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Australian Commercial Rollout moves into full gear  

Highlights: 

● Arcade X revolutionary Media Gaming Platform preparing for launch in Australia and other 
Tier 1 countries in March 2019  

● Arcade X Platform offers a revolutionary media platform for advertisers to engage with the high 
growth casual gaming market 

● Emerge Gaming’s trade marketing strategy, media kit finalised to launch the Arcade X 
advertising opportunity to major Australian brands 

● Former News Corporation executive Simon Ingleson joins the Company as Arcade X Strategic 
Marketing Consultant to drive the rollout to both advertising agencies and clients 

● Significant interest to engage with Emerge Gaming’s Arcade X platform 

● Arcade X Platform, including an optimised web version, native iOS and Android apps, is currently 
completing robust user testing  

● National media roadshow presenting to major brands and media buying agencies has 
commenced to lead into product launch 

 
Emerge Gaming Limited (ASX: EM1) (“Emerge Gaming” or the “Company”) advises that it has 
completed its commercial rollout strategy as part of the launch of the Arcade X revolutionary Media 
Gaming Platform (“Arcade X Platform”) in Australia and other Tier 1 countries.  

The strategy includes:  

- high quality trade collateral for marketing to major Australian brands including a media kit 
- national advertising roadshow which is currently underway 
- appointment of Simon Ingleson, an experienced marketing executive, as Strategic Marketing 

Consultant to ensure launch success 

The Arcade X Platform has been customised to deliver optimum media, publisher and user 
engagement; significant interest in the offering has already been registered.  

Trade Marketing Collateral 

Over the past 8 weeks, the Company has worked closely with Meerkats The Brand Company to 
develop detailed trade marketing material including a professional media kit to assist with the media 
launch strategy.  

The purpose of the trade marketing collateral is to provide brands and media agencies with a 
compelling toolkit to understand the Arcade X Platform, the individual applications and media options 
available for the purposes of securing revenue and commercial partnerships.  

A copy of the media kit is appended to this announcement.  
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National Media Roadshow Now Underway 

A national roadshow presenting to major multinational brands, media buying agencies, creative 
agencies and media partners has begun.  

This roadshow involves a full schedule of presentations across the country over the next two weeks 
to ensure all major brands are aware of Arcade X and the revolutionary brand engagement 
opportunities available.  

Internet Service Providers and Telecommunications companies are also targeted with the added 
potential of Cloudzen GameCloud (to drive internet usage), corporate brand tournament services and 
Value-Added Service offerings.  

Appointment of Arcade X Strategic Marketing Consultant 

Simon Ingleson has extensive experience in the Technology and Media sectors with a career spanning 
over 20 years. This includes 15 years with one of the world’s largest media companies, News 
Corporation, as Advertising Director managing a team of over 100 employees across print, magazines 
and online platforms in both Perth and Sydney. Mr Ingleson successfully led the launch and 
implementation of several of News Corporation initiatives including STM, perthnow.com.au, 
Escape.com.au as well as creating a partnership with moshtix.com.au. Mr Ingleson will be responsible 
for commercial rollout of the Arcade X platform in Australia.  

CEO, Gregory Stevens noted: "Early feedback from brands and agencies regarding the Arcade X 

platform has been exciting as they recognise that Arcade X offers marketers a fresh approach to 

targeting the high growth casual gaming market in Australia. With the platform completed, trade 

marketing finalised and a clear go to market strategy in place, I look forward to gaining market traction 

and sharing the results with shareholders post launch." 

 

For further information:  

Australia    South Africa   Media Enquiries 

Bert Mondello    Gregory Stevens   MMR Corporate Services 
Chairman     CEO     
E: bmondello@regencycorporate.com.au E: greg@emergegaming.com.au   media@mmrcorporate.com 
P: +61 8 6380 2555   P: +27 72 420 4811  P: +61 2 9251 7177 

 
 
About Emerge Gaming 
 
Emerge Gaming Limited (ASX:EM1) is a leading eSports and Casual gaming tournament company. 

Emerge Gaming operates the online eSports and casual gaming tournament platform and lifestyle hub 

“Arcade X”. Via this platform, casual, social and hardcore gamers can play hundreds of gaming titles 

against each other via their mobile, console or PC.  

The platform uses its unique IP, advanced analytics tracking and proprietary algorithms to deliver an 

optimum tournament gaming experience for users while providing advertisers with the perfect vehicle 

for delivery of their messaging to a fully engaged audience. 

More information: www.emergegaming.com.au and view the Arcade X platform at www.ArcadeX.co  
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Marketers have grappled with 
digital branding for several years 
now, with the shifting sands of 
social, programmatic and display 
colliding to create a confused  
and noisy marketplace. 
At the same time, digital success 
metrics have been hyper-focused 
on simple ‘eyeball’ impressions 
and superficial interactions, to the 
detriment of brand engagement 
and understanding.

Why are there no 
brands in digital?
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Learning to avoid online 
advertising has become  
a kind of unconscious art.
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What’s worse, the digital 
marketing reports that 
identified this, are based 
on problematic metrics. 
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If you try and bypass these 
behaviours to serve ads, 
your audience can turn on 
you with alarming speed. 
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Ad-free is a major drawcard 
for paid subscriptions.
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Meanwhile, more people  
are playing games than ever.

We play on our commutes, when we’re 
out and about, and when we’re at home.
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Introducing ArcadeX
ArcadeX is a gaming platform  
for customers to play branded 
tournaments and games, while 
winning prizes. 
Our platform can create hours  
of engagement for users, offering 
huge brand exposure opportunities 
while simultaneously creating 
excitement and participation. 
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Game sessions 
monthly

We’ve consolidated millions of players, and introduced 
brand affinity through extended hours of gaming.

