
This report looks at the following areas:

•• It may not be worth the effort to convert non-players into video game
players

•• Gaming culture is improving, but consumers have new concerns

The primary focus of this Report will be to investigate what share of consumers
play video games, the reasons for playing vs not playing and the overall
attitudes they have towards video games. As will be shown in this Report, the
market is at a turning point between younger consumers who are focused on
online gaming, eSports and watching others play while older consumers prefer
to use games to relax and disconnect. Because of the rapid change in the
video game market – and the likelihood of more change in the coming years –
it is worthwhile to investigate the current behaviours and attitudes around video
games. The findings of this Report are based on the results of Mintel’s exclusive
research and will help provide clarity on an industry that has grown to the point
of being considered a major entertainment source, on par with TV, movies and
music.
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"Video games represent an
exciting part of the
technology industry. Not only
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• Canada’s young adult population is growing
Figure 8: Canadian population among 18-24s and 25-34s,
2005-17

• Consumers own the hardware needed for playing video
games

• Commute times are beneficial for the gaming industry
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• Steam is giving players more choice and developers more
opportunity

• Gaming companies are capitalizing on nostalgia

• Consumers are reluctant to play video games differently
Figure 9: Kinect for Xbox 360 – Kinect™ Sports, June 2010

• Streaming is entering the gaming market
Figure 10: PlayStation Now Subscription – 650+ PS4/PS3/PS2
Games, November 2018
Figure 11: Xbox Game Pass – E3 2018 – Game Preview Trailer,
June 2018

• Gaming is becoming a potential career path
• Free-to-play games are disrupting the market

• Video game usage
• Reasons for playing video games
• Barriers to playing video games
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• Most consumers play video games
Figure 12: Video game usage, November 2018
Figure 13: Video game usage, by age and gender, November
2018
Figure 14: Video game usage, by age, November 2018
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Figure 15: Video game device usage among video game
players, by age, November 2018
Figure 16: Video game device usage among video game
players, by gender, November 2018
Figure 17: Video game usage, by kids in household and
gender, November 2018
Figure 18: Video game device usage, Chinese Canadians vs
overall, November 2018

• PlayStation is the current leader in a competitive console
market
Figure 19: Video game console ownership, November 2018
Figure 20: Xbox One and PlayStation 4 ownership, by age,
November 2018
Figure 21: Video game console ownership, by age, November
2018
Figure 22: Video game console ownership (NETs), by gender,
November 2018
Figure 23: “I consider myself a gamer”, by console owned,
November 2018
Figure 24: Nintendo console ownership, by console
ownership, November 2018

• 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

REASONS FOR PLAYING VIDEO GAMES
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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

• 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

• 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

• 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: I consider myself a gamer, by device usage,
November 2018

BARRIERS TO PLAYING VIDEO GAMES

DRIVERS OF NEW GAME TRIAL

THE CULTURE OF GAMING

Attitudes toward Gaming - Canada - February 2019

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

What's included
Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?
This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

/reports.mintel.com//display/store/919794/


• 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

• 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 to 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-to-play games make me less willing to spend
money on games, Asian Canadians vs overall, November 2018

• Data sources
• Consumer survey data
• Consumer qualitative research
• Abbreviations and terms
• Abbreviations
• Terms

THE ONGOING EVOLUTION OF GAMING

APPENDIX – DATA SOURCES AND ABBREVIATIONS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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