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in the game

In-game advertising provide opportunities for how brands to directly
influence gameplay visuals/audio with their messaging or alter the
gaming experience through skins and sponsored content.

around the game

The opportunities available to brands during the gaming experience
but not within the gameplay itself. Examples of this include in-app
rewarded video, interstitials and overlayed audio ads.

away from the game

Opportunities within gaming that exist away from the gameplay
experience itself. This includes streaming, esports, influencer and
content marketing



australians consumption
of online games and
game information on
smartphone, computer

and tablet

15.2 million

Australians (14+) consumed online
game content on web or apps
in June 23, spending on average

10 hours (594 minutes pp/m).

[ ]
Iab. & Source: Ipsos iris Online Audience Measurement Service June 2023, Age 14+, PC/laptop/smartphone /tablet, online population Games category and selected sub-categories.

australia

12.3 million consumed online
games

8.0 million consumed gaming
information content

excludes gaming console activity

games category by device
audience and share of total time per month

mobile

12.2 million
74% share of time

desktop tablet

5.4 million 1.8 million
5% share of time 21% share of time




outside of the main devices, gaming consoles are
the most commonly owned device

41%

of australians aged 14+
own a gaming console.

62%

of Australians aged
14-24 own a gaming
console.

other devices in the household outside of smartphone, computer, tablet devices

Gaming console (e.g. Xbox, Playstation)

1%

Streaming devices (e.g. Chromecast, Firestick, Apple TV) _ 39%
Smart watch (excluding fitness trackers) 35%
An internet connected set top box or DVR (e.g. Telstra TV, Foxtel IQ) 26%
Smart home device (e.g. Google Home/ Nest, Amazon Echo/ Alexa, o
Aool 26%
pple HomePod)
Fitness tracker (excluding smart watches, e.g. Garmin fit bit) 21%
E-reader (e.g. kindle) 16%

[
Iab. & Source; Ipsos iris Establishment Survey, June 2023, N=17,195 P14+
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there is diverse consumption of online games

games category by device share of total time per month

excludes gaming console activity

mobile desktop

Female,
31%
Male,
44%
Female,
56%
Male,
69%
age 55-64 age 14-24
spend most time pp/m spend most time pp/m
(1008mins) (225mins)

L ]
Iab|. M Source: Ipsos iris Online Audience Measurement Service June 2023, Age 14+, PC/laptop/smartphone /tablet, online population Games category
australia

tablet

Male,
57% Female,
64%
age 55-64
spend most time pp/m
(1410mins)



top 10

ga ming bra nds top 10 brands (website and app) game category

monthly audience (000’s)
(smartphone,
A,65)

computer '
and tablet)

15.2 million

australians (14+)
consumed online game
9 \, 138 \, 135 \, 05% 1, 003

content on web or apps
in June 23, spending on
average 10 hours

(594 minutes pp/m).

000's

1,439 1,370 1367 410
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excludes gaming console activity

Iab|. & Source: Ipsos iris Online Audience Measurement Service June 2023, Age 14+, PC/laptop/smartphone /tablet, top 10 brand group Games category
australia



The IAB Game Advertising Working Group conducted a survey in
June/July 2023 amongst 100 advertising decision makers working in
agencies and brands with experience or intention to buy game
advertising and marketing.

The survey was designed to assess industry understanding and use of
game advertising and prioritise initiatives to help marketers drive
business results.
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This wave 3 report compares results from wave 1 survey conducted in
August 2021 (IAB Attitudes to Game Advertising Report 2021) and wave
2 conducted in July 2022 (IAB Game Advertising State of the Nation
2022).
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experience with
game advertising



experience
Willh ga me experience with game advertising and marketing to date

advertising
43% 68%
349 have used game
advertising to date.

25%

regular usage this year 309,

Experience with game
advertising amongst [
mainstream advertising
agencies is mostly at the 18%

experimental stage with 68%
having experience with it 1%
(compared to 62% in 2022). 59, 7%
6 4%
In the current economic market, -

a small number have no plans

25%
21%

to experiment. Those with no It is a significant part It is regularly We have No experience with it No experience with it
plans to use it also commonly of our activity considered as part of experimented with it but have plans to use and have no plans to
say its not suitable for our activity it use it
business/client or they S 2eRE

specialise in other channels.

