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This report looks at the following areas:

» Console and PC gaming behaviours, including types of PCs and consoles
used

* A comparison of last-gen consoles and an early look at consumer response
to next-gen consoles

» The types of video games played and the typical ways of acquiring video
games

< Consumers’ attitudes towards ads in games and willingness to watch ads
for a reward

« Opportunities for game development, including offline content and
physical activity.

Video games have been established as a mainstream entertainment medium
for years now — but this past year has even further legitimized the behaviour as
a way of passing the time and connecting with others during the pandemic.
The inordinate amount of fime spent at home has made console and PC
gaming particularly relevant — which is all taking place as the industry gets
increasingly competitive with new launches from incumbents and new entries

from tech giants.
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“The past year has been
unique for this industry — with
increased demand as a result
of the COVID-19 pandemic
and more time spent at
home."
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Comparing next-gen console launch to last gen

Figure 2: Console unit sales, December 2013 vs December
2020

Xbox is more relevant in North America than globally

Figure 3: Total console unit sales, April 2021

MARKET FACTORS

Supply issues continue to be a challenge for the console
category

Most Canadians have grown up with video games

Figure 4: Canadian population, by year of birth, 2020
Changes in commutes give consumers more time for gaming

The economy has stabilized, but is still unusual
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Figure 5: Canadian GDP, January 2020-January 2021

Figure 6: Canadian unemployment rate, January 2020-March
2021

Figure 7: Canadian household saving rate, Q1 2018-Q4 2020
High-speed internet access is expanding

Figure 8: Canadian fixed broadband internet availability,
2017

Console gaming can be a driver of TV innovation and
adoption

Diversity in games has gotten better, but still room for
improvement

Figure 9: Tomb Raider Instagram post, April 2021

Figure 10: PlayStation Instagram post, February 2020

Impact of COVID-19 on console and PC gaming

Immediate impacts (2020)

Short term (2021)

Recovery (2022-2025)

COMPANIES AND BRANDS - KEY TAKEAWAYS

Leading companies are evolving the gaming industry

COMPETITIVE STRATEGIES

Next-gen PlayStation and Xbox consoles offer digital
editions

Figure 1: PlayStation Canada Instagram post, October 2020
Figure 12: Xbox Canada Instagram post, September 2020
Xbox Game Pass and PlayStation Now embrace cross-
platform gaming

Figure 13: Xbox Twitter post, March 2021

Game companies leverage multiple platforms for success
Game price variance shows there are multiple ways to
succeed

Animal Crossing shows how gaming cross-promotion can
work

Figure 14: Hellmann Canada’s Twitter post, October 2020
Figure 15: Colour Pop Cosmetics Instagram post, March 2021
Cyberpunk 2077 taught the gaming industry lessons in
promotion

Figure 16: Cyberpunk Game Instagram post, December 2020
Leading PC companies use sub-brands to focus on gaming
Figure 17: Dell Instagram post, February 2021

Figure 18: Alienware Instagram post, February 2021

Amazon enters the gaming industry via the cloud
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THE CONSUMER - KEY TAKEAWAYS

» Overall gaming behaviour

¢ PC and console device usage

- Video game habits and purchases
* Advertising in video games

* What consumers want more of in video games

OVERALL GAMING BEHAVIOUR

* Video games align with Mintel Trend Drivers

« PC ownership is high, while console ownership remains
steady
Figure 19: Tech device ownership, December 2019-March
2021

» Half of consumers have played video games on a PC/
console recently
Figure 20: Devices used to play video games in the past three
months, March 2021
Figure 21: Devices used fo play video games in the past three
months, men vs women, March 2021
Figure 22: Devices used to play video games in the past three
months, by age, March 2021

» Dads play PC/console video games more than moms
Figure 23: Played video games on a PC/console in the past
three months, by parents and gender, March 2021

« Asian Canadians are more likely than average to play video
games
Figure 24: Played video games on a PC/console in the past
three months, by race, March 2021

» Half of Quebec consumers play PC/console video games
Figure 25: Played video games on a PC/console in the past
three months, Quebec vs overall, March 2021

- Differentiating Xbox/PlayStation, Nintendo, standard and
gaming PCs

« PC gaming differs significantly across age groups
Figure 26: Age distribution of video game players, by gaming
device used, March 2021

» Xbox/PlayStation and gaming computers skew heavily to
men
Figure 27: Gender distribution of video game players, by
gaming device used, March 2021
Figure 28: 18-34-year-old men as a share of video game
players, by gaming device used, March 2021

* Families are a key consumer group for Nintendo Switch
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Figure 29: Parents as a share of video game players, by
gaming device used, March 2021

Figure 30: $70,000+ HHI as a share of video game players,
by gaming device used, March 2021

Most play video games regularly

Figure 31: Video game frequency, March 2021

Figure 32: Play video games daily, by age, March 2021
Gaming PC players are the most frequent users

