


The growth in gaming

The advertising opportunity

The future of gaming



Azerion

The media and 

entertainment platform 



• 19,000+ owned and operated games

• AAA, Casual, and Social/Metaverse

• 4,800+ game portals 

• 3 metaverses 

• 353m unique monthly game plays 

• 500m+ monthly active users

Azerion is uniquely placed to serve the 

interest of game creators, consumers, 

publishers, and advertisers



The growth of gaming



39%
increase in time spent playing 

- nearly 14hrs a week! 
Source: Statista 2022

63%
increase in the UK gaming 

population – now +36m players

Gaming has accelerated since the pandemic and cost-of-living crisis



Playing games helps people

By creating a positive experience

Instant Reward

Triggers brain satisfaction similar to 

that activated by sport and 

personal life experiences

Relieves Stress

Dopamine is generated which 

brings shots of happiness to 

help relieve daily stresses

Safe Escapism

Playing offers distraction from 

the negativity, news, politics 

and hate speech 



Providing a massive 

opportunity for brands to:

Benefiting from the ‘halo effect’
- where advertising is better accepted in 

environments that users perceive as positive.

Engage new audiences and 

communities…

At moments of leisure when they are 

most attentive….



Gaming is the world’s most 

popular form of paid 

entertainment (even 2019 pre-pandemic)

$20B

$104B

$144B

Music

Film

Gaming

Source: 2019 Newzoo / PWC /  IFPI

Rising to $175bn in 2021

-

Bigger than Film & 

Music combined



Big Tech now playing the game



With billions of players 

across the world...

Source: 2021 Newzoo



...and an increasingly diverse audience



The ‘gaming experience’ increasingly represents a 

channel your audience is using



Where audiences go...

...ad revenue follows..!

Gaming is the new social media



The advertiser opportunity



IN

the game

AROUND

the game

AWAY

from the game

Customised user experiences

Three core areas of creativity



2023 predictions



Predictions, challenges and 

opportunities for 2023

Gaming is increasingly accepted as 

mainstream

In light of this (and the cost of living crisis) 

Gaming as an advertising platform must 

improve it’s accountability and 

effectiveness.

Measurement and insight is key 

maintaining sector momentum



Brand Uplift

Awareness, perception, consideration

Attention

Visual engagement, attention time, 

and attentive interactions

We don’t mark our own 

homework- Independent measurement

Performance

Custom KPIs

Hygiene factors, audience verification, 

lead generation, sales



Gaming is mainstream

There are a vast range of creative ways to engage with these 

consumers

Audiences are passionate communities – remember this

Deliver experiences that work for Publishers, Advertisers and 

Consumers

Measure, test and learn



Thank You

For all advertising enquires 

please speak to:

Toni Lepistö:

t.lepisto@azerion.com

mailto:t.lepisto@azerion.com


Appendix:

Examples of Azerion gaming 

advertising products



• Deliver ad content directly 

into the fabric of the game

• Enhancing user experience

AAA: Azerion and 

Bidstack gaming 

partnership

Programmatic in-game advertising 



• Over 3,000,000 players 

• 52 minutes of attention per visitor

• 545,000 items of merch sold 

• Interactive quiz to maintain engagement

We recreated the Love Island villa 

into our metaverse so everyone 

could enjoy the experience

Social Games:

Virtual shops, shows, experiences



Casual Games:
Simple, fun, free to play games 

with advertiser value exchangeReward video



Casual Games - Reward Video 

a unique value exchange for audiences and brands



Gamification of display and video solutions on 

publisher sites and social media 

Gamification:

Display 



Gamification:

Display 

Using gamification to create 

interactive display



Using gamification to create interactive video

Gamification:

Video