[ ]
Iab. Source; IAB Australia Game Advertising State of the Nation 2023 10
australia Q@ - Which of these best describes your organisation's experience with game advertising and marketing to date?



changes to
game
advertising
activity

Over half (52%) of those using
game advertising have
increased their activity over the
last 12 months.

[ ]
Iab. Source; IAB Australia Game Advertising State of the Nation 2023

changes in activity and participation in gaming advertising
over the last 12 months (amongst those using game advertising)

52% increased activity in the last year

A
f 38% |
32%
14% 129
l .
Significantly Somewhat Somewhat Significantly No change

increased activity increased activity decreased activity decreased activity

australia Q@ - How has your activity and participation in gaming advertising changed over the last 12 months?

11



changes to game
advertising activity

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

72% intend to increase activity next year

\

[ \
58%

22%
14%
] |
Significantly Somewhat Somewhat Significantly No change

increase activity increase activity decrease activity decrease activity

[ ]
Iab. Source; IAB Australia Game Advertising State of the Nation 2023
australia Q- How do you expect your activity and participation in gaming advertising to change over the next 12 months?

“Following successful test and learns, we've started
to include on 80% of our campaign responses
(pending audience relevance and available

budgets)”

“We've been recommending gaming environments
consistently for some time but are finally getting some
traction.”

“the client now sees the importance of gaming in
their media plans and has won awards in this
space heavily influencing the continuation of

gaming being considered and included on the

plans in the future”




changes in activity and participation
over the
amongst those using game advertising

increased activity over last year

38%
32%

14% 12%
5%

Significantly ~ Somewhat  Somewhat  Significantly No change
increased increased  decreased  decreased
activity activity activity activity

b Source; IAB Australia Game Advertising State of the Nation 2023
Ia ® Q- How has your activity and participation in gaming advertising changed over the last 12 months?,
australia Q - How do you expect your activity and participation in gaming advertising to change over the next 12 months?2

expected changes in activity and participation

in the next12 months
amongst those using game advertising

72% intend to increase activity next year

\

58%

14%

m H
|

Significantly ~ Somewhat ~ Somewhat
increase increase decrease

activity activity activity

22%

3%
I

Significantly  No change
decrease

activity
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methods of buying
game advertising



methods of buying game advertising

buying methods used for game advertising

72% 71%

Most game advertisers 589,
continue to buy directly

with the media owner . 449

choosing games and 43% ’ 41%

genres that suit their brand.

39%

There has been a shift with
respondents this year to
using programmatic
guaranteed deals.

19%

Directly with media owner Programmatic guaranteed Programmatically traded ~ Programmatic private
deals inventory on open marketplace deals

exchanges

2022 m 2023

[ ]
Iab. Source; IAB Australia Game Advertising State of the Nation 2023 15
australia Q@ - Which of the following advertising buying methods have you used for game advertising®



planning and
o o planning and buying game advertising with other media
bUYl ng Wll'h (always/sometimes)

other media

85%
75%

85% of game advertisers are 61%
planning and buying game
advertising collaboratively with
digital video, this has increased
from 70% last year.

54%
48%

independently  with digital with digital with digital  with digital out-
from other video display audio of-home

media

[
Iab. Source; IAB Australia Game Advertising State of the Nation 2023 16

australia Q- When buying game advertising what best describes where it typically fits into your campaign plang



agency

structure agency structure for game advertising

for game o6
advertising

There are some
specialists/experts being
called on, but two-thirds of
agency respondents
manage game advertising
via their digital media
team, so broad education
and knowledge building is

important.

18%

9%

Handled across our A specialist external  Local dedicated

digital media team agency specialist team

[
Iab. Source; IAB Australia Game Advertising State of the Nation 2023
australia @ - How is your agency structured in relation to game advertising?

Game advertising is
mostly handled by the
digital media team in

agencies.

5%
]

Global specialist

team

5%
]

Internal gamin
expert / lead

9

17



objectives and evaluating
game advertising



considerations for placement of game advertising

Audience suitability 86% 10%

Contextual targeting of placement 73% 25%

Suitability of the game content to brand values 69% 29%

Avoid particular game genres (eg violence) 63% 31%

Involves ways to create motivation with audience 61% 33%

Involves ways to engage with creator/influencer
content
Involves ways to engaged in sociability of the game 45%

B Maijor factor Minor factor

[ ]
Iab. Source; IAB Australia Game Advertising State of the Nation 2023

australia Q- When evaluating game advertising opportunities, which of the following considerations about ad placement are factors in your media decisiong

Audience suitability, context
and suitability of game to
brand values are major factors
when evaluating game
advertising opportunities.

