casual games. 
Creatives are the basis for hyper-casual games with core gameplay. Gameplay may be based on everyday life scripts (for instance, Weld It 3D), video which are popular on social platforms(for instance, Fidget Trading 3D), etc.
But there is also a reverse approach. For instance, the reason for quick rise of Mighty Party: Battle Heroes developed by Panoramik Games is the game mode: with two-part mixed gameplay. Mixture of “tactic card RPG” and “casual game with size comparison and puzzles” attracted users’ attention due to similarity of the second part to advertising creatives which are highly popular in the market.

Use of live persons in advertisement
If a celebrity takes part in a game advertisement, such advertisement will surely attract more attention than classical CGI videos. For example, Mariah Carey’s campaign for Family Island in Christmas period, where the singer appears in usual family circle celebrating Christmas, was really successful. This way, Mariah Carey, some humour and high spirits of her followers during the holidays contributed to the splash of the game installations. 
However, advertisement with live people works not only when we see a celebrity on the screen. Say, for a channel on TikTok authenticity of promoted video is extremely important. Presence of aplayer who comments even a standard gameplay creative, may several times increase advertisement efficiency.   

What unites popular creatives
You can classify popular creatives by different criteria, for instance by the applied mechanics. In the same time, one of the key factors which enables creative efficiency is vibrant emotions it generates. The generated feelings may be different: pity, disgust, “I can do it better” feeling.
[bookmark: _GoBack]For instance, for the games targeted at women’s audience, “creatives that make you cry” are the most popular, where the main heroine suffers from every-day life disorders, troubles in personal relationships or problems with social environment. Such character evokes the wish to help her, which means to download this game. 


