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1. Quantitative Research 

Primary data collected in partnership with Bounce 
Insights. 307 people from Dublin, Leinster, 
Munster, Connacht, and Ulster, who identify as 
gamers, answered a questionnaire about their 
attitudes and behaviours. The respondents were 
both male and female, aged 18 to 64.

(This sample size gives us a 95% confidence level 
with a 6% margin of error)

How we developed 
this study:

3. Interviews with experts

Lauren Kavanagh 
Innovation and Partnership 
Director at Omnicom Media 
Group Dublin

David Madden  
CEO of PlayerWON

2. Desk Research

Research into the available data on gaming in the world and in 
Ireland, including trends over time, the data underpinning them, 
and how Irish benchmarks compare to those of other peer 
nations.

Barry O'Rourke 
Journalist with a passion for gaming 
and technology

Ben Finnegan
Head of Esports & Gaming and 
Founding Member at 
Epic Global

Sinead HoseY
Co-founder and COO at Epic 
Global

Trev Keane 
Group Commercial 
Director and Founder at 
Epic Global

Alan Swan 
Leading Branded Content 
Partnerships for RTÉ

Manuel Correia 
Senior Game Designer at Resolution 
Games



66% of all adult gamers in Ireland 
are over 35.

The Game Awards had 6 
times more viewers than the 
Academy Awards in 2023.

Gaming is not just for guys as 48% 
of gamers in Ireland are female.

In its first 2 weeks, Hogwarts 
Legacy generated double the 
global revenue of Avatar: The 
Way of Water’s opening weekend.

Ireland has the third highest 
penetration of video games in Europe.

Gaming isn’t just for kids as 
over 50% all adults in 
Ireland play video games. 

Cloud gaming will further increase 
the penetration of video games and 
allow for more opportunities to 
interact with audiences.

Contrary to the cliché, gamers are 
more physically active than the 
overall population.

Gamers spend more hours per week 
playing video games than watching TV.

HIGHLIGHTS



GAMING
IS BIG BUSINESS



The history of video games began in the 1950s and 1960s when computer 
scientists started creating simple games and simulations. Back then, video 
games were a niche within a niche. By the mid-1970s and early 1980s, video 
games began to gain mainstream attention thanks to affordable microprocessors 
that enabled large-scale production and commercialisation.

In homes and high street arcades, the likes of Pac-Man, Mario and Sonic the 
Hedgehog, Atari, Nintendo, and Sega became global brands and commercial 
phenomenons.

The teens who played these first generations of video games are now in their 50s. 
Subsequent generations, growing up in the late 1980s and 1990s, increasingly 
viewed games consoles and computers as standard household items, as 
essential as a TV or stereo.

As the technology advanced, so too did the ambitions of video game developers. 
Today, a video game often feature visuals that are indistinguishable from real life, 
and feature storylines that to rival anything offered by on TV or in cinemas. 

There are games available to cater any mood or interest, from the profound 
narrative storytelling of The Last of Us to to mind bending puzzle games like 
Viewfinder.

Looking back
To 1950s from 2024

We came here from Pac-Man



Video games have become the latest cultural revolution.

Thirty years ago, when parents chided their children for spending too much time 
playing on their Sega or Nintendo, they couldn't have imagined that those same 
children would, three decades later, be managing multi-million-dollar strategic 
plans aimed at making their companies relevant to adult video-game players.

Gaming now stands at the intersection of entertainment and technology, serving 
as a cultural touchstone that influences and often eclipses other sectors like 
music and sports.

Titles such as Red Dead Redemption 2 and Grand Theft Auto V had development 
costs that surpassed those of many of the top 10 most expensive movies ever 
produced. And those investments have paid off handsomely.

Hogwarts Legacy, the 2023 Harry Potter game, amassed $850 million in global 
sales in its first week. This exceeds the opening figures for some of Hollywood’s 
highest-grossing openings, including A-List franchise instalments such as Avatar: 
The Way of Water: Avengers: Infinity War, Spider-Man: No Way Home and Star 
Wars: The Force Awakens.

(Source: Variety.com 2023)

A BATTLE OF GIANTS

In its first 2 weeks, Hogwarts 
Legacy generated double the 
global revenue of Avatar: THE 
WAY OF WATER’S opening weekend.



Esports

Beyond the at-home experience, various esports championship finals and events 
are filling large arenas and stadiums in both Eastern and Western countries.

The Game Awards

Forbes has reported that, for the second year in a row, The Game Awards is 
growing at 20% annually, boasting 103 million viewers. By contrast, the 
Academy Awards - or Oscars - attracted just 18.7 million US viewers in 2023, 
and a mere  10.5 million in 2021.
(Source: Forbes)

Reshaping gift-giving in the US

Video games have become a source of real excitement for adults, often a very 
assuming a special place in their purchase behaviours. In the United States, 
where over 60% of the population identify as gamers, one out of every three 
adults (32%) intends to purchase video game gifts during the holiday 
season, either for themselves or others. This percentage increases to 57% 
among parents. Those adults planning to buy video game-related gifts anticipate 
spending an average of $485.

In just a few years, we'll see an emerging generation of adults with an even deeper 
interest in video games.

