
Are you game?



“’The population of so-called 
enthusiast gamers mirrors the 
general population more than 
you might think…. So now you 
have people in their 20s, 30s and 
40s who have video games in 
the household, and their kids are 
playing — so they play.”
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source: AdAge
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We would like to introduce you to Digital America, a series of events scheduled for 2006 
designed to immerse GSD&M in the realities, possibilities and probabilities of the digital 
world. We explore how integrated marketing and emerging technology have converged to 
form new communication channels and how we can lead present and future clients through 
the wired maze.  

The discussions from our first series, “The Culture of Gaming,” generated some powerful 
marketing insights we want to share with you to help you discover or rediscover this dynamic 
culture.

Did you know…

This is not a group that can be ignored when it comes to marketing, especially when 
60 percent of all Americans play video games.

the culture of gaming

• The gaming culture represents the most powerful untapped frontier for  
 marketers today. Gamers prefer gaming two to one over TV, movies, books  
 and the internet.

• Gamers possess an evangelical-like fervor, creating explosive branding  
 opportunities for marketers.

• The average game player in America right now is 30 years old.

• Almost half of all gamers are women.



“In choosing marketing methods to reach 
these online gamers, it is important to 
note that they are 1.5 times more likely 
than online services users to want to 
hear about products/services via email 
and enjoy looking for new/interesting 
websites. They are also more likely to 
be regular movie theater attendees and 
to notice ads in movie theaters.”

4

source: Mintel Reports
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GSD&M hosted John Beck, Senior Research Fellow at the Annenberg Center of the 
Digital Future, University of Southern California, and author of Got Game? How the Gamer 
Generation is Reshaping Business Forever, who provided insights about the rise of the new 
“Gamer Generation.” 

a changed reality 

• Gaming has influenced the behavior, outlook and incentives of an 
 entire generation.

• Gaming influences the way gamers view the world and react to risks 
 and incentives.

• Gamers are more global in their thinking, buy more non-American 
 products, are sociable and are more likely to take risks.

• Gamers are more proactive than their parents were: While their parents 
 played Little League and school sports, this generation organizes its own  
 cybersports tournaments and teams.

• Marketers need to engage gamers on their turf, inside the gaming context. 
 In-game brand communications need to be relevant to both the consumer  
 and the game itself.

• The gamer generation fosters a strong sense of identity with other 
 gamers; it’s a culture with its own icons, celebrities and heroes that   
 marketers must tap into in order to reach this market.

• To reach gamers, they must be spoken to in their 
 own language and at their speed. They are risktakers and fearless. 
 We must respect their savvy and emphasize what they will gain from 
 their purchase decisions.

“In choosing marketing methods to reach 
these online gamers, it is important to 
note that they are 1.5 times more likely 
than online services users to want to 
hear about products/services via email 
and enjoy looking for new/interesting 
websites. They are also more likely to 
be regular movie theater attendees and 
to notice ads in movie theaters.”
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Based on results on the impact 
of in-game product placement, 
“‘Gaming performs much better 
than TV’ in turning brand awareness 
into an actual preference….”

source: BusinessWeek



7

Though games command their attention better than other interfaces, gamers suffer an 
attention deficit. In fact, it is the gamer generation that inspired the term “multitasking.” 
With people’s attention span divided into six different levels, the challenge for marketers is 
to create a marketing experience that can engage gamers on as many of these simultaneous 
levels as possible.

Attractive and aversive attention refer to the human tendency to focus on extremes, the 
ability of the human eye to scan a filled auditorium, dismissing 95 percent of the occupants 
and focusing on those highly attractive or highly unattractive individuals. Our fascination with 
disaster is another form of aversive attention. Captive attention can occur while in a movie 
theater, while voluntary attention is that which is self-directed. Back of mind attention is often 
paid to the driving route to a destination while in a heated discussion with a passenger, while 
front of mind attention is directed to the heated discussion itself.

ATTENTION TYPES

Aversive
Captive
Back of Mind

Attractive
Voluntary
Front of Mind

starved for attention
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“Advertisers find in-game advertising 
appealing.... Games provide a captive, 
targeted audience (based on the game 
genre), and ads can be placed in a  
natural context within the game (on a 
roadside billboard within a racing 
game, on a television within a virtual 
game environment, etc.) where they may 
be perceived as less intrusive.”

source: Mintel Reports
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Marketers take notice: A brave new world is on the horizon — literally. And it is called 
Second Life. Philip Rosedale, CEO of Linden Labs, came to GSD&M to showcase a new 
virtual 3-D universe called Second Life.

a virtual world 

• Second Life is the most comprehensive and interactive application in  
 gaming history that allows gamers to build an alternate life online.

• People are able to show their artistic expression as they can do anything  
 in Second Life that they can do in the real world: learn to dance, play  
 games, drive cars, learn arts and crafts, work in an industry, cut hair or  
 teach others to do the same.  

• 43 percent of users are female, 57 percent male; the average age is 32,  
 and 25 percent of users are international. 

• On Second Life, we are seeing mass personalization of everyday items,  
 showing marketers that people want the opportunity to customize and put  
 their signature mark on anything from clothing to cars.

• Online personas are highly detailed projections of a game user’s desired  
 self-image. People do and buy things that are representative of what  
 they would like to do in the real world. Within each persona lies a treasure  
 trove of insights for marketers. Market research could include anything  
 from testing new advertising ideas to testing new products before   
 launching them in the real world.

• As Second Life grows, so will its platform for marketers. Currently,   
 the landscape is relatively barren of advertising, but as this world grows,  
 advertising of real-world products and the opportunity to gain insights on  
 purchase behavior and reactions to advertising will give marketers a whole  
 new way to advertise.
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“Advertisers find in-game advertising 
appealing.... Games provide a captive, 
targeted audience (based on the game 
genre), and ads can be placed in a  
natural context within the game (on a 
roadside billboard within a racing 
game, on a television within a virtual 
game environment, etc.) where they may 
be perceived as less intrusive.”
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“Marketers spent $117 million in 
2004 on advergaming...and that 
figure is expected to jump to 
$874 million by 2009. Advergaming 
is loosely defined as ‘the use 
of games to deliver advertising 
messages, drive traffic to websites 
and build brand awareness.’”

source: Mintel Reports
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PMS Clan, a self-titled, Texas-based group of female gaming enthusiasts have taken on the 
gaming world.

the new gamers 

• The gaming world has moved beyond teenage males. Roughly 43 percent   
 of gamers are women today. Targeting female sensibilities when   
 targeting the gaming market is a must.

• Gamers (both male and female) are very tech-savvy — if you give them a  
 problem, they want to solve it.

• Cyberathletes like Jonathan Wendell, Matthew Leto and Fatality are   
 to gaming what Michael Jordan is to basketball — offering sponsorship  
 opportunities to reach gamers.

• Gamers are all about interactivity, so give them the opportunity to interact  
 with the product or advertisement through an advergame, an insert to  
 pull out of a magazine, an in-game advertisement or an interactive ad on 
 a web game portal.
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The digital music age allows us to listen to music anywhere and at anytime. There have 

never been more ways for artists to connect with audiences. And music has become one 

of the most important “currencies” within a campaign. It gives people reasons to listen, 

to relate to others, to share and to be connected to a message. What does this mean for 

marketers? Find out the implications this new age has on marketing in the next Digital 

America: Revolutionizing Music. And if you’d like to discuss any information further, please 

contact Ashley Andy at 512-242-4424 or ashley_andy@gsdm.com.

be on the lookout for digital america 2


