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THE BRAZILIAN GAMING INDUSTRY

IN 2022

In recent years, the Brazilian gaming Indus-
try has presented two vital characteristics
that show robust development. On the one
hand, the demand for games in Brazil main-
tained 3% growth in 2022, contrasting with
the global decline of 4.3% observed in the
same year, according to Newzoo data.

On the other hand, the number of studios
and the launch of Brazilian companies
abroad has grown, as has the interest of in-
ternational studios and publishers invest-
ing in Brazil. There are now over 1,000 stu-
dios mappedinthe country, with more than
2,600 games released between 2020 and
2022, 1008 of which were released just last

year. In addition, there has been direct in-
vestment in local projects and companies,
such astheacquisition by Fortis Games and
investments by Room 8 Group, along with
EPIC Games’ investment in the company
Aquiris, from Rio Grande do Sul.

Given this environment, the 2023 Brazil-
lan Gaming Industry Survey was conduct-
ed by Abragames (Brazilian Association of
Electronic Games Developers) in partner-
ship with ApexBrasil (Brazilian Trade and
Investment Promotion Agency), outlining a
detailed overview of the Brazilian gaming
industry. The study aimed to explore and
validate the trends identified in its 2022
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version, providing a better understanding
of the industry’s current state and future
prospects.

This document presents the key findings of
the 2023 Brazilian Gaming Industry Survey,
with data collected thru July 2023.

BRAZIL ON THE INTERNATIONAL STAGE

One way to measure the growing success of
Brazilian gaming companies overseas is the
reception for their products in the various
markets where they operate, both in terms of
their own products and third-party offerings.
Half of the domestic developers operating in
international markets obtained over 70% of
their revenue internationally. This number
rises to 65% when considering studios whose
overseas revenue exceeds 50%.

While the growing number of games launched
abroad reinforces the position of Brazilian stu-

dios in the consumer market, Brazil’s poten-
tial as a promising region for External Devel-
opment services, as indicated in the 2021 and
2022 XDS Summitreports,showsthatBrazilian
studios focused on external development are
meeting international demands with quality.

Indeed, Brazil is highlighted in the report for
its artistic as well as engineering and co-de-
velopment capabilities, in addition to its fa-
vorable time zone for communication with
both Europe and the United States.
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Figure 1. Evolution of the number of developers STUD|0 GROWTH AND
1,042 INDUSTRY ORGANIZATION

After reaching over 1,000 development studios in 2021, it is estimated that
this number grew to at least 1,042 in 2022. This highly dynamic industry
makes exact measurement challenging, as new studios are relatively easy
to establish and there are no barriers to exit. (Figure 1)

1,009

Of the studios that participated in the survey, 17% have been operating in
the market for over 10 years, while 19% have been operating for less than
two years. Of the total, 85% of the studios are already formally established,
and 63% of the non-established intend to do so within one to two years.

375

In addition to the recent growth in the number of studios, their geograph-
ic distribution across the country is evident. A more digitized production
environment, the growing trends of remote work and distance learning,
and a greater offering of courses in various states are some of the factors
that contribute to this distribution. The Southeast region stands out with
58% of companies, followed by the South (20%), which lost 1% compared
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to 2021. and the Northeast (15%) which gained Figure 2. Distribution of developers by region

1%. The Midwest (6%) remained unchanged, and o
the North (2%) lost 1% according to the survey 2o (17)

(Figure 2). T «' 1590 (122)
It has also been noted that the greater the num- : Northeast
ber of studios and the wider their geographical

distribution, the more complex it becomes to =5

coordinate joint actions that satisfactorily serve
the majority of industry companies. Since 2004,
Abragameshassoughttobring Brazilian develop-
ment companies together in order to encourage
public policies with federal, state, and municipal
authorities. The partnership with ApexBrasil in
the Brazil Games Program is one of the success
stories among the various partnerships devel-
oped during this period.

69%/0 (
Midwest

4
‘!I
& 5890 (472)

* Southeast

209/0 (167)
South

The need for closer coordination with local de-
mands has encouraged the emergence of re-
gional associations, which have begun to en-

1,042 companies
Unable to establish the location of 222 companies




gage with municipal and state
entities. In 2022, 16 active re-
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gional associations and col-
lectives were identified.