Our South African success story

150K+
Bringing 

massive ROI
Ability to roll 
out globally

Minimum 
engagement

15 mins < 5%
 Bounce rate
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Debonairs Pizza

16,500
Registered players  
on the platform

500,000+

3 million+

In-platform 
impressions

Facebook impressions

570,000+
Game sessions 

played
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Aussies like to play

of Australians play 
games - PC, mobile, 
consoles, tablet

80%

Mobile gaming has 
increased 18% since 2013

Casual gamers play twice 
a day (10 mins per session)

67% 
of households 
have more than 
one device

Who is playing?

of older 
adults (65+)

43% 
of children 
under 18

76% 65%

of working 
age adults

How much are we playing?
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Have Fun De-Stress Socialise Keep Active / Learn

Tower Stack 99 Balls 2048

“They also help me relax  
and to tune out from stresses 

in my life, and they can 
recharge me in that sense” 

Games are used as a break 
in the day, it helps people to 
relax, de-stress or pass time 
on the way home from work. 

“I only play intellectual games 
mainly for relaxation but also 
to keep my mind stimulated” 

The ‘use it or lose it’ mentality, 
people use games to keep an 
active mind, improve motor 

skills or learn a new language. 

“You get to experience 
something you wouldn’t 

otherwise.” 

Games are used to have fun, 
escape from the everyday 

and pass the time. 

“I enjoy playing them with the 
kids, particularly on a rainy 

day. They’ve helped me keep 
in contact with old friends.” 

Keeping in contact with 
friends or helping children to 
understand collaboration and 
problem solving skills - game 

can be a bonding activity. 

Angry Flappy Wings

We play to…
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We use the lure of competitive 
gaming and prizes to keep  
players coming back for more. 
A live score leaderboard and 
countdown timer on each 
tournament keeps excitement 
levels high, and encourages 
repeated attempts to knock  
the top players off the board.  

We play to win.
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The ArcadeX Ad Experience

Branded “all time leaderboard” on dashboard 

Contextual pre-roll with progress load screens  

Branded hide game / thanks for playing screens  

Win / Lose branded graphics 

Feature tournaments in header dashboard  

In-game notifications with timely brand offers 

Brand sponsored “Win your lunch/dinner” 
sudden death match tournaments  

Boost battle points - branded quick games /
sponsored modules   

“Tournament team ups” - get a friend to join a 
hosted tournament and earn points each 

Branded “instant replay” sharable moments   

Action-based brand offers e.g. “Complete X, 
get Y on ArcadeX”

Create two-way value
between advertisers and users

Integrate and engage the end 
user instead of disrupting
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Custom White Label Branded Tournament Plus Insertion Order (direct) Programmatic

Ad placements booked via 
a contract with Emerge and 
implemented through DFP 

by the publisher 

Enables advertisers to use 
on site data to build targeting 

segments via a DMP integration 
(ie. fast food behaviours)

Branded host and hosted 
tournament sections 

Brand extension features - 
celebration graphics, sudden 

death-match game style 

ArcadeX onsite 
tournament drivers 

2 variations

Branded app experience 
with bespoke game  

2 variations

Ad placements delivered through 
programmatic media buying 

No contract with Emerge Gaming 
to serve advertising and can be 
automated to sell any unsold 
direct or packaged inventory 

Through a third party, we’re 
able to add this inventory to 

media buys for major agencies

Within ArcadeX PlatformOutside ArcadeX Platform

The tiered approach

14
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A unique opportunity to redefine  
digital marketing and engagement. 

A bespoke media platform with opportunities 
for longer-term brand storytelling.  

Engaging a traditionally  
ad-adverse customer base. 

What next?
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Case Study: 
OpenView

South Africa’s first free  
HD satellite TV service 

Over 20 radio stations  
and TV channels 

Part of eMedia group -  
Leading cable TV provider 
with 30M+ viewers.

16

F
or

 p
er

so
na

l u
se

 o
nl

y



The OpenView campaign over-delivered on every KPI. 
3 million+ impressions, 128,000+ video views, 12,500+ 
players, and 270,000 native branded impressions.  
The total added-value clicks from the Openview 
banners came to a total of 1665. 
12,347 newsletters were sent out which had a 9% 
open rate (1,055 opens) and 156 newsletter clicks. 

Customer Journey

Step 1 
Digital + VAS Sign-up

Step 2 
Email Registration

Step 3 
Homepage

Step 4 
Enter Tournament

Step 5 
Native Banners

Step 6 
Newsletters

Objective

Results

Generate national awareness and competition 
engagement (via form submissions).
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Performance 
Metrics

Social Impressions

Total Players

Native Impressions

Video Views

Newsletter Sends

Month 1 
Target

766,667

3,333

66,667

41,667

0

Month 1 
Delivered

1,502,712

5,142

99,904

84,484

0

Month 2 
Target

766,667

3,333

66,667

41,667

0

Month 2 
Delivered

933,577

4,280

99,641

26,405

0

Month 3 
Target

766,667

3,333

66,667

41,667

10,000

Month 3 
Delivered

663,862

3,103

70,325

17,603

12,347

Total 
Target

2,300,000

10,000

200,000

125,000

10,000

Total 
Delivered

3,100,151

12,525

269,870

128,492

12,347

Performance metrics
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Thank you

F
or

 p
er

so
na

l u
se

 o
nl

y


