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IGA Worldwide: Positioning

Electronic Games Industry Advertising Industry

?
- Media Budgets
- Technology
- Planning
- Licensing
- Consulting
- Inventory Mgm.
- Reporting

- Access
- Technology
- Consulting
- Media
- Strategy
- Creative
- Licensing

IGA Worldwide, Inc

In-Game Advertising

Computer & Video 
Game publishers 
require assistance 
in utilising their Ad 
inventory in order to 
generate new 
revenue sources

Advertisers and  
Agencies require 
assistance in finding 
optimal ways to use 
video games as an 
advertising medium 
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Another ‘new’ medium?

COMPUTER GAMES HAVE BEEN WITH US FOR 25 YEARS

� The first generation that grew up with electronic games are now in their 
30’s

� Those that missed out are being introduced to it by their 
children/partners/friends

� Integration of TV and gaming hardware - boosting the penetration into 
the living room

� A favoured entertainment medium – games *instead* of TV not just *as 
well as*
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It’s not just us saying this

"The median age for a video game player is 29, and it's not an acne-faced 
teenager in his bedroom."
Brad Adgate, SVP, Horizon Media

“Video game software (will) surpass Internet access as the fastest-growing 
overall consumer category, worldwide.”
Pricewaterhouse Coopers

“Video gaming is the fastest growing form of entertainment, and young 
audiences consistently rank the Internet and video games above TV.”
T.L. Stanley, AdAge

“Games are to young people what television was to previous generations - they 
fill their free time and provides points of reference for friendships.”
Erick Hachenburg, GM of EA.com
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Some numbers…

� $25 billion in revenue globally in 2005 (PWC), rising to $55 billion by 2009

� Nielsen 2004

TV viewing amongst US gamers declined by around 12% (circa 20% for 
18-24 male gamers)

18-24 male gamers increased the amount of time gaming by 20%

Male gamers aged 8-34 spend 12.5 hours p/week gaming Vs 9.8 for TV

� Forrester 2006
77% of US 16-25 Men regularly play

94% of US 12-17 Men regularly play
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Some European numbers…

� 37m Active Gamers in UK/Germany/France/Spain/Italy*

� Average of 10.9 hours per week spent gaming*

� Over 400m eyeball hours per week*

� 34% play for over 8 hours p/week**

� 63% play for over 1 hour at a time**

* GameVision Europe 2005
** Nielsen Interactive Entertainment/ISFE 2005
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The demographic myth

IT’S NOT JUST SPOTTY YOUNG BOYS

30% female*

55% are over 20 years old*

27% over 36 years old*

* GameVision Europe 2005
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PERSPECTIVE

� Games typically take between 10 and 200 hours to complete

� A top-selling game can sell around 5 Million copies

� This implies 50 Million to 1 Billion eyeball hours for such a game

NFL Madden 2004: 400 Mill. eyeball hours

“The Sopranos” 2004: 143 Mill. eyeball hours

Eyeball hours
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Games As an Advertising Medium

Source: Yankee Research Group Spring 05

2004

$117.6m

2009 
$806m

This market has been under exploited…

…until now
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THE IN-GAME ADVERTISING SPACE

(Trackable) 
Product Placement

In-Game Banners (casual & mobile games)

Dynamic Campaigns

Plot 
Integration

Product Range and Segments



18

Dynamic In-game Advertising (DIGA)

Flexible, updateable, localised and tracked brand 
campaign within the in-game space

� latest evolution of in game advertising 

� variety of different ad formats, locations and types 

� static imagery, video and audio

� Ad formats, locations and ratios are closely tied to their real 
world counterparts
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Target Platforms: PC, PS3, Xbox 360, PSP, Mobile

US

Europe

Asia

Advertiser

PC
Console

Handheld

PC
Console

Handheld

PC
Console

Handheld

Aggregated
Reach

Campaign Metrics
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Advantages

Flexible 
Booking

Large 
Audience

No Wasted 
Frequency

Campaign 
Flexibility

Involved 
Users

True 
interactivity

Quick 
Cumulative 

Reach

Advantages

Short lead 
times
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DIGA Examples
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Example - Ben Sherman
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Example - T-Mobile
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Example - Orange
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Example - Orange
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Example – eSports World Cup
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Example – Casual Game
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Static In-Game Advertising (SIGA)

