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This report looks at the following areas:

= Are the young being seduced away from PC gaming?
< Are Steam sales devaluing PC games?

The PC gaming market is often given less attention than its glitzier console cousin, which is supported
by global names that manufacture hardware, publish games and have brand presences across other
markets.

PC gaming by contrast is a more subtle affair. With PC games contributing significantly less revenue
than console games, the attention of the largest publishers has traditionally been focused elsewhere
when community building and advertising. In the years leading up to 2014 though, digital distribution
platforms have rectified this, facilitating the growth of vibrant PC gamer communities. They have
become a fertile ground for indie game developers to expand into, a place where community-
maintained modifications can be shared and tweaked, and a mechanism for the biggest names in
games to experiment with sales strategies in a granular, controlled and innovative way.

This report looks at the types of games consumers play, how much they spend on games and add-ons,

what formats they buy and where they buy them from. The report examines the use of third party
services to download games, as well as identifying the service used alongside consumer attitudes to
buying and playing games.

DID YOU KNOW?

more holistic view of this market

change due to currency fluctuations.

“Hyper-fragmentation of attention, where consumers are
interested in games for only as long as it takes to buy them,
before moving on, is a problem for games trying to use in-
app purchases and downloadable content to mitigate the
loss in revenue caused by high volume discounted sales.”
— Samuel Gee, Senior Technology and Media

Analyst
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Figure 21: PC games consumers play, April 2014

Only social games lack a gender bias
Figure 22: Game playing by gender, April 2014

Tablet ownership indicates a higher rate of game playing
Figure 23: Game playing, by ownership of computing devices, April 2014

Indie gamers most likely to play other games
Figure 24: Game playing in the last six months, by consumers who have played games in the last six months, April 2014

A fifth of Big Budget players play daily
Figure 25: Frequency with which gamers play games each month, April 2014
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In-game spend and game purchase spend correlate

Almost one in ten gamers spend more than £20 a month on in-game purchases
Figure 31: Amount gamers spend on in-game purchases, May 2014

Demographic impacts on in-game purchases

Demographic charts
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Amazon favoured by over-25s, Steam by under-25s, GAME by all
Figure 37: Purchases made at the most used high street, digital download and internet retailers, by age, April 2014

Amazon buyers still favour physical disc purchases
Figure 38: Purchasing of physical and digital games through Amazon and GAME, April 2014

Four in ten digital buyers used third-party platform

Origin more commonly used than Steam

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com//display/store/679951/
mailto:oxygen@mintel.com

MINTEL

PC Gaming - UK - July 2014

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

Figure 39: Third party service from which consumers download games they have purchased elsewhere, April 2014
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There is still a minority preference for the physical disc
Figure 40: Consumer attitudes to buying games, April 2014
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Professional review readers generally the most engaged with the market
Figure 42: Consumer attitudes towards playing games, by consumers who read professional reviews before buying games, April 2014
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Figure 61: Amount gamers spend on in-game purchases, April 2014

Figure 62: Amount gamers spend on in-game purchases, by players of ‘Big budget’ franchise games, April 2014

Figure 63: Amount gamers spend on in-game purchases, by players of Indie games, April 2014

Figure 64: Amount gamers spend on in-game purchases, by players of Social games, April 2014
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Figure 66: Amount gamers spend on in-game purchases, by time spent playing Big budget franchise games, April 2014
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VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com//display/store/679951/
mailto:oxygen@mintel.com

MINTEL

PC Gaming - UK - July 2014

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

Figure 68: Amount gamers spend on in-game purchases, by time spent playing ‘Social’ games, April 2014

Figure 69: Amount gamers spend on in-game purchases, by time spent playing ‘Flash’ games, April 2014

Figure 70: Consumers who spend up to £20 on in-game purchases, by demographics, April 2014

Figure 71: Consumers who spend between £21-£40, who can’t remember their spend or who have spent nothing on in-game
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Figure 73: Amount consumers spend buying PC games, by types of games played by consumers — ‘Big budget’ franchise games, April
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Figure 78: Amount consumers spend buying PC games, by time spent playing ‘Indie’ smaller-scale games, April 2014

Figure 79: Amount consumers spend buying PC games, by time spent playing ‘Social’ games, April 2014

Figure 80: Amount consumers spend buying PC games, by time spent playing ‘Flash’ games, April 2014

Figure 81: Amount consumers spend buying PC games, by amount gamers spend on in-game purchases, April 2014

Figure 82: Consumers who spend up to £60 buying games, by demographics, April 2014

Figure 83: Consumers who spend more than £60, cannot remember how much they have spent or have not spent anything at all, by
demographics, April 2014

Appendix — Game Formats and Retailers Used

Figure 84: Format in which consumers purchased their most recent game, April 2014

Figure 85: Format in which consumers purchased their most recent game, by amount consumers spend buying PC games, April 2014
Figure 86: Format in which consumers purchased their most recent game, by demographics, April 2014

Figure 87: Retailers consumers used to purchase games, April 2014

Figure 88: Most popular retailers consumers used to purchase games, by demographics, April 2014

Figure 89: Next most popular retailers consumers used to purchase games, by demographics, April 2014

Figure 90: Other retailers consumers used to purchase games, by demographics, May 2014

Figure 91: Consumer use of third party platforms to download games, April 2014

Figure 92: Consumer use of third party platforms to download games, by demographics, April 2014

Figure 93: Third party download platform used by consumers, April 2014

Appendix — Attitudes to Buying and Playing Games

Figure 94: Consumer attitudes to buying games, April 2014

Figure 95: Consumer attitudes to buying games, by most popular consumer attitudes to buying games, April 2014

Figure 96: Consumer attitudes to buying games, by other attitudes to buying games, April 2014

Figure 97: Types of games played by consumers, by most popular consumer attitudes to buying games, April 2014

Figure 98: Types of games played by consumers, by other consumer attitudes to buying games, April 2014

Figure 99: Amount consumers spend buying PC games, by most popular consumer attitudes to buying games, April 2014

Figure 100: Amount consumers spend buying PC games, by other attitudes to buying games, April 2014

Figure 101: Format in which consumers purchased their most recent game, by most popular consumer attitudes to buying games, April
E%Jffre 102: Format in which consumers purchased their most recent game, by other consumer attitudes to buying games, April 2014

Figure 103: Most popular consumer attitudes to buying games, by demographics, April 2014

Figure 104: Other attitudes to buying games, by demographics, April 2014
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Figure 105: Consumer attitudes to playing PC games, April 2014

Figure 106: Format in which consumers purchased their most recent game, by most popular consumer attitudes to playing PC games,
é\i%ﬁlrs(ﬁf?: Format in which consumers purchased their most recent game, by other consumer attitudes to playing PC games, April
gi%ﬁ?e 108: Consumer attitudes to playing PC games, by attitudes to playing PC games, April 2014

Figure 109: Consumer attitudes to playing PC games, by other consumer attitudes to playing PC games, April 2014

Figure 110: Most popular consumer attitudes to playing PC games, by demographics, April 2014

Figure 111: Other consumer attitudes to playing PC games, by demographics, April 2014
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