INTERNATIONAL PRESENCE

The digital distribution of
games allows quick access to
international markets, mainly
for studios focused on the con-
sumer market and developing
entertainment games. Plat-
forms such as Steam, Google
Play, Apple Store, Streaming,
among others, allow games
to be released in multiple lan-
guages at launch.

Despite the absolute growth in
the sample of studios, the vari-

ation between 2021 and 2022
in terms of various degrees of
internationalization maturity
was small. As shown in Figure
3, 58% of developers sold in-
ternationally, while 10% had
fixed representatives or pub-
lic relations hired abroad.

The United States and Latin
America continue to be the pri-
mary marketsforBraziliancom-
panies selling abroad (57%),).
Western Europe saw the high-
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Figure 3. Degree of Internationalization

Representative - 19%0 (28)
or Public Relations
1290 (24)

Company Established - 25%0 (9)
Abroad
9% (18)

I 2%o (5)

I 290 (4)
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Commercial Office

I 1% (3)

Development Unit

I 2% (3)

2023 (290 respondents)

2023 (198 respondents)

5890 (169)

Figure 4. Main international markets
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Total of Respondents: 254
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Figure 5. Exposure to the international market

Participated in international
business events as a
visitor/listener

Participated in international
business rounds

Participated in international
business events as an
exhibitor or speaker

Participated in international
trade missions

4% (41)

17%0 (33)

10%6 (30)

13%0 (25)

2023 (290 respondents) 2023 (196 respondents)

33%0 (95)

39%o (76)

33%0 (65)

3090 (88)

est growth as a target market from 2021 to 2022,
rising from 49% to 54%

Exposure to these markets becomes a decisive fac-
tor for companies to boost international maturity.
The Brazil Games project has contributed to expos-
ing various Brazilian companiestointernational ex-
periences. Figure 5 shows that participation in in-
ternational business events as a visitor/listener has
been the most common situation among Brazilian
companies. In this regard, the statistical effect of
increasing the sample generates a distortion when
considering the absolute number of companies,
as it is evident that exposure, on average, grew by
around 26%, reaching 35% when considering par-
ticipation in international business rounds.
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A TECHNOLOGICAL

INDUSTRY

When it comes to accessing soft-
waretechnology, Brazilian compa-
nies face no limitations compared
to other markets. Local developers
can choose from the leading tech-
nologies and tools available inter-
nationally, with around 80% opt-
ing for the Unity engine in 2022,
down from 83% in 2021.

Epic’s Unreal engine remains the
second choice among Brazilian
studios, having grown by two per-
centage points in 2022, reaching
25% of studios. Despite trailing far
behind Unity in adoption rate, Un-

10

real was the only engine to expe-
rience growth in its usage among
all the surveyed engines.

Studios are also diversifying the
use of engines to better meet the
demands of work coming from
abroad, simultaneously reducing
dependence and improvingthein-
dustry’s competitive position. On
average, studios use 1.5 enginesin
their productions, with 8% of de-
velopers using 3 or more engines
in their production.

Figure 6. Most used engines

Unreal _ 2590
Blender Engine - 11%0
Construct - 7.2%0
Proprietary technology - 5.5%0
GameMaker . 5.2%0
Godot . 5.2%0

Cocos 2D I 1.0%0

Phaser I 0.7%0
Corona SDK ‘ 0.3%0

CryEngine 0.3%0

Amazon Lumberyard ‘ 0.3%0
otver [ 75

Total Respondents: 291
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Figure 7. Distribution of partners and employees by gender

VA WAY/[

2412 Men

Total respondents: 278 (3249 people in total)

Y 4

1.59/o

48 Non-binary

QUALITY AND DIVERSITY

It is estimated that there were
13,225 people working in the Bra-
zilian gaming industry in 2022.
The numbers show that the par-
ticipation of women as partners is
14.3%, and 28.2% as employees,
reaching an overall participation
of 24.3%. This outcome indicates
that the growing involvement of
women in game companies has

not yet fully realized its potential
(Figure 7).

In total, 57% of Brazilian game
development companies partic-
ipating in the survey affirmed
having employees from black,

indigenous, people with disabil-
ities, transgender communities,
or other minority backgrounds
(Figure8).Thisnumberremained
consistent between the 2022 and
2023 surveys, showing that the
industry is addressing diversity
better than other sectors. This
diversity benefits companies, al-
lowing them to better adapt to
the demands of different con-
sumers while fostering greater
creative development.

