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A survey in June/July 2023 amongst 100 advertising
decision makers working in agencies and brands with
experience or intenfion to buy game advertising and marketing.

Designed fo assess industry understanding and use of game
advertising and priorifise initiatives to help marketers drive
business results.
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experience
with game
advertising

68% have used
game advertising

experience with game advertising and marketing to date

43%

25%
regulor usage this year
A

39% 34%

25%

21%
18%
11%
7%
= - B

It & o significont part of cur B is regulardy comidered o8 Wae hove axperimented wth  No experience wih itbut  No experience with it and
ockvity port of ow actvity * have plons 1o vse @ have no plans o use it

2022 w2023

lab, Seurce; IAB Ausvalia Game Advertsing State of the Naos 2023 sli.do iabgamingsummit23

australio Q- Which of these best describes your orgennasion’s experience with gome advertisiag and marketing fo dated



changes in cdmty ond pomapohon

over the [t 17 maontl
amongst those using game odverhsmg

increased activity over last year

38%
32%

14% 12%
5%

Significontly Semewhat Somewha Signficandy No change
ncroased octivily ncreased ccivity decrecsed octivity decreased activity

io Source; IAB Ausralia Game Adverfsing Siote of the Nasios 2023

d '® Q- How has your oclivity and perficipation in gaming advertitiag changed over fhe last 12 monhs?,
australio Q - How do you expect your aclvity and paricipation in gaming odverfsing 1o change cver e next 12 monkal

expected changes in activity and participation
in the next12 months
amongst those using game advertising

72% intend to increase activity next year
A

|

58%
14%
_ =
Sgrilicantly Somewhat Sigrificantly No chenge

increass oclivity  increcs activity do:nen activly  decrecses activity
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most game buying methods used for game advertising

advertisers
continue to buy
directly with the

media owner .

Disectly with media owser  Programmetic guo-u nieed  Programmaticolly roded Progrommatic private
inveniory on open exchonges morkatploce decls

71%

iab
Source; IAB Ausvalia Game Advertising State of the Nasion 2023 . . 3 ’
ous!roli; Q - Which of e lolowing adversieg buying methods hove you wsed for gane adventisng? S'l.do |°bg°m|ngsummlf23



top drivers of continuing to use and recommend game advertising

Efective ot brand bulding

Diversdty of goming ovdiences

Higher audience amenton and engogement
Access %0 horder 1o reach owdiences
Reach oudiences of scole

Berer torgetng ond perscnalisaton
Incremental reach

Accent to goming lalest and influsacen
Innovctive od offerings

Brond Integrations and cestom executons

I 5%
I s
e
I 5
e (U
_
I /0%
I 5
I 6
I 32

mb, Source; IAB Ausvalia Game Advertaing Stote of the Naios 2023

australio Q- Which of the lollowing ave hey drivers for confiauing 10 wse of recommend gome odveriising and marketing? Ploate select all ther apply

Impact on brand
continues to be the
#1 driver of using
game advertising.

Higher audience attention
(up 13% pts) and better
targeting (up 17%) have
increased as drivers of
using game advertising
since last year.

sli.do iabgamingsummit23



ObieCfiveS °f objectives of game advertising and marketing
game
advertising

85%

Brand aworeness of perceptions
B N 72%

Pchon/ocentiet N 5t
Brand building

. . . E
is the # 1 objective haaal @0 [ET
for game advertising G
and marketing. emercme=® N 3ot
Ivform Seducare § 41%
I -
50%

Incrementol / extended reach _ 34%

2022 w2023

°
lab, Seurce; IAB Ausvalie Game Advertising Stote of the Naios 2023
australio Q- What have been the objectives of the gome odvertising and merketing octvilies you've been isvelved with over the post year?

sli.do iabgamingsummit23



considerations for placement of game advertising

Aediance sitabdiy B6% 10% Audience suitability
remains the key
Contedval torgeting of placement 73% 25% consideration when
} evaluating game
Sutabilay of the game contest 10 brond vales 69% 29% advertising
opportunities.
Avoid pomicular game gerves (eg violence) 63% \3‘%
Isvalves woys © crecke motiveScn with cudiesce 61% 33‘
lnvolves ways 1o engoge with crector/influencer contest 47% “‘ i

