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Methodology

v Online CAWI interviews with high quality standards on data collection

v'Sample size of 1.000 people, with boost sample for thorough in-depth
analysis

v Representative for the Belgian population 18-59, with strict weighting
procedure (language, gender, age, social groups & education level)

v'Fieldwork : From 26/09/2022 to 16/10/2022
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Key objectives

How is the gaming industry doing in Belgium ?

—
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Who are the different types of gamers ?

Is there a place for in-game or in-stream advertising ?

How popular are E-sports and watching live gaming streams ?
Which are the most popular platforms ?

Which are the most popular devices used ?

How are Belgians feeling regarding gaming and the industry ?

© N o o k~ W N

How well has the Belgian population adopted novelties such as
VR, AR, NFT's and the MetaVerse ?
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An overview of the Belgian gaming

population
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Daily time & frequency gaming

GAMING FREQUENCY AVERAGE DAILY TIME SPENT GAMING

R

Weekly Frequency Avr. Time Spent

% days/week mins/day
Daily Weekly Monthly Total

I OUp Total, N=1.000 People who play video games, N=961
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Devices used to play games

Smartphone
Laptop/computer
PlayStation

Nintendo (Wii, Switch, etc.)
Tablet/iPad

Xbox

VR headset

Other

rO U p People who play video games, N=961
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Types of ads during gaming times

EXPOSURE INTEREST
e
\ R(Jgen"if ; S Advertising integrated directly into video o o
i ) games 45% 34%
Advertising offering rewards or credits when o )
) playing a game on smartphone/tablet 67 7 55%
Interactive advertising when playing a game o o
) on smartphone/tablet 43 7 38 7o
N ;‘,z
NS ) Advertising that pops up during count-down 43% 38%
e of a live game to start

Interest scores = Top 2 box (four categories from ‘very interesting’ to ‘not interesting at all’) based on people already exposed

rO U p People who play video games, N=961




Exposure & interest of ads during
gaming times

Advertising integrated directly into video
games

36% 20% 6% 36% 31%

Advertising offering rewards or credits
when playing a game on
smartphone/tablet

26% 8% 14% 23% 22%

Interactive advertising when playing a
- Vertsing w Paying 24% 40% 17% 32% 30%
game on smartphone/tablet
Advertising thgt pops up while waiting 9, . - 10% 29% 339%
for a live game to start
B Several times B One time B Very interesting B Rather interesting
Never No idea Rather not interesting  Not interesting at all

Interest scores based on people already exposed at least once

rO U p People who play video games, N=961
e d
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E-SPORTS

An overview of how popular
E-sports is among the Belgian
population




E-sports understanding

“Watching E-sports refers to watching video gaming competitions on a local network

AWARENESS (LAN-party) or via the internet on gaming consoles or computers. Professional gamers
(pro-gamers) play individually or in teams. They train multiple hours per day and
o partake in professional competitions across the world and live from their professional
6 8 /0 earnings.”

UNDERSTANDING

FAMILIARITY

26%

PROVEN
KNOWLEDGE*

m No, not like that No, completely different
I 0 U p Total, N=1.000 Understanding scores based on people aware of E-sports, N=684
e d

M Yes, exactly like that M Yes, more or less

* Proven knowledge = Aware & Yes, exactly understood like that




Viewing time & frequency

WATCHING E-SPORTS FREQUENCY

0.5%

Daily WEETNY

group™

Monthly

Total

AVERAGE DAILY TIME SPENT WATCHING

Weekly Frequency Avr. Time Spent
0.98 90.7
days/week mins/day




Devices used

(Smart) TV
Laptop
Smartphone
Computer
Tablet/iPad

Projector

I O U p People watching E-sports, N=432
e d
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Performance comparison between
platforms
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I 0 U p People watching E-sports, N=432

d Viewing frequency = number of days/week people are watching on these platforms
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Reasons for watching

