Don’'t be a nOOb!
How to Leverage Content Creation for a Gaming Audience
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APR Resource Hub

With the limits of COVID-19
demanding new adaptations
iIn the world of Production,
we're here to provide you
with the expertise necessary
to not only continue creating
quality content — but to thrive
while doing so.

©

COVID-19 Production
Resources

Here's where you can find all of
our COVID-19 resources created
for our global client-partners,
made available for public-use.
Live-updated Shooting-Location
Trackers, Market Research, Global
Trends, & more.

Q

Virtual Town Squares

Our Virtual Town Squares aim to
address, predict, and create
innovative Production methods

utilizing the most brilliant

thought-leaders across the globe.

During COVID-19, we're offering
this information on production

capabilities entirely free.

ge

Ask Our Subject Matter
Experts

Our Subject Matter Experts are
here to help you navigate the
uncertainties of Production
during COVID-19. Whether it's
insurance coverages, shooting
locations, or budgeting concerns
we can help.

For COVID-19 Resources with the latest updates, click


https://resourcehub.aprco.com/
mailto:productionhelpline@aprco.com
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THE LANDSCAPE (for today’s discussion):
« In-Game Advertising
« Game Engine Technology (and why it matters)
- E-Sports

« Gaming Influencers
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STown
— >qtare « Platforms create endless possibilities for
content, interactivity, and commerce.
e Blurred lines between content receiver and
. . content creator.
Consistencies
Across e Bring together traditionally segmented
({4 H 7 . . . c o
Gaming audiences into a single democratic community

e Unigue creative and technical challenges
when producing content.



e v,
T [i8 [

PR G EN E NS ST N N

| tsmneh]

Sallyann Darren Glover Jonathon
Houghton VaynerSports Troughton
Epic Games Frameplay

Jared Yeater
APR



Virtua
Town
___Square

with over 2.5 billion global users, and tens of millions of

new users added during the pandemic, gaming has been
catapulted to the forefront as an alternate advertising channel. It is
currently a $135 billion business, now larger than global

film and music industries Combined, presenting a unique

opportunity for marketers to reach an influential group of consumers and
content creators.
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Thank you

for joining.

productionhelpline@aprco.com



mailto:productionhelpline@aprco.com
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Additional Esports Information
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Brand investment in esports heads toward $1 billion, with Asia leading consumption

Asia leads the world in consumption of both esports content and
overall gaming content, including livestreaming, according to a new
forecast from Warc.

Esports penetration is approaching a billion viewers worldwide and is
strongest Iin Asia, where nearly one in three people (30%) watches
esports, according to a new Warc report, Clobal Advertising Trends
report: Opportunities in Gaming The rest of the world lags behind,
with penetration of 20% in Latin America, 14% in Europe and MEA, and
13% in North America.

Asia also leads in viewing of general gaming content, including
livestreams. Among 16- to 24-year-olds globally, 41% have watched a
gaming stream in the last month, per GlobalWeblndex, and the rate is
35% among millennials. Penetration in Asia is 38%, followed by Latin
America (31%), North America (30%), MENA (30%) and Europe (27%).



http://r20.rs6.net/tn.jsp?f=0015Ognay0-yv6F0vgdwuwGASP0zovZWPptN8MdsoNAGL9SwHKA0wsV3uYheDyRUVLszjJMpnKI0LQGa9mQ7NBU6MPqHpvGTDDyLx4xNJTK99uiD71dKvP8qoYPkI078PddBwTZX6iCOmsnnKSd2pSYNpF7UWxBdOrQDB_sb_-w1I8=&c=NschddAqVBJL5ellZ2XqVDlQUW2mz4sLLj1bNO353VcwjGN61xeuxg==&ch=SyJXjThVZAnYxzKC052WjPY3IgaVQxHbdgE8-RQcgsm0HFOsT4d7jw==
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Global, Brand investment in e-sports
USS millions, Nominal
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Note: Advertising is predominantly spot during breaks in live broadcast.
SOURCE: Newzoo, WARC Data Global Ad Trends, July 2020
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Global, Gaming content consumption
Cumulative hours of gaming content watched per month, Millions

—Facebook Gaming —Mixer - Smashcast —Twitch — YouTube Gaming

2020-04

Note: No YouTube data for June due to a change in algorithm.
SOURCE: Arsenal.gg, WARC Data Global Ad Trends, July 2020
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Streaming is the new prime time for much of Gen Z,
and Mixer's shuttering this month served only to
highlight the stranglehold Twitch has on the market.
Tencent may yet prove a challenger in the US with
Trovo this year, but it has a great deal of catching up
to do, along with Facebook and YouTube. Competitive
gaming is big business in Asia—where Tencent is
already king—though traditional sports fans in the
West are yet to be wooed, with existing audiences
instead consolidating during lockdown. A great deal
of merger and acquisition activity, especially around
media rights within esports, is expected in the short
term as investors vie for control of potential windfalls.

-James McDonald, Managing Editor of WARC Data and Author of this Research

27% of males have watched an esports tournament in
the last month, equivalent to 554 million people. The
rate among females is far lower at 17% (349 million),
placing the total audience at just over 900 million
worldwide.

Brand investment in esports will rise 9.9% worldwide
to $844 million this year. This is less than half the
growth rate in 2019. That breaks down to $615 million
to be spent on sponsorships and $229 million to be
spent on ads during esports broadcasts.

On a global basis, esports uptake is greatest among
Gen Z, at 27%, and stands at one in five among
millennials.

Gen Z gamers watch six hours and 19 minutes of
esports content a week on average. That's over an
hour longer than they spend watching traditional
sporting content (5:10), according to data from
Limelight Networks.

Amazon-owned Twitch is a big beneficiary from
lockdown-driven changes in consumption. In April
alone, consumption of gaming content on Twitch
rose 63.8% from the previous month, topping 1.6
billion cumulative hours, more than double that of
Facebook Gaming, YouTube Gaming, and the now
defunct Mixer combined.

Twitch draws a predominantly Gen Z audience of 1.9
million per day, with viewing concentrated after 7 pm.