A significant portion of American children, including 59% of girls and 86% of boys, 
express their intentions to request video game-related items as holiday gifts. The 
top five desired items include game subscriptions (39%), gaming consoles 
(38%), gaming gear/accessories (32%), in-game currency (29%), and physical 
video games (22%).
(Source: Entertainment Software Association 2023)



IRELAND
IS An island OF GAMERS



Ireland is no outlier in the massive growth trend that video games have been experiencing.

Revenue is huge

Games and game-related activities, such as live streaming, are expected to generate over 
US$700 million (€637.84 million) in Ireland by the end of 2024. 

Growth will come from cloud gaming

With the rise of cloud gaming (addressed in detail later in this study) and the subsequent 
elimination of costly barriers-to-entry, the market is projected to grow by 27.5% in the next three 
years, reaching almost US$892.44 million (€813.19 million) by 2027.

Streaming

A key driver of this growth is streaming. Streaming is an an area of the gaming world that should 
be of particular importance to marketers, as opportunities abound for businesses and brands to 
partner with some of the most popular creators in that space. We will explore the opportunities 
within both cloud gaming and streaming throughout this report.

(Source: Statista Market Insights 2024)

IRELAND:
An ISLAND OF GAMErS

Game-related activities is expected to 
generate more than €700 million by 
the end of 2024.



Video games have a penetration rate of 53% in the population of Ireland. This is greater than in 
mature markets such as the United States, and also in progressive Scandinavian countries like 
Finland and Norway. This fact might come as a surprise to many people, and it’s easy to understand 
why.

The growth of video games in the country has been mostly a silent phenomenon, with the majority of 
people playing single-player games. Gaming, therefore, is something that happens mostly inside the 
home, away from the public gaze.

Gamers tend to talk about games mostly with other gamers, keeping the conversation in something 
of a closed loop. The sizeable minority who have yet to explore gaming as a leisure activity, therefore, 
may simply not know what they’re missing.

Ireland:
Gaming in the mainstream

Ireland has the 3rd largest 
user penetration of video games 
in Europe, 7th in the world.

User Penetration:
United Kingdom: 64.5 / Japan: 60.2 / South Korea: 58.3 / Sweden:56.6 /
Mexico: 55.7 / Dominican Republic: 54.1 / Ireland: 53.6

(Source: Statista Market Insights 2023)



A way to unwind

According to a research conducted by Censuswide on behalf of Pure Telecom in 2024, 50% of 
adults in Ireland play online games. Pure Telecom’s survey also found that adults in Ireland who 
play online games do so as a way to relax, with 35% finding that it helps with their mental health.

This shows that gaming has become as commonplace as watching TV. Just as a person might 
unwind after a long day by watching Netflix, another might choose to pick up their Nintendo 
Switch & spend a few relaxing hours playing the latest Zelda.

Unlike TV, the gaming audience is active

While both forms of entertainment offer a means of escape, video games provide a more 
interactive, immersive and mentally stimulating experience. Players are not just passive 
observers, instead becoming active participants in the narratives presented by the games.

Up to 20 hours spent gaming

This sizeable majority of people, playing about 19 hours a week, are driving a shift in 
entertainment preferences and the nature of how we spend our leisure time.

(Source: Kantar TGI 2022)

Gaming as entertainment

GAMERS SPEND MORE HOURS PER WEEK 
PLAYING GAMES THAN WATCHING TV.



We must start looking at video games as a mainstream form of entertainment, alongside the likes 
of video streaming and music streaming platforms, broadcast TV, and radio.

Comparisons with well-known entertainment platforms might help us to comprehend the size of 
the prize.

In 2022, it was estimated that around 2 million people in Ireland played video games. 2023 data 
pointing to a 53% penetration of video games, with that number rising each year. 

Specialists in the industry speculate that the real number of gamers may ve even higher. 

“There are a lot of people out there playing games frequently with friends, or maybe playing casual 
games like Candy Crush, and not necessarily declaring themselves as gamers,” says Manuel 
Correia, Senior Game Designer at Resolution Games and former board member of IMIRT (Irish 
Game Makers).

Leisure time is finite. And so as more people spend more time gaming, brands must consider how 
to reach their audiences in this new frontier. 

(Source: Statista Market Insights 2023)
(Source: CSO)
(Source: RTE)

Gaming at scale

Ireland’s gaming population is double 
the tv audience of the gaa 
all-ireland final.

5.15 million 
people

OVER 2M
Players

1.085M
Viewership on 
ALl-Ireland

Senior Football
FINAL



GAME OVER
FOR GAMING MYTHS



Gaming is associated with a number of unhelpful myths; myths that we’ll unpick 
over the next few pages.

Gaming’s level playing field

Gaming’s gender imbalance is far less pronounced in reality than in perception. 
While there remains a male-skew when it comes to gaming professionals, the 
player landscape is close to parity.

Research conduct with Bounce Insights in August 2023 revealed that the 
gender split amongst casual gamers is 52% male to 48% female in ROI. 
This is similar to the US where in 2023 46% were female.