As a break from daily life/relaxation

The opportunity to learn

Atmosphere in the arena

Enjoying the skills of the players

Sharing my passion for E-sports/gaming with people with similar interests
Watching my favourite teams play

Excitement/sensation of evenly matched matches

Staying informed and not missing anything important

Getting in touch with like-minded people

Fostering my sociability, creativity and collaborative spirit

Improve my reflective and strategic skills

21%

Recreation

The teamwork that is present
Socialising with other people

21%

Watching my favourite player(s) play

Possibility to learn

5 | 1

Learning to cope with success and failure

Interacting with the E-sports community

Other

As my main center of interest

15%

Atmosphere

3

I O U p People watching E-sports, N=432




Spendings & Covid impact

3 90/ L COVID IMPACT ON E-SPORTS
(o] CONSUMPTION...

b A —

o 30% 51% 19%

of people watching E-Sports
have already paid for access
to E-sports content

B Multiple times

T B Sometimes
|

Never

I OU p People watching E-sports, N=432
e d




Feelings toward E-sports

TOP 1
ITITITI ) Considers E-sports competitions as a real sport 14%

O O

lm q]}& ) Finds there is a lack of diversity in E-sports 8%

competitions

oo ) Usually uses the “chat” function while watching 9%
E-Sports competitions

TOP 2

64%

56%

45%

I OU L People watching E-sports, N=432
Scores based on four point scale from ‘totally agree’ to ‘totally not agree’
e d



WATCHING
GAMERS

An overview of the Belgian

Streaming Industry
roup ™.




Watching gamers viewing time & frequency

E

WATCHING GAMERS FREQUENCY

N\ —

Weekly Frequency Avr. Time Spent
1.09 82.3
days/week mins/day

Daily Weekly Monthly Total

I OUp Total, N=1000 People watching gamers, N=553
g M npy [ gq-g e d /\/_
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Devices used when watching gamers

Laptop
Smartphone
Computer
(Smart) TV

Tablet/iPad

Projector 7%

Other 1%

30%

30%

21%

17%

13%
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Viewing location

Home

Public Transport

Work

J
Live during an event 6 9 O/
o
of Belgians are watching streamers play

games mostly at home followed by
public transports and at work

Bar

School

T Other

I O U p People watching gamers, N=553
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Frequency platforms watching gamers

40% Tube

35%
35%

30%
27% Total Monthly
25% B Weekly m Daily
20%
17%
15%

[0)73

5%

(0)73

Youtube Twitch Facebook  Game and Dlive Caffeine YouNow Smashcast Dinglt Ustream Periscope
Gaming Gaming  tournament
websites

I O U p People watching gamers, N=553




Performance comparison between
platforms
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People watching gamers, N=553
Viewing frequency = average number of days per week people are watching on these platforms
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Ads exposure during live streams

Gamers ads products while being sponsored 26%

Ads before, during and after watching sessions 29% 19%

Gamers ads products without being sponsored 27% 23%

In-game ads while watching gamers 24% 23%

Inspired by a product/brand being showed on stream _ 40%
Ever bought a product offered by a gamer while watching 45%
Ever bought a product being advertised while watching a stream 45%

W Several times ®W Once Never No idea

I O U p People watching gamers, N=553
I

12%

9%

14%

N%

6%

8%
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Feelings towards online gaming world
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Feels welcomed by others/gamers during
live events

) Finds there is too much cyber bullying at
online multiplayer games

Is concerned about online safety and
computer viruses adimed at gamers

Prefers buying gaming merchandising
above sports merchandising

) Feels there is some form of gender
inequality present in the gaming world

People watching gamers, N=553
Scores based on four point scale from ‘totally agree’ to ‘totally not agree’