Involving ways to engage with
creator/influencer content has
increased this year (major
factor up 5% pts).

Audience suitability
remains the key
consideration when
evaluating game
advertising
opportunities.

19



objectives
of game
advertising

While brand building remains the
most important objective, this
year there has been significant
increase in using game
advertising for purchase intent
and sales/conversions.

These changes are reflective of
the current economic market
driving focus on short-term sales.

[ ]
Iab. Source; IAB Australia Game Advertising State of the Nation 2023

objectives of game advertising and marketing

85%

I 72%

Brand awareness or perceptions

21%

b Joeio
vrchase/oction et | 577, &

53%

E t
rocserer! | 55

15%

Sc|es or conversions _ 38%'
Brand building

Inform /educate 41% is the #1 ob]ective

I - o
for game advertising

50% and marketing.

Incremental /extended reach
/ I

2022 m 2023

20

australia Q- What have been the objectives of the game advertising and marketing activities you've been involved with over the past year?



metrics used to
assess SUcCcess

Completion rates and reach
and frequency have
overtaken impressions
delivered as the most often
used metrics to assess
campaign success.

With the focus on driving
short-term sales this year,
usage of sales lift
measurement has increased

from 58% to 75% (usually

or sometimes).

[ ]
Iab. Source; IAB Australia Game Advertising State of the Nation 2023

metrics used to assess campaign success

Completion rates

Reach and frequency

Cost per completed view

Interaction with the campaign

Volume of impressions delivered

Brand awareness or brand perceptions
CPM

Brand safe, non-fraudulent impressions
Viewability (proportion in-view)
Targeting accuracy

Cost per action

Uplift in direct site visits

Attention time

Sales lift

Uplift in search behaviours

Social reaction to the campaign

australia Q@ - How often are you using the following metrics to assess campaign success for game advertising and marketing?@

38%

38%

40%

45%

47%

45%

47%

45%

A7%

49%

36%

4A7%

53%

47% *

51%

51% *
M Usually ™ Sometimes



ad formats used in
game advertising



ad formats used

game advertising formats used in the last year

°
n game Mobile game ads | 50
a dve rnl-isi n g Streaming adjacent display and video | NI /G-
Playable ads [ /-
Live Streaming video || NG £ <

S/_\Okl)lle an st.;leomlngrodp?eng Game influencer marketing and ambassadors || GGG /1 2
ISplay and video conrinue 10 be
the most used game ad formats. Blended/intrinsic in-game display and video | G3O:

: irect in- K
There has been growth in usage Direct in-game product placement 31%
of playable ads and game Rewarded video | NN ' </
!nﬂuencerfr:;]crkehng .CIS V\F/e” Gst Direct brand engagement (custom activations) || G 312
In some o € emerging rormarts
such as shoppable, brand Esports sponsorships (leagues, teams, players) | N 31 -
extensions and metaverse. Interstitials _ 30%

Game content marketing (bespoke advertorial/video) | RN 3O
Shoppable formats | G 252
Brand extensions (on-pack, branded cross-promotions) | G 249
Metaverse activations ||| GcTcGGEEEE 122

[ ]
Iab. Source; IAB Australia Game Advertising State of the Nation 2023 23
australia Q@ - Which of the following game advertising and marketing formats have you used in last year or do you intend to use in next year?



game advertising intend to use in the next year

Streaming adjacent display and video 26% 59% “Game developers are finding
Live Streaming video ) 549, innovative ways to seamlessly
integrate advertisements into
Game influencer marketing and ambassadors 24% 50% | ) : ;
gameplay without disrupting the user
Brand extensions (on-pack, branded cross-promotions) 30% 47% experience. This includes product
Mobile game ads 55 459 placements within games, dynamic
ad placements and sponsored events
Playable ads 19% 25% 44% or cha//enges_ “
Game content marketing (bespoke advertorial or viral video) 17% 26% 43%
e .
Shoppable formats (direct response ‘shop now’ button in game ads) 30% 4% /rr.r m(?sf excn‘ed abouf‘Esporfs
activations and integrations.
Blended/intrinsic in-game display and video 19% 41% | believe it is slowly becoming akin to
Direct in-game product placement 22% 41% traditional sports. ‘
Direct brand engagement (custom gaming audience activations) 26% 39%