Irvolves woys 10 eegaged in socickility of the gome “ m

W Major factor 1 Minor factor

mb Source; IAB Ausvalia Game Advertaing Stote of the Nasos 2023 idoi ; i
Ous"o“; Q - When evaluoling gome odvertsing cpporuniies, which of the lollowing considesasions about od plocement are facsees in yowr media decision? S'l.do lobgammgsummlt23



ad formats used
in game
advertising

Mobile and streaming
adjacent display and
video continue to be the
most used game ad
formats with playable
ads confinuing to increase
in usage.

mb. Source; IAB Ausvalia Game Advertaing Stote of the Nasios 2023
australio Q- Which of the lollowing gome advertaing asd smorketng formats have yoe used in last yeor of do you inlend 16 w3¢ is nest yeard

game advertising formats used in the last year

Mobde gome ods

Streoming odjocent diaploy and video
Ployable ads

Live Streaming video

Gome influencer marketing and ombonodorns
Blended/inrinsic in-gome disploy ond video
Direct in-game product plocement

Rewceded video

Direct brand engogement [cusiom acivetions)
Esports sponsorships {leagues, leoms, players)

Intersiitcls

Gare corment morkefng [bespoke odvesorial /video)

Shoppable formas

Brand extensions (on-pock, bronded cross-promations)

Melaverse octvatons

I 50
I 45
.
I 41
I 1%
K4
I 1%
I G 1%
I 10
I 1o
I 0%
I 30%
I 25%
I 24%

I 1
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metrics used to
assess suUccess

Completion rates and
reach and frequency

have overtaken impressions
delivered as the most often
used mefrics fo assess

campaign success.

iab

Source; IAB Ausralia Game Advertising State of the Nasios 2023

metrics used to assess campaign success

Completion rate

Recch and Fequency

Cow per completed view

Inseraction with the campaign

Veohme ol mpressions delivered
Beond awareness or brond perceptions
CPM

Beond sole, non-lroudulent impressions
Viewobidsy |proporsion in-view)
Torgeting accurocy

Cou per action

Uphlt in cirec! sile visita

Aterdicn Sme

Sales |#

Upkht o search behaviours

Socidl recchon 1o e campoign

=
australio Q- How clen ore you using the following meirics 10 asseds compoign swccess ke game adverising ond markeleg?

SN *

m Usually = Sometimes

sli.do iabgamingsummit23



key ba rriers top barriers for increasing investment in game advertising

for increasing

investment sty ||
Brand safety has i s ke _ it
increased to become the
#1 barrier for increasing A — e
investment in game
advertising.
Evidence of etfectiveness for brand and/or ROI _ 34%
How & con work in combinaten with other meda _ 32%
.
BAD.  sovcn 148 it Gome Advering St fh Nson 2023 sli.do iabgamingsummit23

ausiralio 9 - What are the 3 bigges barriers praverting more isvesiment in gome odveriaing asd markeing? Please select up 1o 3 respomes.
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Continue to invest in game advertising and marketing and experiment
with formats.

Leverage brand building and brand storytelling opportunities ... and
look for potential success across the marketing funnel.

Use technology and planning measures that ensure gaming
environments are suitable for the brand.

Continue to provide evidence of the effectiveness for brand and RO
outcomes as well as demonstrate how game advertising works with
other media.

Design creative with context in mind.

Keep informed and build knowledge.

sli.do iabgamingsummit23
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gaming

gaming
consumer
trends

raelene knowles

coo

interactive games and
entertainment association (igea)




IGEA

interactive games & entertainment association

GAMGS
asia pacific

www.igea.netl @igea




Who is the
average
Australian
gamer?




The average Australian gamer
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DANACe

>PL/\YEF\‘S' GENDER IDENTITY

wo-thirds, or more than 17 million of Australia’s
25.8 million residents, are connected with video
games.

In this report, we asked participants about their
gender identity and included Female, Male and
Non-binary options.

Doing so sheds more light on the diversity of
Australians who connect with games, even if
the results are similar to the past decade of this l
research.

Compared with 38% of all players identifying as

female in 2005, that proportion is 46% today, 124
compared with 53% identifying as male and under a46% 53%

1% identifying as non-binary.