This is driven in part by a rise of mobile gaming, and a proliferation of titles that 
offer a communal experience that inspires sharing in mainstream social media 
conversations. 

Female voices in gaming are growing quickly in influence, and gaming culture is 
infinitely richer for it.

(Source: Statista 2024)

Breaking the myths:

Gender

IT’S A near-50/50 SPLIT BETWEEN 
FEMALE AND MALE GAMERS.



There’s a  persistent myth of the sedentary gamer. However, a YouGov survey from February 2023 
revealed that gamers in Australia, Britain, India, UAE, and USA all visited the gym more often than 
their non-gaming counterparts. This supports the notion than gamers generally prefer active pursuits 
over passive ones.

Our own research supports this fact. As almost half of Irish gamers (45%) hit the gym, a huge 
72% of them exercise regularly outdoors, and more than half (52%) exercise at home at 
least once a week.

Not only are gamers active, they’re also more health-conscious than the myth might suggest - just 3 
out of 10 gamers eat junk food while gaming.

Opportunities for brands

For brands, this raises two immediate opportunities. 

Firstly, gamers can be reached via media channels far beyond the games themselves. 
Gaming-centric messages are likely to resonate at the gym, on the street and on TV, not just on 
Twitch. 

Secondly, gamers may respond well to brand initiatives that are more active and participatory. It’s an 
audience to engage with, not one to talk at. 

Breaking the myths:
Physical activity

Contrary to the cliché, gamers 
are more physically active than 
the overall population.



Let's challenge the age-old notion that gamers are predominantly teenagers and 
students. The reality paints a very different picture.

Our survey from 2023 shows that only 13% of adult gamers are aged 18 to 24.

The highest percentage of adult gamers in Ireland are aged between 35 and 44 
(27%), with 66% of adult gamers being aged over 35.

In fact, the global average age of a video game player is 35.

Gamers span across various age groups. In fact, for many adults in their 30s and early 
40s video games are as much a part of their cultural landscape as going to the cinema, 
listening to the radio, or watching live sport.

In other words, gamers are potential car buyers, mortgage customers and household 
decisions makers. 

(Source: Playtoday.com & Statista)

Breaking the myths:

AGE
GAMERS ARE OLDER THAN YOU THINK

13% 

23% 

27% 

21% 

16% 

18-24 25-34 35-44 45-54 55-64 
0%

7%

14%

21%

28%



The other myth we’ll debunk is the idea that gamers are isolated or insular, engrossed solely in their 
gaming worlds and oblivious to other market categories. This couldn't be further from the truth. 

Our research showed that 23% chat with other people in the home while gaming; 22% chat 
with friends via messaging, and 13% chat with friends via voice apps. This suggests that 
gaming is, for many, a highly social pursuit. 

The gaming community  don’t stray too far from some of the general consumption habits and 
behaviour of the rest of the population. According to Kantar (2023), 73% of people who play video 
games in Ireland also own cars, and 45% plan  to buy one in 2 years. Over one quarter (26%) 
already have a mortgage, and a third (33%) have credit cards. Given that gamers represent half of 
the population, this data perhaps comes as no surprise. 

Rather than dismiss gaming as a fringe activity, the data suggests that gaming is a powerful cultural 
force that sits at the centre of the mainstream consumer’s world. 

Breaking the myths:

socialising
THEY HAVE ACTIVE SOCIAL LIVES, filled 
WITH OTHER HOBBIES AND INTERESTS 10%

15%

20%

25%

23%

13%

22%

Chat with people 
in the home

Chat with friends
via voice app

Chat with friends
via messaging app

73% own cars
(45% plan to buy one 

in 2 years)

26% own 
mortgages

33% have 
credit cards

People who play video games also:

Source: Kantar 2023



Henry Cavill: An avid World of Warcraft player

One of the most vocal celebrity gamers is Henry Cavill, known for his roles 
as Superman and in Netflix's The Witcher. Cavill is an avid gamer whose 
passion for the World of Warcraft was so intense that he almost missed the 
call that he'd been cast as Superman.

Drake: Fortnite fan

Another prominent figure is musician Drake, who famously broke Twitch 
streaming records when he played Fortnite with streamer Ninja. The 
collaboration helped put gaming personalities on a equal footing to 
chart-topping recording artists.

Mila Kunis: Also a World of Warcraft fan 

Similarly, actress Mila Kunis has spoken about being a die-hard World of 
Warcraft player, illustrating that the appeal of across gender lines. 

Breaking the myths:

CELEBRITIES
Gaming intersects with a-list 
celebrity culture

The intersection of celebrity culture with the gaming world has is 
playing  a significant role in shifting public perceptions. High-profile 
figures who are proudly enthusiastic about gaming help to dissolve 
any lingering stigmas about gaming as a pastime. In turn, this is, 
influencing a new generation of adults to proudly and openly 
celebrate their passion for gaming.



Breaking the myths:

PUBLICATIONS
Publications like The Guardian and 
New York Times frequently discuss 
cultural, artistic and economic 
impact of video games.

Gaming is now scrutinised 
by well-regarded 
publications

The evolution of video games into a mainstream 
pastime has also been reinforced not only by 
celebrities embracing the hobby, but also by the 
coverage of gaming in major mainstream 
publications.