The education of this workforce
IS concentrated in private higher
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Fiqure 8. Presence of black, indigenous, disabled, neurodiverse, foreign, refugee,
transgender, and/or individuals over the age of 50.

YES
2023 5690 (157 companies)

NO

44yo/o (121 companies)

YES NO
2022 57%% (111 companies) 439 (85 companies)

2023 (278 respondents) 2022 (196 respondents)

education institutions (99.73%), or in free-
ly available online courses, a global trend
resulting from the pandemic. The 4,000+
undergraduate courses registered in the
Brazilian Ministry of Education are dis-
tributed across approximately 140 higher
education institutions, with over 40% of
them located in the Southeast. Until 2010,
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the participation of women in higher edu-
cation for digital games represented less
than 3% of graduates. This number practi-

cally quadrupled between 2011 and 2020,
reaching 12% and doubled in the two-year
period 0f 2021 and 2022, reaching 24%, ac-
cording to data from private higher educa-
tion institutions.

13,225

people working in
the Brazilian game
industry
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Figure 9 - Aspects related to Intellectual Property

| develop my own IP

| license my IP to third parties

| license IP from other companies

| participate in transmedia
projects (books, comics, in-game
shows, movies, etc.)

| engage in co-development with IP
from the Animation audiovisual industry
(Broadcast TV, Cable TV, Streaming)

| engage in co-development with IP
from the Live Action audiovisual industry
(Broadcast TV, Cable TV, Streaming)

49%/0

| engage in co-development with IP

i . 19/0
from the Radio/Podcasts industry

| engage in co-development
with other industries

2
>

10°/0

8%

Total Respondents: 303
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PRODUCTION CAPACITY

Similar to 2021, the vast majority
of Brazilian studios (92%) devel-
oped their own intellectual prop-
erty (IP) in 2022 (Figure 9). How-
ever, participation in transmedia
projects (15%) and licensing their
own IPs to third parties (13%) sur-
passed licensing IPs from other
companies (10%), which held the
second place at 18% in the previ-
ous year.

Developers exclusively using
their own IP rose from 59% to
64% in 2022.

In 2022, 32% of respondent com-
panies performed some form of

service, with the exception of art
outsourcing. Similar to 2021, Pro-
totyping and Game Design (47%)
were the main outsourced ser-
vices. Figure 10 shows the main
outsourced services and their evo-
lution compared to 2021.

In addition to developing their
own games and providing out-
sourcing services, studios also of-
fer other services tied to the gam-
ing industry. The surveyindicated
that49% of companiesdeveloped
a proprietary game in 2022. Art
Services (28%) surpassed Gami-
fication (24%), while Animation
rose from eighth place (21% in

13
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49 Figure 10. Types of outsourced services performed
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Figure 11. Activities carried out by developers

art services [ -
camification [ -
animation [ -
Software development and IT Services _ 2290
Digital content production |GG -
consuiting [ 7
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Board Games _ 1090
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Other Digital and Technological Activities [l 5°
other Activities [ 1o
Research - 40/

Retail [ 1%

Total Respondents: 303

2021) to third place (23%) in
2022. Software development
dropped from 25% to 22%, now
ranking as the fourth most per-

REVENUE

The analysis of the revenue
sources of the Brazilian gam-
ing industry in 2022 shows that
entertainment games remain
the main source of revenue, al-
though studios generate rev-
enue from multiple types of
games. In 2022, 86% of compa-
nies indicated that entertain-
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formed activity by developers.
Figure 11 shows the main ac-
tivties carried out in 2022.

MAIN SOURCES OF

ment games were their main
source of revenue (Figure 12),
followed by educational games
(8%), advergames (3%), and
corporate training (2%). Con-
centration on entertainment
games increased by 10% com-
pared to 2021, while education-
al games decreased by 4% and
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Figqure 12. Main revenue sources by game type

Entertainment Games

Educational Games - 890

Advergames I 390

8690

Corporate Training Games I 2%0o

Other Types of Digital Gamesl 190

Total Respondents: 145

other types represented half of their previous figure.