TOP 1

9%

12%

7%

9%

8%

TOP 2

64%

61%

56%

54%

54%




Gametude

Casual Gamer Midcore Gamer Hardcore Gamer Champions
58.2% 14.0% 4.6% 6.5%
Gaming Frequency (days/week) 2.12 2.02 5.88 3.42
Average time spent gaming (mins/day) 82.36 112.40 140.40 196.22
Gaming Volume (min/week) 174.96 227.30 825.70 671.46

i Smaprtphone (112) Playstation (143) Laptop/Computer (178) Playstation (154)
Preferred gaming console 2 ;
(et s o () Laptop/Computer (93) Laptop/Computer (111) Smartphone (126) Nintendo (168)
3 PlayStation (84) Smartphone (79) Nintendo (179) Laptop/Computer (77)
. Only one 79% 70% 48% 86%
Amount of devices used .
Multiple 21% 30% 52% 14%
Computer 27% 35% 54% 24%
Type of device used Console 31% 58% 46% 65%
Mobile 6% 4% 10% 4%
Esports - Viewing Frequency (days/week) 0.40 0.73 0.43 2.26
Average time spent wtaching E-Sports (mins/day) 57.56 73.50 65.55 169.63
Watching E-Sports Volume (min/week) 23.24 53.79 27.86 383.31
1| YouTube Gaming (99) YouTube Gaming (86) Twitch (163) YouTube Gaming (123)
PRI CE) plgtform ) DN (ST Tournament sites (118) Twitch (97) YouTube Gaming (115) Twitch (97)
(Ranking based on Pen.)
3 Twitch (87) Tournament sites (98) Tournament sites (112) Tournament sites (83)
Has ever paid to watch E-Sports games (Sel.) 27% 28% 11% 88%
Gamers - Viewing Frequency (days/week) 0.48 0.98 1.53 2.36
Average time spent watching gamers (mins/day) 64.99 78.31 60.80 154.07
Watching gamers Volume (min/eek) 31.40 76.96 92.75 363.38
. 1| YouTube Gaming (104) YouTube Gaming (119) Twitch (161) YouTube Gaming (65)
FEE U NG e L2 (S Twitch (88) Twitch (106) YouTube Gaming (103) Twitch (97)
(Ranking based on Pen.)
3| Facebook Gaming (131) Tournament sites (165) Facebook Gaming (137) Caffeine (447)

Total, N=1000

roupmnt

P d *Numbers between brackets indicate selectivity compared to total population




Gametude vs Socio-demo

Casual Gamer | Midcore Gamer | Hardcore Gamer Champions

58.2% 14.0% 4.6% 6.5%
French 87 148 111 156
Men 97 130 112 133
18-29 years 103 134 149 114
30-39 years 93 109 112 199
Social class 1-2 109 87 84 75
Social class 3-4 89 105 157 145
Social class 5-6 109 80 21 120
Social class 7-8 90 132 119 78
Presence of children (0-14) 103 112 94 154
1 Person 98 97 44 98
2 Persons 99 108 85 57
3 Persons 90 97 162 134
4 Persons 115 95 67 94
5 Persons and + 104 99 119 142
Urban 99 106 100 113
Rural 101 95 100 90

roup™




Gametude vs Archetypes

Casual Gamer | Midcore Gamer | Hardcore Gamer Champions

58.2% 14.0% 4.6% 6.5%
Busy Convenience 75 165 115 323
Brand Hedonists 63 159 183 354
Tech Addicts 100 122 132 106
Car Enthusiasts 75 153 117 218
Risk Takers 81 171 71 295
Public life 94 112 167 114
ValueAD 84 132 132 188
Money or Finances 90 121 122 115
Environment 99 112 106 95
Sports 106 90 82 96

group™
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An overview of VR, AR, NFT's &
Metaverse adoption in
Belgium




Virtual reality

“A virtual reality experience means that you are completely submerged in a virtual

AWARENESS experience, a (complete) virtual world. This happens with the use of special VR-glasses.