“I have used several formats in the
Inferstitials 13% 25% 38% past with in-game advertising as the
most recent. | am most passionate

Esports sponsorships (leagues, teams, players) 22% 35% o
metaverse game activations and |
Metaverse acfivations 30% 34% believe that the slowdown in
Rewarded video 17% 17% 349% metaverse interest is just temporary.”
B Used and will use again Intend to use for the first time
°
Ia e Source; IAB Australia Game Advertising State of the Nation 2023 24

australia Q@ - Which of the following game advertising and marketing formats have you used in last year or do you intend to use in next year?



fit for purpose
creative in game
advertising

Nearly half of advertisers rarely or
never develop tailored creative
executions for game environments.

Almost half (48%) of advertisers have
used a local creative agency.

Given the strong impact from creative its
worth the effort to invest in strong
impactful creative that is designed for
the specific game environment.

o
Iab. Source; IAB Australia Game Advertising State of the Nation 2023

frequency of developing tailored creative executions

Never, 18%

Rarely, 31%

australia @ - How often does your company/client develop tailored creative executions for campaigns in different game environments?

Always, 14%

Sometimes, 37%

25



key drivers and barriers for
using game advertising



top drivers of continuing to use and recommend game advertising

Effective at brand building || G 53
Diversity of gaming audiences _ 51%
Higher audience attention and engagement || G 25
Access to harder to reach audiences ||| GGG 25
Reach audiences at scale |G 25
Better targeting and personalisation || GGG 23
Incremental reach |G 20
Access to gaming talent and influencers |GGG 34
Innovative ad offerings || GGG 5%
Brand integrations and custom executions _ 32%

[ ]
Iab. Source; IAB Australia Game Advertising State of the Nation 2023

australia Q@ - Which of the following are key drivers for continuing to use or recommend game advertising and marketing? Please select all that 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.

“The ability to target individuals that
meet a defined set of characteristics

with ads that hold their attention and
drive a response.”

27



key ba rriers top barriers for increasing investment in game advertising
for increasing
inVESI'men'l' Brand safety

47 %

Brand safety has Measuring campaign success 36%

increased to become the
#1 barrier for increasing

investment in game Brand suitability
advertising.

36%

Evidence of effectiveness for brand

and/or ROI 4%

How it can work in combination with P
32% ‘Attribution and

getting consistent
measurement.”

other media

[ ]
Iab. Source; IAB Australia Game Advertising State of the Nation 2023 28
australia Q- What are the 3 biggest barriers preventing more investment in game advertising and marketing2 Please select up to 3 responses.
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Most mainstream agencies are experimenting with
game advertising and marketing, 68% have used
game advertising to date but it is not yet embedded as
a significant or regular part of digital activity. There is
strong appetite to continue investing with 7 in 10
advertisers intending to increase activity and
participation over the next 12 months.

Brand building remains the key objective for game
advertising campaigns and key driver for investment.
With the current economic conditions this year there
has been significant increase in also using game
advertising for purchase intent and
sales/conversions (consistent with findings on video
advertising this year from the IAB Video Advertising
State of the Nation). The usage of sales lift has also
increased as a measure of campaign success.

Diversity of gaming audiences also remains a key
driver for usage and higher audience attention and
better targeting have increased as drivers of using
game advertising since last year.

Advertisers are experimenting with a wide range of
game advertising formats, including the most popular
streaming adjacent display/video and mobile game
ads, as well as growing usage of emerging formats
such playable ads, game influencer marketing,
shoppable, brand extensions and metaverse.

Game advertising is handled across digital teams
within agencies and, when undertaken, is often
planned and bought with other digital media,
increasingly with digital video advertising.

Audience suitability is a key consideration when
evaluating game advertising and marketing
opportunities. Contextual placement and suitability of
game to brand values are also major factors. Involving
ways to engage with creator/influencer content has
increased as factor of consideration this year.

Brand safety has increased to become the #1 barrier
for increasing investment in game advertising.
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