The Guardian, the New York Times, Forbes and 
many others frequently discuss the cultural, 
artistic, and economic impact of video-games. 
They offer reviews and think-pieces on the latest 
releases, delve into the influence of gaming on 
society, and even cover flagship industry events 
such as the Electronic Entertainment Expo (E3).

On a local level, RTÉ, The Irish Times and the 
Irish Independent and BBC all publishes pieces 
on video-games on an ongoing basis. “The 
majority of gaming pieces on rte.ie become the 
Most Read in Culture section on release.” says 
Alan Swan, Branded Content Partnerships for 
RTÉ.

Additionally, The Economist has featured articles 
that explore the economic aspects of gaming, 
including the rise of esports and its potential for 
growth. Meanwhile,"Forbes regularly highlights 
the business and innovation side of the gaming 
industry, profiling influential figures and 
examining how video games impact the larger 
media landscape. This broad coverage from 
respected sources reassures adults that their 
interest in video games is shared by serious, 
well-regarded commentators and analysts.

As gaming continues to be discussed alongside 
more traditional subjects of journalistic scrutiny, 
the topic  undergoes a cultural shift. 

This mainstream coverage affirms that gaming is 
a multifaceted activity with broad relevance to 
contemporary life. This helps to dispel old 
notions of gamers as antisocial teenagers… or 
immature adults. 

The media’s widespread acceptance and 
celebration of gaming should, perhaps, serve as 
inspiration for marketing to follow suit. 



IRELAND
IS A GAMING 
POWERHOUSE



Home of natural storytellers

The cultural influence of Ireland also plays a substantial 
role in its gaming success. Renowned for its rich 
storytelling tradition, Ireland brings a unique narrative 
depth to the gaming industry. This ‘soft power’  infuses 
Irish-developed games with a distinctive character, 
enhancing their appeal in the global market and further 
establishing Ireland as a location for narrative-rich game 
development. 

It’s perhaps of little surprise, then, that the multi 
award-winning Baldur's Gate was co-created by Larian 
Studios’ Dublin office.

While the Irish gaming industry is still in its nascent 
stages compared to global gaming hubs in the US, our 
current trajectory points to a very a bright future. The 
conditions exist to create sustainable growth, as Ireland 
continues a path towards becoming leading player in this 
fast-growing sector. 

Ireland is rapidly emerging as a significant player in the 
European gaming industry. This growth is powered by a 
unique combination of government support, high levels 
of educational attainment in tech, and rich cultural 
heritage in the creative arts. Combined, this creates the 
conditions that make Ireland a key hub for the gaming 
industry today, and a region with enormous potential for 
expansion into the future.

Government efforts paying off

One of the pivotal factors driving this growth is the Irish 
government's proactive stance towards the gaming 
industry. The Digital Games Relief offers a refundable 
corporation tax credit of 32% on qualifying expenditures 
related to game development. This move incentivises 
local developers while also attracting  foreign 
investment, thereby aiding commercial growth and 
fostering an environment conducive to ongoing 
innovation.

(Source: The Irish Times 2023)

Gaming grows here

Education helps people specialise in 
gaming

Education plays a critical role in the sector's 
development. Irish educational institutions are 
increasingly offering specialised courses in game 
development and design, cultivating a homegrown talent 
pool adept in the latest gaming technologies and 
creative processes. This educational infrastructure 
ensures a steady supply of skilled professionals, 
essential for sustaining and expanding the industry.

Nature of Irish business landscape 
is a huge plus

Ireland's gaming industry also benefits significantly from 
its thriving ecosystem of both multinational and 
indigenous companies. The presence of major 
international studios such as Activision Blizzard, Riot 
Games, and Electronic Arts has established Ireland as a 
hospitable and dynamic environment for game 
development. 

Moreover, these world class studios offer expose  local 
talent to global best practices, and help underline 
Ireland’s status as one of the leading players in  the 
gaming world. 

Ireland’s video game industry is thriving due to a synergistic blend of government 
incentives, educational excellence, international collaboration, and cultural 
heritage. This potent combination not only underscores the current success of 
Ireland’s gaming sector, but also points to our potential to become europe’s gaming 
powerhouse.



Baldur's Gate 3, developed by Larian Studios, is a critically acclaimed 
role-playing video game that was partially produced in Dublin. The game, 
which is the third installment of the Baldur's Gate series, is based on the 
legendary Dungeons & Dragons tabletop role-playing system.

Although Larian Studios is headquartered in Ghent, Belgium, it carries out a 
significant amount of work at its Dublin offices where it employs more than 
130 people.

Baldur's Gate 3 is known for its intricate gameplay and storytelling, 
featuring  thousands of lines of dialogue. This offers players a vast universe 
to explore,  with a menagerie of characters to encounter.

Baldur's Gate 3 received critical acclaim, with praise for its gameplay, 
narrative, and production quality. It won several Game of the Year awards, 
including the prestigious Golden Joystick.