A fixed and permanent integration of a brand into a  game

� Primary kind of brand and advertising integrations

� Seen in the videogames sector over the last two decades

� Helped to create realistic environment 

Can’t be tracked, reported against, removed or updated.
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SIGA Examples
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SIGA - Examples
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SIGA - Examples
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SIGA - Examples
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Product Placement

The integration of a contextually relevant brand pr oduct into a 
game environment

� Like TV, but  with increased levels of user interactivity

� Brands can integrate into relevant and realistic environments where a 
gamer can interact with it

� Historically not trackable, but we are now able to track placements in 
some enabled titles
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Product Placement Examples
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Product Placement - Examples
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Product Placement - Examples
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Product Placement - Examples
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Plot Integration

The integration of a brand into the plot or mechani cs of a game 
where the brand’s benefits are positively experienc ed

� Interact and actually experience a brand / product and benefit within the 
virtual world

� Seamlessly integrates the brand or product into the fabric of the 
gameplay

� Adds value or functionality to the game experience itself

� Plot integration is a hard-coded offering although we are able to track 
exposure and quality of brand experience
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Plot Integration Examples
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Plot Integration Examples



41

Plot Integration Examples
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Plot Integration Examples
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Plot Integration Examples
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Plot Integration Examples
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Plot Integration Examples
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Plot Integration Examples
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Plot Integration Examples
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Reporting via the Radial Network

IMPRESSIONS HAVE TO ‘QUALIFY’

� Time on screen

� Size on screen

� Impressions are totalled and reported along with data such as game session 
length, session locality, average viewing angle, time-of-day, day of week etc.

You only pay for what is delivered
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REALISM

� Majority of gamers embrace advertising  - it adds realism to the experience

� 96% of the people that recalled seeing Jeep in American Wasteland felt 

that the vehicles fitted well in the game (Nielsen)

NON-INTERRUPTION

� Perceived as positive by gamers 

� BUT only as long it does not interrupt the game play experience

Nature of in-game advertising
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Effects of in-game advertising

ENGAGEMENT

� Alert to every element on the screen

� Focused and actively involved in the environment

� Playing games is the most fun entertainment

� Certainly not passive
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Effects of in-game advertising

HUGE LEVELS OF RECALL AND AWARENESS

� Cingular achieved 69% unprompted recall of their placement in 
Need For Speed Underground 2 (Nielsen)

� Flash Car Wash saw a 60% increase in awareness amongst 
those exposed to it in London Taxi (Nielsen)

POSITIVE EFFECTS ON PURCHASE INTENTIONS

� 51% of American Wasteland players would recommend a Jeep 
to a friend, 65% would consider (eventually) buying one 
(Nielsen)
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Case study – T-Mobile Mates Rates

THE BRIEF

MediaCom approached IGA as T-Mobile were trying to reach young mobile 

phone users (16-24) in a new and innovative way

Existing media outlets were suffering from clutter and not cutting through to 

this young market

In line with their desire to be first movers T-Mobile and MediaCom identified 

in-game as being an effective way of engaging with their target audience
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The Campaign

THE CAMPAIGN

IGA identified a number of titles into which dynamic (DIGA) adverts were 
placed

Copy consisted of in-game posters, in-game sports hoardings and trackside 
posters

Placements were geo-targeted and restricted to the UK

Additionally 100,000 golf loving 16-24 yr olds were targeted with an 800k 
Custom Play Golf PlayMail.

Consisting of a ‘nearest the pin’ one hole challenge players were invited to 
text their results for a chance to win a set of clubs 
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Campaign example
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Campaign example
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Results

RESULTS

The campaign is still on-going, but interim results have shown that 

awareness of T-Mobile in-game adverts in the first month was 25%

Amongst the gamers awareness of Mates Rates has increased by 30% to 

date
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Conclusion

Gamers are an attractive target audience

They are older and more sophisticated than many people think

They exist in huge numbers

Advertising in games does not require long lead times

Dynamic ad networks enable high reach campaigns, connecting your brand 

with an engaged audience
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Who we are
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Some of our headlines…
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And finally…

“Computer games don't affect kids, I mean if Pac Man had affected us 

as kids, we'd be running around in a darkened room munching pills and 

listening to repetitive music…”

Kristian Wilson, CEO, Nintendo Gaming Corporation, Inc, 1989
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Thank you for your time

Tom Hosking

European Media Director

www.ingameadvertising.com


