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The video game market is poised for impressive growth as
the younger generations become adults and gain increased
spending power. The major challenge for many gaming
brands moving forward will be in meeting the diverse
needs of their target audiences and maintaining
engagement among new and even more diverse
generations of gamers.
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A small share of gamers focus on a single genre
Figure 32: Repertoire of video game genres played, February 2015
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Figure 34: Target groups, February 2015
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Appendix — Consumer

Incidence of kids playing video games
Figure 35: Video games owned or played — Kids, November 2013-December 2014

Video game genres played by kids
Figure 36: Video game genres played — Kids, by demographics, part 1, November 2013- December 2014
Figure 37: Video game genres played — Kids, by demographics, part 2, November 2013-December 2014
Figure 38: Video game genres played — Kids, by demographics, part 3, November 2013-December 2014 (continued)

Time spent playing video games — Kids
Figure 39: Time spent playing video games — Kids, by demographics, November 2013-December 2014

Who kids play video games with
Figure 40: Who kids play video games with, by demographics, November 2013-December 2014
Figure 41: Who kids play video games with, by demographics, November 2013-December 2014

General opinions about video games — Kids
Figure 42: Kids’ opinions about video games, by demographics, November 2013-December 2014

Incidence of teens playing video games
Figure 43: incidence of playing video games — Teens, by demographics, November 2013-December 2014

Time spent playing video games — Teens
Figure 44: Time spent playing video games — Teens, by demographics, November 2013-December 2014

Video game genres played by teens
Figure 45: Video game genres played — Teens, by demographics, part 1, November 2013-December 2014
Figure 46: Video game genres played — Teens, by demographics, part 2, November 2013-December 2014
General opinions regarding video games — Teens
Figure 47: Teens’ opinions regarding video games, by demographics, part 1, November 2013-December 2014
Figure 48: Teens’ opinions regarding video games, by demographics, part 2, November 2013-December 2014

Time spent playing video games — Adults
Figure 49: Time spent playing video games — Adults, by demographics, November 2013-December 2014
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