(Source: The Game Awards 2023)

Biggest game of 2023 
partially produced in 
Dublin: Baldur’s Gate by 
Larian Studios

Home-grown 
games



Gamerfest is a lively tribute to Irish 
gaming culture, drawing in gamers of 
various backgrounds and ages from 
all corners of the country. Around 
25,000 have visited Gamerfest since 
its inception in 2017, and the event 
grows bigger and better each year.

Held over two days in the RDS, the 
festival boasts a diverse array of 
activities and attractions, catering to 
a broad spectrum of gaming 
interests. From competitive esports 
tournaments spotlighting elite 
players to relaxed gaming zones 
where attendees can sample new 
titles, Gamerfest ensures there's 
something to engage every 
attendee.

A standout aspect of Gamerfest is 
the chance to connect with fellow 
gamers, industry experts, and 
content creators. Whether it's 
exchanging strategies with peers, 
seeking advice from seasoned 
gamers, or meeting beloved 
YouTube or Twitch personalities, 
Gamerfest cultivates a sense of 
community and friendship among 
participants.

(Source: Gamerfest.ie)

gamerfest

Moreover, Gamerfest often hosts 
panels, workshops, and keynote 
speeches featuring notable figures 
from the gaming industry. These 
sessions provide valuable insights 
into the latest gaming trends, 
advancements, and innovations, 
transforming Gamerfest into not just 
a celebration of gaming culture but 
also an enriching and enlightening 
experience.

Naturally, no gaming festival would 
be complete without a showcase of 
the newest and upcoming games. 
Gamerfest typically includes an expo 
area where attendees can test 
unreleased titles, try out new gaming 
hardware and accessories, and even 
engage with developers to learn 
about the creative process behind 
their favorite games.

This year’s Gamerfest took place on 
the 24th and 25th of May, and was 
supported by TBWA\Dublin clients 
eir and Dublin Simon, together with 
Cupra, Red Bull, Mooju and Pringles 
among others. 

The event offers those brands the 
change to show up in new, active and 
engaging ways in front a diverse 
audience of 9,000 enthusiasts. 

Gamerfest is a dynamic and 
inclusive tribute to gaming in all its 
forms, uniting a broad church of 
attendees through the power of play.

One of the largest gaming festivals in Europe



NEXT LEVEL:
CLOUD GAMING



Cloud gaming - also known as on-demand gaming or Gaming as a Service (GaaS) - is 
set to become the next big thing in the gaming world. Brands should take note, it’s a 
form of gaming that greatly increases opportunities to engage with customers.

Cloud gaming allow users to play top-tier games without needing to buy a console or 
PC. The games can be streamed to a variety of  smart devices wherever there’s a fast 
internet connection - much like  video streaming services.

While the technology is not yet widely available,  cloud gaming has the potential to 
become to video game consoles and gaming PCs what Netflix was to DVD players.

Netflix for 
gaming

HOW CLOUD-GAMING BENEFITS BRANDS

A person playing single player games can currently do so without an internet 
connection. With cloud gaming, the processing of games will be done via remote 
GPUs, meaning that even single-player sessions happen online. 

This means that Gaming Providers will have the opportunity to overlay messages of 
any type at any moment, such as during loading screens, menu screens or on virtual 
ad formats within the game itself. This offers brands the opportunity of show up 
seamlessly in front of people while they play, all without going through laborious and 
costly modification to the game itself. 

The models are still being refined and tested, but research from AdExchanger has 
already confirmed that players are happy with the presence of brands in-game if it 
unlocks additional perks or discounts. This opens the possibility to take inspiration 
from the music and video streaming services and offer advertising-subsidised 
‘freemium’ plans.

Cloud gaming will further 
increase the penetration of 
video games, while also 
creating a broad canvas for 
brands to engage their 
audiences.



Netflix is seriously exploring a 
cloud gaming offering and has 
opened a new gaming studio 
in Southern California.

The company aims to offer a 
value-add service, rather than 
a console-killer. Netflix has 
dozens of games in 
development in its own 
studios, and almost 100 
games already on the service.  

While the majority of titles are 
mobile games, often inspired 
by Netflix shows, the library 
also includes classic 
blockbusters such as Grand 
Theft Auto III and modern hits 
such as Hades.

GeForce NOW is one of the 
many initiatives responsible 
for skyrocketing NVIDIA’s 
stock prices in the latest years.

Players can stream PC games 
they already own on game 
stores. While not all games are 
available, GeForce support for 
over  1,500 puts them ahead 
of the competition by a wide 
margin.

Apart from its premium 
subscriptions, GeForce Now’s 
free tier allows people to play 
for an hour at a time on 
servers that sometimes have 
queues, which is an attractive 
proposition for  casual gamers. 

Cloud-gaming platforms to know about

Amazon Luna is a cloud 
gaming platform developed 
and operated by Amazon. 

Powered by Amazon Web 
Services (AWS), Luna makes 
it easy to stream high-quality 
games, immersive games 
without lengthy downloads or 
updates, expensive hardware, 
or complicated configurations. 

As part of a special offer, 
Amazon Prime members 
receive access to a rotating 
selection of free games 
through the new Prime 
Gaming Channel on Luna. 