The applications are rather diverse. Ranging from gaming to virtual visits o locations or

91 O/ simulating certain situations.”
o

UNDERSTANDING

FAMILIARITY

62%
ASSISTED 8 5%

KNOWLEDGE*

m Not really like that Not like that at all
I 0 U p Total, N=1.000 Understanding scores based on people familiar with VR, N=621
e d

W Exactly like that B More or less like that

* Assisted knowledge = Familiar & Yes, exoctly/more or less understood like that




Augmented reality

“An augmented reality (AR) experience means that you, in most cases, use an app, where
AWARENESS virtual elements are layered on top of reality, mostly via a computer (' e.g. QR code, Social

Media filters, app that scans the face and adds make-up or hair cut, games like Pokémon

6 8 % GO, etc.).”

UNDERSTANDING

FAMILIARITY

46%

ASSISTED
KNOWLEDGE*

m Not really like that Not like that at all
I 0 U p Total, N=1.000 Understanding scores based on people familiar with AR, N=460
e d

714%

W Exactly like that B More or less ike that

* Assisted knowledge = Familiar & Yes, exoctly/more or less understood like that




“Metaverse is the next chapter of the internet
overall” (M. Zuckerberg)
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AWARENESS FAMILIARITY
Virtual Reality 91% 62%
Augmented Reality 68% YA
AWARENESS FAMILIARITY
NFT’s (Non-Fungible Token) 54°% 36%
Metaverse 62% 39%
m tly/ m

ASSISTED
KNOWLEDGE*

53%

34%

VERY
FAMILIAR

10%

10%




Novelties vs Socio-demo

VR-Experience AR Experience liﬂne;\?v\lleec;gs;z Knﬂ\';:;ige

33.6% 32.9% 10.3% 10.6%
French 109 116 116 121
Men 109 122 146 133
18-29 years 113 121 137 151
30-39 years 129 139 106 94
Social class 1-2 114 111 103 112
Social class 3-4 112 112 117 116
Social class 5-6 84 75 45 58
Social class 7-8 72 84 115 90
Presence of children (0-14) 111 115 103 106
1 Person 79 97 106 77
2 Persons 101 97 94 97
3 Persons o5 92 106 123
4 Persons 114 111 78 88
5 Persons and + 115 114 131 101
Urban 103 104 111 95
Rural 98 97 92 104
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Novelties vs Archetypes

. . MetaVerse NFT'S
VR-Experience | AR Experience Knowledge Knowledge

33.6% 32.9% 10.3% 10.6%

Busy Convenience 129 137 141 171
Brand Hedonists 162 158 137 180
Tech Addicts 129 127 132 128
Car Enthusiasts 134 129 141 157
Risk Takers 129 143 132 185
Public life 117 115 153 137
ValueAD 115 122 113 110
Money or Finances 103 107 109 95
Environment 111 100 116 117
Sports 109 100 80 95

group™



Online privacy feelings of Belgians

| find online privacy really important and
conciously choose who | give permission

A lot of websites/apps do not respect privacy

Websites or apps make it too difficult to
manage my privacy settings

| often delete my cookies

| have installed an ad blocker

| like watching advertisements
in exhange for benefits

| often click on random things to confuse
brands, websites or apps

B Completely Agree

roup™

32%

B Rather Agree

Rather not Agree

% AGREE

21% 5% 74%
22% 6% 72%
21% 7% 72%

13% 58%

24% 48%

28% 39%

38% 30%

Don't Agree At All
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Management Ssummary

1. Gaming, an opportunity for brands
In Belgium, 78% of people 18-59 y.o. are (self declared) gamers. On average, they play video games 2.6 days a week. They
spend on average 1h40min a day doing this. This represents a real opportunity for brands. When it comes to devices used,
Belgian gamers have a preference for their smartphone (44%) followed by PC/Computer (32%) and finally PlayStation (26%).

2. A bright future for advertising during game sessions
Several types of ads exist in the gaming industry. Ads that offer rewards or credits as well as interactive ads during game
sessions seem to capture most of the interest (respectively 55% and 38%). These are followed by ads directly integrated into
the game (34%) and those that are broadcast during the count-down of a gaming live stream.

