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"While girls are significantly more likely to enjoy games
typically found on mobile devices, boys tend to be engaged

in aspects of gaming that require more of an investment.
Perceptions of gaming popularity and socialization tend to
decrease with age, and younger teen boys appear to be the

most dedicated to gaming.”
- John Poelking, Leisure Analyst

This report looks at the following areas:

• New generation of consoles lack spark
• Saving may be a priority for teens
• Interest cools with age

Video games include any game played digitally, including mobile, computer, console, and online games.
This Report focuses on consumer attitudes of teen and tween gamers.

For the purposes of this Report, Mintel has used the following definitions:

• Tweens:
children aged 10-11

• Teens:
children aged 12-17

• Younger teens:
children aged 12-14

• Older teens:
children aged 15-17.

Readers of this Report may also be interested in Mintel’s Gaming Consoles – US, September 2016 and
Attitudes Toward Gaming – US, June 2016.
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Figure 14: First Look at Nintendo Switch video, October 2016
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