Xbox Cloud Gaming is 
currently considered the most 
robust video-game streaming 
service. That’s because it's 
premium tier not only offers a 
very generous library of Xbox 
and PC games, but also a 
reliably strong and stable 
performance. 

It connects to PC game stores 
so users can stream the 
games they already own. Plus, 
game purchases made on 
personal store accounts will 
always stay with the user. 

Microsoft has also announced 
a partnership with 
cloud-gaming provider 
Boosteroid to bring more 
games to more players around 
the world.

PlayStation Plus was 
restructured into three distinct 
tiers, with PS Plus Premium 
being the priciest option. This 
tier grants access to over 300 
streamable titles from the 
PS1, PS2, PS3, PS4, and 
PSP eras. 

Games can be played on a 
PlayStation console or on a 
PC, but not yet on other smart 
devices  like many of its 
competitors.

The main attraction of 
PlayStation Plus Premium lies 
in its extensive library of 
games, many of which are 
unavailable for streaming 
elsewhere. This includes titles 
like the 2005 version of God of 
War, Ratchet & Clank: A 
Crack in Time  and a variety of 
other Sony exclusives.

5



HOW BRANDS
CAN JOIN THE PARTY



Imagine the gaming world as a 
massive playground where 
your brand can be one of the 
cool kids. But to hang with this 
crowd, you’ve got to know the 
ropes.

Think of it like those early days 
when everyone was figuring 
out Facebook and Twitter. If 
you want your brand to click 
with gamers, you've got to 
jump in and play a bit yourself. 
It’s not about nailing high 
scores but about getting the 
feel of the space.

Choosing where to hang out in 
this playground is key. You’ve 
got the big, noisy fields of 
general gaming or the 
specialist zones of Esports. 
Each space has its vibe, and 
where you choose to set up 
shop depends on what your 
brand stands for. If you 
resonate with the gaming 
brand, everyone else will too.

Where should my brand start?
Ireland is a great place to get 
into this game. It's like being 
the first to claim a spot on the 
beach.

Mooju milk did just that with 
Rocket League, starting with 
small moves and working up to 
big tournaments. They 
became a part of the 
community and even threw a 
real-life bash in Cork that had 
everyone talking.

Ireland has a winning edge for 
gaming. It's filled with big 
names in tech and is the 
perfect testing ground for 
brands to try out new gaming 
moves without causing a world 
scene.

And let's not forget the indie 
game scene, where the magic 
happens. In Ireland, game 
makers receive a sweet tax 
deal to create the next big 
thing.

The following essay is based 
on a conversation with Trev 
Keane, Group Commercial 
Director and Founder at Epic 
Global. 

Trev also advises and judges 
for Stadia Ventures, a US 
venture fund for sports and 
esports technology, and serve 
on the board sports and tech 
conference, One Zero.

Think of it like choosing 
between movies or TV for your 
adverts. Movies let you sneak 
products into the scenes, while 
TV is about catching eyes 
during the ad breaks.

For brands taking it slow, the 
first step is like looking in the 
mirror. What’s your brand’s 
personality? If you’re all about 
family-friendly fun, then the 
battlefields of CS: GO might 
not be your scene. Instead, 
you might want to play in the 
sandboxes of Fortnite or 
Roblox.

The smart mover may start 
with ads in the games 
themselves. This is where you 
get to know who’s playing and 
what they like. Next up, team 
up with gamers who make 
videos and stream. They're like 
the friends who introduce you 
to the cool kids — if they like 
you.

The Finals is a prime example. 
Made by a small crew, not the 
usual gaming giants, and 
designed from the ground up 
for brands to blend into the 
gameplay.

So there you have it. Gaming 
is the new frontier, and it's all 
about finding your spot, 
making friends, and becoming 
part of the fun.

“If you 
resonate 
with the 
gaming 
brand, 
everyone 
else will 
too”.



As gamers go into cloud services, there 
has to be more opportunities for players 
to get their hands on more game content 
without having to spend US $75 or more 
on a full game, or to pay the monthly fee 
or battle passes.

PlayerWON, in partnership in the UK and 
Ireland with Venatus, have worked with 
companies such as Warner Bros, 
Universal, Pringles, Kellogg and others to 
monetise and optimise their content, 
while helping advertisers to connect with 
audiences through custom creative 
executions. 

The core of PlayerWON’s business is 
focused on serving PC and console 
gamers with premium, well produced 
brand-sponsored videos in exchange for 
valuable gaming rewards they would 
otherwise have to pay for.

Well-known metrics in a new medium

The experience is never interruptive. 
Instead, it’s controlled by players who 
choose to watch the ads to unlock cool 
in-game rewards.

Because the opportunity to watch 
sponsored videos only appear during 
downtime, such as pauses or loading 
screens, the advertising opportunity 
complements gameplay instead of 
competing with it. That allows 
PlayerWON to boast a 97% completion 
rate of the videos.

The in-game advertising solutions 
pioneered by PlayerWON represent 
immediate opportunities for brands that 
previously haven’t engaged with gaming 
audiences to brave their first adventures 
into the world of video-games, while 
having the convenience of operating with 
familiar CTV metrics and purchase 
models, such as impressions, watched 
time, completion rates, cost per 
completed view and view-through 
conversions.