PCs have become the platform with the highest number of projects, just two more than mo-
bile devices, both reaching 25% considering the number of games developed (Figure 13).
When considering the platform generating the most revenue, the majority of companies

indicated computers with 44%, followed by mobile devices (23%) and consoles (12%).
(Figure 14)
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Figqure 13. Summary of development by platform

259/o 259/o 189%/o 23%0o 39/o 0.1%0 190
COMPUTERS SMARTPHONES AND CONSOLES WEB VIRTUAL REALITY / DIGITAL TV OTHER
TABLETS AUGMENTED REALITY

Total Respondents: 221

Figure 14. Platform generating the most revenue
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DIVERSITY OF EVENTS

As in other industries, the city of Sao Pau-
lo tends to be a hub for major events in the
gaming industry. However, with the growth
and emergence of developers across various
states, there has been a rise in other events
across the country in 2022.

Not only are these events spreading through-
out Brazil, but theirformats and objectives are
becoming more diverse. Gaming events may
strategically target the Business-to-Business
(B2B) market, with afocus on generating busi-
ness between companies in the sector. Other
events are more consumer-oriented, where
developers and publishers showcase their re-
leases or create opportunities to get closer
to their consumers, and there are academic
events as well, which seek to discuss knowl-

18

edge within the sector. Large events usually
include lectures, as well as B2B and consumer
areas, where visitors learn about companies,
the industry, and relevant topics.

In 2022, we saw the return of on-site events in
Brazil, and Sao Paulo hosted the two biggest
events of the year. The BIG Festival (Best In-
ternational Games Festival) was held in July,
and has been the main hub for business gen-
eration (B2B) and showcasing independent
games in Latin America since 2012. The BGS
(Brazil Game Show) then took center stage in
October, the largest gaming fair in Latin Amer-
ica, which stands out as the main event fo-
cused on consumers, and has also featured a
B2B area for over a decade.




The Brazilian Symposium on Games and Dig-
ital Entertainment (SBGames), whose main
focus is academic discussion and is held in a
different location each year, was held in Natal,
RN, during the month of October.

Several other events were also held in Brazil in
2022, serving as opportunities for digital gam-
ing fansto gather, without justfocusing on ma-
jor releases or business. They included Game
XP, held in Rio de Janeiro, which presented a
Gamepark format, and the Comic Con Experi-
ence (CCXP), focused on geek culture, which
took place in Sao Paulo and also offered a
gamer area.

In the competitive development format, we
can highlight Game Jam Plus, with region-
al stages taking place in various cities, Glob-
al Game Jam, held in Brazil since 2019, and
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Women Game Jam, focusing on women, trans
and non-binary people.

With the growth of the gamer culture, the pres-
ence of spaces for games in events focused on
education has become more common, as was
the case at Bett Brasil Educar, aimed at educa-
tion and technology, held in Sao Paulo. This is
also true for events focused on creativity and
innovation, such as Rio2C, held in April in Rio
de Janeiro.

Boasting strong engagement by local associ-
ations and both public and private incentives,
regional events took place across various
states, many of them held in person. States
that hosted gaming events in 2022 include Ba-
hia, Brasilia, Ceara, Rio Grande do Sul, Santa
Catarina, among others.
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INVESTMENT LANDSCAPE

An important factor for the Brazilian gaming in-
dustry to accelerate its growth in the coming
years is access to investment. Access to public
resources in recent years has been limited to
specific actions, and the participation of private
investment is still far from what happens, for ex-
ample, in other technology-oriented sectors.

The vast majority of studios rely on their own
company’s and entrepreneurs’ resources (46%).
International publishers,inturn,investedin 16%
of the surveyed companies. On the other hand,
other private investment options, such as an-
gel investing, private grants, accelerators, virtu-
al crowdfunding, among others, reach less than
10% of companies.

Accessto capital viainternational publishers has
increased as a result of the exposure of Brazilian

20

companies at B2B events. Some of the interna-
tional publishing partners cited in 2022, in the
order they appeared in the survey, were: Ful-
grum Publishing, QubicGames, HypeTrain, Dig-
ital Paradox Interactive, Bandai Namco, Plugin
Digital, Skystone Games, SOEDESCO, Tap Na-
tion, Crazy Games, Akupara Games, DANGEN
Entertainment.

Publicinvestments, onthe other hand, occurred
only atlocaland statelevels. Thesepublicgrants,
when launched, were initiated by culture de-
partments or programs focused on culture in
municipalities and states, stemming from the
work carried out by regional associations.

