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Synopsis  Forecast of Game Advertising Spending (2006-2012) 
Electronic Gaming in 
the Digital Home: 
Game Advertising 
paints a complete 
picture of the fledging 
game advertising 
industry. The report 
includes analysis and 
forecast for different 
game advertising 
models, including 
SIGA, DIGA, display, 
advergames, game 
tournament, and 
virtual worlds. It also 
provides profiles of 26 
key players in the 
game advertising 
industry and 
comprehensive 
consumer 
perspectives.   
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Other game advertising (including portal display ads, advergames, virtual
worlds marketing, game tournaments, sponsored game sessions, etc) 
In-game advertising (including static, dynamic, casual, and mobile)
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Publish Date: June 07 “With an average monthly household expenditure of less than half a dollar in 
2006, compared to $37 for broadcast TV, electronic gaming represents a 
seriously under-leveraged advertising medium,” said Yuanzhe (Michael) Cai, 
Director of Broadband and Gaming at Parks Associates. “Nevertheless, if 
executed in the right way, game advertising can provide a win-win solution 
for advertisers, game developers and publishers, console manufacturers, 
game portals, and even gamers.”  
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The Bottom Line is a 
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level summary of the 
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implications for 
companies doing 
business in this space. 
 
A Parks Associates’ 
Resource Book 
contains a wealth of 
consumer survey data 
and company profiles—
a must-have reference 
for product/market 
planning. 
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