“An existing AND 
successful solution 
to connect with your 
audience inside their 
favourite game and 
reward them for 
engaging with your 
video message”.

David Madden is the CEO of 
PlayerWON, and one of the 
creators of highly successful 
monetisation methods for 
games, such as rewarded-ads.

The following is based on a 
conversation with David and 
his team. 



When we think of activations in the context of video games, it’s easy to think of digital versions of your real-world 
brand experience - your products or retail environment transposed into a virtual world. 

But in the limitless world of gaming, we don’t have to stick to such straight-line thinking. 

The following system is designed to help you to understand how your brand can be present in the gaming world in 
more unexpected ways. We’ve included inspiration from brands from around the world to help illustrate what’s 
possible.  

The system is tied in terms of ‘levels of interference’ - in other words, how much you’d need to modify the game 
itself in order to integrate your brand.  

Intense interference typically requires bigger budgets and longer lead times, but it doesn’t necessarily follow that 
intense interference is required to make a big impact. Over the following pages we’ve collected examples that 
occupy different parts of the system’s spectrum. 

A system for 
GAMING 
activations



Intense game interference

Partial game interference

Parallel game interference

Game interaction w/o Interference

No interaction, No interference

1.

2.

3.

4.

5.





In China, the advent of online gaming has led to a significant increase in 
bullying, with half of the gamers having claiming to have experienced bullying 
while playing games online. 

To address this issue, Samsung, in collaboration with a major game developer, 
implemented a unique solution in the game Magic Quest to combat bullying. 
They linked an 'Abusive Language Detection System' to the game's pricing 
database, so that whenever bullying behaviour was detected, the price for 
in-game purchases would increase in real-time. 

This initiative, known as ‘The Cost of Bullying’, resulted in over one million 
bullies paying the price during the two-week period, leading to a 40% reduction 
in in-game bullying. The campaign's success made it the most effective 
anti-bullying effort in China to date, sending a clear message that there are real 
consequences to online bullying.

This involves deep brand integration into gameplay or story, 
such as branded missions or unique character items. These 
activations are immersive, significantly affecting the in-game 
experience, but may disrupt game balance.

Intense game interference
1.

Click here to watch the video

https://www.youtube.com/watch?v=dz7X4ekAru0




Unlike single-player gamers, online gamers don’t have the option to pause their 
game. If you pause for a snack during an online game, you become an easy 
target for your opponents. 

This is a problem for gamers, and also a problem for a food brand like Heinz. 
And so, Heinz developed Heinz Hidden Spots - a map of hidden spots in Call of 
Duty where gamers can hide from their rivals during battles… and snack safely.  

The campaign was developed in partnership between Heinz and the game’s 
developers, helping the initiative to quickly gain acceptance within the  gaming 
community.

Here, Brands subtly appear in-game through product placements or 
sponsored events. These activations create an engaging and diverting 
brand presence but without major gameplay changes, thereby 
preserving the game's core essence.

Partial game interference
2.

Click here to watch the video

https://www.youtube.com/watch?v=j47Q4I3-f1I




Greenpeace created a temporarily transformed area within Grand Theft Auto V, 
all in aid of a very important message. Los Santos - the game’s fictionalised 
version of Los Angeles - was modified to simulate the effects of a 3 degree 
increase in global temperature. Gamers found their familiar virtual landscape 
destroyed by flooding, pollution and destruction of flora and fauna.

Gamers were invited to explore this altered city wearing protective clothing, 
where they experienced extreme weather events and participated in unique 
missions with a socio-environmental focus. Gamers were then invited to 
support those affected by real-world climate events through donations and 
petitions. The campaign also included a webpage where users could learn 
about the effects of climate change and support the cause on an ongoing basis.

This category features brands influencing the game's environment or 
context without directly changing gameplay. Examples include themed 
in-game advertising, or ambient branding that enhances the game 
world's atmosphere.

Parallel game interference
3.

Click here to watch the video

https://www.youtube.com/watch?v=kkr4MDmLEps




TBWA\Dublin created the #GiveHomeAdvantage 
Dublin Simon Community at Gamerfest 2024. 
For this challenge, streamers played EA FC on a 
modified difficulty level that made winning 
impossible, reflecting the extreme  difficulties 
faced by those living in homelessness every day.

The only way streamers could improve their 
fortunes was via donations from their followers. 
This raised vital funds for Dublin Simon, while also 
showcasing how the service helps people 
navigate a path out of homelessness

As the official charity partner of Gamerfest, Give 
Home Advantage took place on stage at the 
event, introducing Dublin Simon to a new 
audience of passionate gamers. 

Brands engage players through interactive ads or mini-games 
adjacent to the main game. These activations offer optional brand 
experiences, respecting player autonomy and preserving game 
integrity.

Game interaction 
w/o Interference

4.
“We've been keenly aware of the 
growing popularity of gaming 
within Ireland and the diversity 
of the gaming community. We are 
so excited to be partnering with 
Gamerfest this year and grateful 
to TBWA who created the Dublin 
Simon #givehomeadvantage 
activation. 

