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PlayStation is the current leader in a competitive console
market
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REASONS FOR PLAYING VIDEO GAMES

Fun and relaxation are the key drivers for video games
Figure 25: Reasons for playing video games, November 2018
Figure 26: Play video games to have fun and relax, by age,
November 2018

Figure 27: Play video games to connect and compete, by
age, November 2018

Figure 28: Reasons for playing video games, by device
usage, November 2018

Killing time and escaping daily life are secondary reasons
to play

Figure 29: Play video games to kill time and escape daily life,
by financial situation, November 2018

Figure 30: Play video games to kill time and escape daily life,
by device usage, November 2018

Connecting and competing online are important, but have
their limits

Figure 31: Play video games to connect with friends/family, by
age and gender, November 2018

Figure 32: Play video games to compete with others, by age
and gender, November 2018
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Figure 33: Play video games to connect and compete, by
device usage, November 2018

Figure 34: Play video games to connect or compete (net), by
age, November 2018

BARRIERS TO PLAYING VIDEO GAMES

» Lack of enjoyment and time to play are key barriers to
gaming
Figure 35: Reasons for not playing video games, November
2018
Figure 36: Reasons for not playing video games, by age,
November 2018

» Gaming culture is not a major barrier to consumption

DRIVERS OF NEW GAME TRIAL

* New game sales are a key revenue stream
Figure 37: Get months of use from a video game, by device
used, November 2018
Figure 38: Like to play games that are currently popular, by
age and gender, November 2018

° Recommendations are a leading influencer for trying new
games
Figure 39: Drivers to try a new video game, November 2018
Figure 40: Try new games based on recommendations from
family/friends, by device used, November 2018
Figure 41: Try new games based on reviews, by age and
gender, November 2018

« Companies can leverage sequels and demo games to drive
trial
Figure 42: Try new games because they're part of a series, by
age and gender, November 2018
Figure 43: Try new games because they're part of a series, by

device usage, November 2018

THE CULTURE OF GAMING

« Attitudes towards gaming are evolving positively
Figure 44: Being good at video games is cool, by age and
gender, November 2018
Figure 45: Being good at video games is cool, Asian
Canadians vs overall, November 2018
Figure 46: Being good at video games is cool, by device
usage, November 2018
Figure 47: | consider myself a gamer, by device usage,
November 2018
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* Gaming still has some negative attitudes to overcome
Figure 48: Concerns with video games, play video games vs
don't play video games, November 2018
Figure 49: Concerns with video games, by age, November
2018
Figure 50: Insulted by other players while playing online, by
age and gender, November 2018

THE ONGOING EVOLUTION OF GAMING

+ Online gaming has caused the biggest shift in gaming
behaviour
Figure 51: Usually play video games online, by age and
gender, November 2018

» eSports and video game watching are creating new
content
Figure 52: Have gone online fo watch others play video
games, by age and gender, November 2018
Figure 53: Have gone online to watch others play video
games, Asian Canadians vs overall, November 2018
Figure 54: Enjoy watching others play video games, by age
and gender, November 2018
Figure 55: eSports are as important as traditional sporting
events, by age and gender, November 2018

* Access to games and console usage is evolving
Figure 56: Use gaming console for more than gaming, by
age, November 2018
Figure 57: Free-fo-play games make me less willing fo spend

money on games, Asian Canadians vs overall, November 2018

APPENDIX - DATA SOURCES AND ABBREVIATIONS

¢ Data sources

« Consumer survey data

« Consumer qualitative research
« Abbreviations and terms

» Abbreviations

* Terms
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