FEMALE MALE BINARY

NB: ALL PLAYERS
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> PLAYERS AGES

35 yrs
g ——
—==: TR, S
30 yrs "mm.’mmm—
25 yrs /
20 yrs
2005 2007 2009 20M ey I

35vYRsS
e
- S—————
2017 2019 2021

NB: AVERAGE PLAYER AGE - GAME HOUSEHOLDS

he average age of people who play

video games in 2021 is 35 years, up
from 34 years in the previous two studies
reporting in 2019 and 2017.

hen this research series began in

2005, the average was 24 years.
The greatest increase in ages of players
occurred over a decade ago and has since
steadily climbed.

CONNECTEDG/AMES

he increased average age of players

over time reflects both the ageing
population of Australia, and growth of
new players among older adults as the

platforms and types of games have
grown.




>F’L/\YERS' NGE CATEGORIES

NB: PLAYER AGE GROUPS AS PROPORTION OF TOTAL - ALL PLAYERS NB: PLAYER PROPORTIONS WITHIN AGE GROUPS - ALL PLAYERS




DIGITAL AUSTRALIA 2022

> PLAYERS AGE GROUPS

B2

39 40
< @ — <&’ W 0

YEARS 1-4 5-14  15-24 25-34 35-44 45-54 55-64 6574 75-84 85-94

NB: ALL PLAYERS %




DOIGITAL ANUSTRALIA 2022

>NUMBER OF GAME DEVICES

| o
S2%
92% Australian households have
mmmmm at least 1 device on which to play
mmmm video games

64% have 2 or more devices to E D D 5
play
76%
mmmmm 76%6 Australian households had
mmu e~ at least 1 device on which to
L play video games

NB8: ALL HOUSEHOLDS




> TYPES OF GAME DEVICES

he most common device for playing games in

2021 was a dedicated console (68%), trading
places with PCs from the previous study - a
pattern we have observed in past reports.
However, in 2021, we observed mobile rise to
second place among devices used to play in
game-connected households.
Regardless of the type of device used to play
games, 48% used a game subscription service.

” / revived an interest in an old video

games console, and purchased an
even older retro-machine from the 80's
that | last played in the mid 90°s.”

Male. Age 69 years. Household of 2. Melbourne.

=

Console

=74

Mobile

DANACce

‘53
| . (G
A :
PC Game Tablet Handheld VR
Subscription
Services

NB: GAME HOUSEHOLDS %



DANACe

> TOTAL PLAY SUMMARY

The average daily
total of play for
Australians of all
ages who play video
games is 83 minutes

The average time male video game The average time fgmale video
players play is 94 minutes game players play is 70 minutes

The typical daily casual game play, The typical daily in-depth game play
twice a day is 10 minutes is 1 hour

The average time
children play per
day is 106 minutes

The average time retirement age Average time working age adults
adults play per day is 61 minutes play per day is 82 minutes
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> REASONS PEOPLE PLAY GAMES

THETOPS 65 years and over ' . . . .
REASONS . . .
AUSTRALIANS
PLAY VIDEO 35-64 years . . . . . . .
GAMES .
1.Have fun 18-34 years .
2.Keep the Mind Active . ' . . . . .
3.De-stress

& N

4.Pass Time & «& e’ & &
PR G" @o@
5.To Be Challenged o

| - @WWGEA



> KEY FINDINGS

>CONNECTING > CONNECTING
TO GCGAMES rHROUGH GAMES
ames ran U/
END \ - \
MED‘IL_JM Commumcated . T
/ through games :
: m L_." /l_ s /=
MILLIDN —— = Q=
/ Households play Average \ Played socially } Have made frlends"
7 5 5 N\ through Games

y MILLION
{ Households with 2+

. game devices

/player now ‘_, — /
( \ 5_ 5 ‘—/Of parents pla:/zd \\, e
1 7 \ i with kids
\ -/ ..

..\‘. \ /
A MILLION \ - / e fri== X
\., Aussies play //' 2
\ 2 83
\ MINUTES/DAY
\, Average play
S>CONNECTING \. f
wiTH GCAMES N !