We hope our first step in to the 
gaming universe will allow us to 
engage with a whole new audience 
who we know believe that 
everyone deserves the 
advantage of having a home.“ - 
Emma Kilkenny, 
Director of Fundraising and Marketing  at Dublin Simon 
Community 

Click here to watch the how to play video

https://vimeo.com/969825959/c2856810f6?share=copy




Traditional banks ask for assets like cars or real estate as loan collateral, which 
most young people don't have. Consequently, only 2 out 10 young 
Ecuadorians can qualify for a loan, keeping the majority of them stuck in a 
cycle of financial struggle. This outdated system is holding back both personal 
and national economic growth. 

Recognizing this issue, Banco del Pacífico is dedicated to promoting financial 
inclusion by making loans more accessible to Ecuador's youth.

Banco del Pacífico, introduces a revolutionary concept by using gaming 
accounts as legitimate collateral for loans. Understanding the worth of virtual 
assets stored in gaming accounts, Banco del Pacífico introduces 
BancaGamer.com, a platform empowering players to unlock the real-world 
value of their gaming assets. Through this initiative, gamers can leverage their 
virtual assets to secure loans, marking a significant shift in lending practices.

Brands engage with gaming culture through sponsorships of events or 
platforms, influencing audience behaviour and culture. This approach 
aligns brands with gamers' interests, enhancing presence in the 
gaming community without affecting the game itself.

No interaction
No interference

6.

Click here to watch the video

https://www.youtube.com/watch?v=96UaRc3PKHc


Hogwarts Legacy:
 https://variety.com/2023/gaming/news/hogwarts-legacy-sales-850-million-1235533614/

Avatar: The Way of Water:
https://variety.com/2022/film/box-office/avatar-2-box-office-opening-weekend-1235464497/

The Game Awards v Oscars
https://www.forbes.com/sites/paultassi/2022/12/16/the-game-awards-continues-destroying-the-oscars-with-re
cord-103-million-viewers-in-2022/

Gift-giving in the US:
https://theesa.com/u-s-children-say-they-want-video-games-more-than-anything-else-this-holiday-season/#:~:text=Th
e%20majority%20of%20both%20girls,physical%20video%20games%20(22%25). 

Revenue chart:
 https://www.statista.com/outlook/amo/media/games/ireland 

User Penetration Comparison chart:
https://www.statista.com/outlook/dmo/digital-media/video-games/ireland#global-comparison 

Pure Telecom research by Censuswide:
https://irishtechnews.ie/pure-telecom-survey-reveals-that-online-gamers/#:~:text=It%20found%20that%2050%25%20
of,per%20year%20on%20online%20gaming.

Census 2022 Ireland:
https://www.cso.ie/en/csolatestnews/pressreleases/2023pressreleases/pressstatementcensusofpopulation2022-sum
maryresults/

Population of gamers in Ireland:
 https://www.rte.ie/culture/2023/0326/1361458-how-esports-conquered-the-globe-is-it-irelands-time-to-score/ 
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All Ireland Senior Football Championship Viewership 2022:
https://about.rte.ie/2022/07/25/862000-viewers-watch-rte2-as-the-2022-all-ireland-senior-football-championship-is-dec
ided/ 

Gender Split
https://explodingtopics.com/blog/number-of-gamers

Physically Active
https://business.yougov.com/content/46195-key-gamer-attitudes-and-behaviors-towards-finance-gyms-and-more

Global average age
https://dataprot.net/statistics/gamer-demographics/

News about Mila Kunis and Drake
https://www.usmagazine.com/celebrity-news/pictures/celebrities-who-love-video-games-mila-kunis-zac-efron-and-more/

News about Henry Cavill:
https://www.thedigitalfix.com/dcu/henry-cavill-man-of-steel-audition

Economist news:
https://www.economist.com/special-report/2023/03/20/ready-player-four-billion-the-rise-of-video-games

RTÉ news:
https://www.rte.ie/news/business/2024/0509/1448206-irish-gaming-platform-jamango-raises-2-4m/

The Irish Government incentives:
https://www.irishtimes.com/business/2023/03/03/video-game-developers-eye-ireland-for-new-tax-incentive-plan/
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Baldur's Gate news:
https://www.independent.ie/entertainment/games/baldurs-gate-3-review-the-world-beating-rpg-made-in-dublin/a13090
16275.html

GamerFest:
https://gamerfest.ie/

The Cost of Bullying:
https://www.dandad.org/awards/professional/2022/235351/the-cost-of-bullying/

Heinz Hidden Spots:
https://www.contagious.com/news-and-views/campaign-of-the-week-heinz-targets-gamers-with-call-of-duty-snacking-s
pots
 
Los Santos 3°C:
https://campaignsoftheworld.com/digital/greenpeace-los-santos/

Dublin Simon #GiveHomeAdvantage:
https://vimeo.com/969825959/c2856810f6?share=copy

The Gamer Loan
https://www.youtube.com/watch?v=96UaRc3PKHc
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Interested in 
learning more 
about Gaming?
Reach out, we’d love to chat.

RONÁN JENNINGS
Email: RONAN.JENNINGS@TBWA.COM


