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Why Gaming?
Universal Media Channel Multi-Device

Massive Market Worth The New Social Media

There are more gamers than ever 

before, and they are more diverse, 

with more women and families 

gravitating to virtual worlds.

Multi-console and device 

ownership for gaming is the norm. 

Gamers don’t want to be limited to 

playing on one device.

The gaming industry is worth 

$159.3 billion, which is more than 

the combined value of the moving 

and music industries, at $60.8 

billion.

Gamers enjoy sharing their 

gaming experiences with other 

gamers, which makes video 

games an excellent platform for 

influencer and word-of-mouth 

marketing.

The gaming industry has 2.8 billion players 

globally and shows no signs of slowing 

down, as the love of gaming is shared by 

young and old alike.

Clearly, the time is ripe for brands to get involved. Captivating in-game 

activations include Stormzy appearing in Watch Dogs: Legions for his single 

Rainfall, the Christopher Nolan films featuring in Fortnite, Burger King’s 

sponsorship of Stevenage Football Club to leverage the club’s online presence in 

FIFA and even the UK Government turning to gaming to deliver important public 

health messages. 
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The New 
Social Media

Example of Nikeland in Roblox

Video games are now resembling a new 

social network. Since the rise of 

multiplayer games with social networking, 

gamers can chat with friends and anyone 

around the world.

The prevalence of streamers, sharers and critics on social media means 

that brands can extend their reach by benefiting from free social 

amplification. In fact, 58% of gamers get their information about games 

from social media which may including new updates and the latest skins.
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Custom 
Content is King

Tommy Hilfiger’s Fall 2020 Collection in Animal Crossing

1 in 4 gamers purchased a micro-transaction 

in the past year. Downloadable custom 

content (DLC) is supercharging the gaming 

experience for players

Gamers love DLC’s and more so when it’s offered by their favorite brands. 

Activision Blizzard made $1.2bn from microtransactions between July and 

September 2020 alone. Console gamers are more likely to spend on add-ons with 

female gamers being the most welcome to custom formats.
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= Brand blind spots that In-Game ads can access

TV

Audio

Outdoor

Press

Social

Display

In-Game

TV viewership is expected to fall to 

52% in 2022, from 73% in 2017.

Source: Deloitte, 2021

More than 50% of gamers would rather 

play games over watching or 

streaming TV.

Source: PocketGamer.biz, 2020

Social Media: Large advertising 

investment compared to 

gaming

Gamers: Spend at least 1 hour 

gaming per day compared to 2 

hours of social media

Source: GWI 2019

Display: Around 42% of users worldwide use 

some form of ad blocking. Ad block, is one 

of the most popular ad blocking 

extensions, reports around 65m active 

users. 

Source: Ayima, 2021

Gamers: No adblocking 

in-game ads

86% of internet users play games on any kind of device, 

with an average of 35% of gamers using PC/Console 

devices.

Source: GWI  2021

Why gaming - well placed to reach the unreachables
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There are 1.1 million mobile gamers in Greece, making up 44% 

of the Greek internet population. Mobile gaming has become a 

part of daily life in Greece, with 60% saying they play 

smartphone games daily, and the majority (35%) spending over 

an hour a day on mobile gaming.

Gaming in 
Greece

Rather than avoiding mobile ads, Greek mobile gamers embrace them, and 88% agree that they 

would prefer to watch a video advertisement to earn extra lives than pay money. These ads don’t go 

unnoticed with 24% saying they do remember the ads they’ve seen and 54% saying they at least 

sometimes do.
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Bidstack – who are we?
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Bidstack Identity

Bidstack is the leading in-game advertising 

technology platform.

We help brands deliver real-world brand 

experiences that fit seamlessly into gaming 

environments. 

#GetInTheGame



Bidstack



Bidstack

2021 Brands | Global Reach



Bidstack

Advanced Reporting:
Introducing Lumen

Lumen Research are attention specialists that utilise eye 
tracking and heat mapping technologies to measure and 
predict the reality of visual engagement. 

Through Lumen’s patented technology we are able to effectively measure:

Attention

How much a gamer looks at an ad in typical session.

Recall

How well consumers recall the brand after viewing it in-game.

Brand Uplift

Whether exposure to in-game ads has an effect on brand perceptions.

Purchase Intent

Whether viewing an ad in-game makes gamers more likely to purchase a product.

ATTENTION PER 000 IMPRESSIONS (SECONDS)

2217.0

2022.0

1480.0

1275.0

1052.0

878.0

Hyper Scape

- Burberry

Facebook Press OOH Mobile

Display

Desktop

Display
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Brand Solutions
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Brand Solution Pillars

In-Game Advertising Custom Integrations eSports Sponsorships
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Bidstack ad formats

In the Game

In-Game (mobile, PC, console, VR, cloud)

Around the Game

Video (Rewarded Video)

Around the Game

In-Menu

In-Game In-Menu Rewarded Video
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Delivering 
Passion Points

During sporting tournaments fans regularly 

look to ways they can amplify their enjoyment 

of the event. 

One of these methods is playing games to 

heighten the experience.
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Custom 
Integrations
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Matt Blackholler – Director, Programmatic Sales EMEA

Email: matt.blackholler@bidstack.com

Telephone No: +44 (0)749 533 8105

bidstack.com

@bidstack

@bidstack

@BidstackGroupPLC

@BidstackHQ

Get In The Game