New at the federal-level was the approval of the
Paulo Gustavo Law (Complementary Law No.
195, dated July 8, 2022), aimed at the cultural



sector, adopted as a result of the economic and
social impacts of the Covid-19 pandemic. The

WHERE DO WE GO

It is clear that the Brazilian gaming develop-
ment industry not only sustains consistent
growth but also displays resilience even in
times of crisis. At the same time, Brazilian
gamers remain eager for new content and
products. This seems to be the perfect mix for
a successful gaming market in the long run.

The prospects for improvements in the Brazil-
lan economy, bolstered by a more stable po-
litical landscape, stand in contrast to the in-
stability of the global market. Both generate
potential opportunities and challenges for the
coming years.
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values and allocation of these resources to the
gaming sector were to be discussed in 2023.

FROM HERE

Thelocalscenariobecomesanopportunity for
an ecosystem that has grown and diversified.
Brazil boasts higher education courses in the
field of digital gaming spread throughout the
country, along with supporting companies (lo-
calization, monetization, animation, among
others) for developers, studios offering prod-
ucts for consumers, external development ser-
vices, and the presence of international play-
ers such as Garena, Tencent, Ubisoft, among
others.

The local challenge is to organize the different
public and private players in a way to harness-
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es the industry’s momentum. The intention is
to complement the ecosystem where there are
still gaps, such as in the case of accelerators
and initial project financing, and to enable a
synergistic allocation of resources. The align-
ment among public entities at various levels
and areas (ApexBrasil, FINEP, BNDES, State
Secretaries, among others), ABRAGAMES, and
regional associationsfor betterunderstanding
and targeting of public investment will enable
sustained growth of theindustry’sfoundation-
al pyramid. Atthe same time, the participation
of private industry companieswith theirexper-
tise, such as Google with its Indie Games Ac-
celerator project, will enable a healthier busi-
ness environment for established companies.

The unstable international scenario has led
to some unexpected changes within the gam-
ing industry in recent years. While borderless

.22_

remote work has solidified as a reality in the
post-pandemic era, the conflictin Ukraine has,
in turn, elevated costs in Europe, with a poten-
tial impact on future development in certain
countries. Simultaneously, it has prompted
the migration of game development compa-
nies from Ukraine to the United Kingdom.

This scenario, combined with the recognized
quality of outsourced development by Bra-
zilian companies, enables the absorption
of technology and knowledge derived from
projects executed in collaboration with in-
ternational studios and publishers. This gen-
erates more qualified individuals who will in
turn nourish the local ecosystem. Simulta-
neously, as the external demand for remote
employees amplifies this transfer, it becomes
necessary to create more accessible and di-
verse human resources.




ABRAGAMES BRAZILIAN GAME
COMPANIES ASSOCIATION

Abragames, the Brazilian Game Companies Asso-
ciation, was founded in 2004 and represents Bra-
zilian studios developing games in various plat-
forms. Besides catalyzing the game production
in the country by training and promoting exper-
tise, Abragames aims at making Brazilian creativ-
ity and technology available to the main players

of the international game industry.
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BRAZIL GAMES EXPORT PROGRAM

The Brazil Games Export Program, is the export
program created by the Brazilian Game Compa-
nies Association, ABRAGAMES, in partnership
with ApexBrasil, the Brazilian Trade and Invest-
ment Promotion Agency. Our goal is to promote
the Brazilian Game industry internationally, de-
veloping new businessopportunitiesforourcom-
panies. The Brazil Games Program also promotes
Brazil as the hub for business in Latin America
and invites buyers, investors and publishers for
BIG Festival, Brazil’s Independent Games Festi-
val,the mostimportantinternationalindie games
festival and the hub for international business in

Latin America.

APEXBRASIL

The Brazilian Trade and Investment Promotion
Agency (ApexBrasil) works to promote Brazilian
products and services abroad and attract foreign
investments to strategic sectors of the Brazilian
economy. In order to achieve its goals, ApexBra-
sil carries out several trade promotion initiatives
aimed at promoting Brazilian products and ser-
vices abroad, such as prospective and trade mis-
sions, business rounds, support to the participa-
tion of Brazilian companiesin majorinternational
fairs, visits of foreign buyers and opinion makers
to learn about the Brazilian productive structure,
among other business platforms that also aim at
strengthening the Brazil brand.
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