CONNECT b[_]G/\MES




DIGITAL AUSTRALIA 2022 D /\aE

> KEY FINDINGS

S>CONNECTING > CDNNECTING
O/ ANVIES wiTH FAMILIES

//{op #1 \"\ / LAy

Say games
connect people

Reason parents play with
kids is connection

\ \

TN — Tm Z "\\
&x SU%6\
> Familiar Say games improve — Learn with games >
/ with parental controls mental health at school /
B 5 /59 7
< 3 Call fo di it Producing games in AU 15
Parer;}tasn?getarlgles for 2 “'":‘;}em ":’°'s‘ y good for the economy /
y ) GaMes
S /
\\ Use walkthroughs Prefer using a game
\ subscription service,
\
\\ m s //
e
\ Post game play videos /
S CONNECTING \ , // S>CONNECTING
CGAMES AND CULTURE N M| G/AMES o  ECONOMY

CONNEC TEDGAMIES IGEA &Ry,
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$4.21 

(1]
: Digital
$1.5 Billion

$750 Million

Traditiona[ R_etail
$499 Million . 51.1 5 B'"lon
q’é«" o,

$251 Million

$607 Million $412 Million $128 Million




AU & NZ Outperform Global Market Since 2019 Off Console Markets

Australia & New Zealand Games Market Revenues | Forecasts toward 2025

- /\, $2,719M + 6 : 9 %

Australia Market CAGR

2,408M 2
$2,323M s $2,319M e
+9.1%
$1,824M a
New Zealand Market CAGR
2019-2025
_______ v
+6.6%
- 0
Global Market CAGR
2019-2025
$322M $315M $371M
— szssm
2019 2020 2021 2022F 2025F

Source: ©Newzoo | Games Market Reports & Forecasts | January 2023
newzoo.com/games -market-reports-forecasts n

newzoo



newzoo

Storefront

Apple App Store

PlayStation

Epic Games Store
Android App Stores
Nintendo

Xbox

Steam

2020

5,319,220
3,691,352
2,643,946
3,206,514
2,808,291
2,421,639

1,661,865

yi\ry

5,464,724
4,052,896
3,179,580
3,270,991
3,053,444
2,711,876

1,787,235

2022

5,640,810
4,233,334
3,533,947
3,313,689
3,156,602
2,863,870

1,898,218




@

newzoo

Best selling genres

1.Adventure games
2.Puzzle games
3.Battle Royale
4.Shooter

5.Role Playing



2023

TO ENTERTAIN ~ TO CONNECT

Launching 8 ‘ TO LEARN ~ TO CREATE  FOR FUN
August ~— 7

Sydney

www.igea.net for details

o‘_' BOND
&/ UNIVERSITY


http://www.igea.net/
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gamers in the
age of streaming

luke carmichael
head of advertiser partnerships
samsung ads
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Luke Carmichael

Head of Advertiser Partnerships, Samsung Ads

s}\sums Ads



Market share of Smart TVs
in Australia and worldwide







See the bigger picture I
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Linear Streaming Gaming

Away from the game - Aroundandin the gome
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Connected
consoles

™~

28,

A

Validated gamer
households

Games
played

SAMSUNG Ads






Total S AU
Samsung AU G([:]Srirégrs

T 69% 8476

Streaming Streaming

Share of Total TV Hours Watched - Q12023 SAMSUNG Ads
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L 8%

Increase in the number of
connected consoles Q1 YoY

SAMSUNG Ads
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+/3%

Growth in Next-Gen connected
consoles YoY

SAMSUNG Ads



Prev-Gen Gamers

O Next-Gen Gamers spend almost
= O a third less time watching TV vs.
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How to reach gamers

onthebigscreen =<
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Connect with the right gamers

QYIS

Console Users Genre Fan

| @R |

Lapsed Gamers Competitor Conquesting

B

Franchise Fans

&

Socio-demographics



Qualified Gamers
are reachable

Harness advanced targeting
capabilities to reach known gamers

Gamers are
Streamers

Capitalise on the growth of
streaming to connect with Gamers.

Aid Gamersin
discovery mode

Explore creative ways to position
your brand within smart TV
environments

—

J/ SAMSUNG Ads






SAMSUNG Gaming Hub SAMSUNG Ads

N



No downloads ¢
No storage limits
No console

i

U.S. partners shown.
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case study #1:
azerion and
new balance

caitlin huskins
commercial director
azerion




https://azerion.preview.ceros.com/lifest
yle-new-balance/page/page-
6412b6187449b

Qv azerion

Next. Level. Digital. Entertainment. Media.


https://azerion.preview.ceros.com/lifestyle-new-balance/page/page-6412b6187449b
https://azerion.preview.ceros.com/lifestyle-new-balance/page/page-6412b6187449b
https://azerion.preview.ceros.com/lifestyle-new-balance/page/page-6412b6187449b