3. E-sportsfinds its place in Belgium
E-sports is known by 68% of Belgians aged 18-59 y.o. and 26% declare being familiar with it and a ‘proven knowledge’ of 21%.
They spent on average 1 day per week watching E-sports competitions. Almost 30% of Belgians watch E-sports competitions
and spend an average of 91 minutes a day doing it. The most popular devices used are (Smart) TV, PC/Computer and
smartphone. When they stream competitions, Belgians mostly use YouTube Gaming and Twitch. People declare watching E-
sports competitions mainly to take a break in their daily life, as an opportunity to learn and for the atmosphere in the game
arena.

4. IsE-sportlucrative ?
39% of people who indicated watching E-sport competitions have already paid to gain access. Covid seems to have had a
positive impact on E-sports consumption with a 30% increase compared to pre-covid. 51% reported keeping the same
consumption whilst 19% mention to have decreased.

roup™
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5.

Watching gamers playing online, another phenomenon on a roll

Belgians watching gamers spend an average of 1,09 day a week watching the live streams of their favourite gamer. In total,
38% declare to do this from time to time with an average viewing time of around 1h20min. This content is mainly consumed
at home on PC, smartphone or computer.

6. YouTube Gaming is the most popular platform

Viewing gamers or E-sports competition is essentially done via the YouTube Gaming platform (35%). The well-known
platform Twitch occupies the second position with 27% for those watching players online and 29% for those who consume
E-sports competitions.

What is the perception of Belgians facing virtual innovations ?

9 out of 10 Belgians declare to have heard about the term Virtual Reality (VR) and 62% are familiar with it. When prompting
what VR is about, 85% say that this is exactly or approximatively what they thought it was. This results in an assisted
knowledge of 53%. With regard to augmented reality (AR), this is respectively 68% (awareness), 46% (familiarity) and 34%
(assisted knowledge). The metaverse (62%) seems to be better known than NFTs (54%) among Belgians. Familiarity follows
the same line with 39% familiarity for metaverse versus 36% for NFTs.
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Archetypes definitions

roup™

BUSY CONVENIENCE are time-poor with a busy life. Whatever they buy
needs to be quick and convenient

BRAND HEDONISTS are compulsive buyers for whom price equals
quality

TECH ADDICTS are unconditional fans of gadgets and screens and
are dependent on (new) technology

CAR ENTHUSIASTS love to drive and are passionate about cars

RISK-TAKERS are thrill-seeking adrenalin-junkies both in their
personal and professional life

PUBLIC LIFE have no difficulty with privacy settings as they like to
make their life public to others

VALUEAD archetype prefer to see advertising as relevant and useful




Weekly frequencies vs Socio-demo
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Gaming E-Sports Watching
Weekly Weekly Gamers Weekly
46.3% 9.6% 12.9%
French 113 168 153
Men 114 138 140
18-29 years 116 152 164
30-39 years 105 134 139
Social class 1-2 91 90 82
Social class 3-4 105 138 113
Social class 5-6 115 72 114
Social class 7-8 99 93 105
Presence of children (0-14) 107 139 104
1 Person 98 117 99
2 Persons 89 79 82
3 Persons 106 99 117
4 Persons 107 92 94
5 Persons and + 107 148 118
Urban 104 116 101
Rural 97 88 99




Weekly frequencies vs Archetypes

Gaming E-Sports Watching

WWEENY VWY Gamers Weekly

46.3% 9.6% 12.9%
Busy Convenience 139 298 269
Brand Hedonists 134 313 275
Tech Addicts 114 117 115
Car Enthusiasts 114 210 186
Risk Takers 146 265 214
Public life 113 144 113
ValueAD 112 183 147
Money or Finances 102 121 120
Environment 101 98 110
Sports 91 103 96
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