Figure 33: Video game frequency, by gaming device used,
March 2021

Fun, relaxation and passing the time are common
motivators

Figure 34: Reasons for playing video games, March 2021
Figure 35: Reasons for playing video games, 18-34s vs
over-35s, March 2021

Figure 36: Reasons for playing video games, by gaming
device used, March 2021

PC AND CONSOLE DEVICE USAGE

Most PC gaming is on standard computers

Figure 37: Computers used to play video games in the past
three months, March 2021

Comparing last-gen consoles: PS4, Xbox One and Nintendo
Switch

Figure 38: Consoles used to play video games in the past
three months, March 2021

Men drive the success of PlayStation, while Nintendo
succeeds with women

Figure 39: Consoles used fo play video games in the past
three months, men vs women, March 2021

Parents are the most likely to use Nintendo Switch

Figure 40: Consoles used fo play video games in the past
three months, parents vs non-parents, March 2021
Nintendo Switch skews to higher income households
Figure 41: Consoles used to play video games in the past
three months, by household income, March 2021

Next generation consoles are resonating with console
players

Figure 42: Ownership and inferest in any next-gen console,
overall vs console players, March 2021

PlayStation is leading the next-gen console battle, too
Figure 43: Ownership and interest in next-gen consoles,
March 2021
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» Xbox One users are interested in the PlayStation 5
Figure 44: Ownership and interest in PlayStation 5, by last-
gen console ownership, March 2021
Figure 45: Ownership and interest in Xbox Series X|S, by last-
gen console ownership, March 2021

« Consumers prefer to invest in fully capable consoles
Figure 46: Ownership and inferest in next-gen consoles,
March 2021

VIDEO GAME HABITS AND PURCHASES

» Puzzle and action/adventure games are the most common
overall
Figure 47: Types of video games typically played, March 2021

+ Game type is another key difference between standard and
gaming PC users
Figure 48: Types of video games typically played, standard vs
gaming PC users, March 2021
Figure 49: Repertoire: four or more types of video games
typically played, by gaming device used, March 2021
Figure 50: Types of video games typically played, men 18-34
vs all other consumers, March 2021

- Differences among console players exists, but to a lesser
degree than PCs
Figure 51: Types of video games typically played, Xbox,/
PlayStation vs Nintendo Switch users, March 2021

* Physical discs still play an important role
Figure 52: Typical ways of getfing video games, March 2021

« Console and gaming computer players are similar when it
comes to acquiring games
Figure 53: Typical ways of getting video games: physical
copies, by gaming device used, March 2021
Figure 54: Typical ways of getting video games: digital
downloads and subscriptions, by gaming device used, March
2021
Figure 55: Typical ways of getfing video games: non-
purchases, by gaming device used, March 2021

* Physical discs remain relevant with younger consumers
Figure 56: Typical ways of getting video games, by age,
March 2021

* Word of mouth is an important purchase factor
Figure 57: Video game purchase influences, March 2021
Figure 58: Word of mouth purchase influences, men vs women,
March 2021
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Figure 59: Word of mouth purchase influences, 18-24s vs
25-34s, March 2021

Video game streamers are becoming powerful influencers
Figure 60: Purchase influence: video game streamers, by age
March 2021

Figure 61: The Sims Spark'd | Official Trailer, July 2020

Companies do have some direct control over their

’

marketing efforts

Figure 62: Red Dead Redemption 2: Official Trailer #3, May
2018

Figure 63: Purchase influences: branding and advertising, by
age, March 2021

ADVERTISING IN VIDEO GAMES

Consumers find advertisements distracting

Figure 64: Advertisements in PC/console video games are
distracting (% agree), by gaming device used, March 2021
Game-appropriate advertising has a better chance of
positive reception

Figure 65: NBA2K Instagram post, October 2020

Figure 66: MLB: The Show Instagram post, December 2020
Figure 67: Verizon Instagram post, February 2021

Many gamers are willing to leverage ads for personal
benefit

Half of consumers would watch an ad for a reward

Figure 68: Would watch video ads in PC/console games if it
provided a reward (% agree), by age, March 2021

Some gamers want to receive a discount for games with ads
Figure 69: Would buy PC/console video games that include
ads if the price was discounted (% agree), by age, March
2021

Figure 70: Attitudes towards advertisements in PC/console
video games (% agree), by household income, March 2021
Asian Canadians are particularly receptive to in-game
advertising for benefits

Figure 71: Attitudes towards advertisements in PC/console

video games (% agree), Asians vs overall, March 2021

WHAT CONSUMERS WANT MORE OF IN VIDEO GAMES

More offline content would resonate with many gamers
Figure 72: Would like to see more offline content included in
games (% agree), by presence of kids in household, March
2021
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« Building more physical activity into gaming
Figure 73: Brie Larson plays her favourite Nintendo Switch
games — Ring Fit Adventure, November 2020
Figure 74: Nintendo Instagram post, December 2020

* These games could increase demand among women
Figure 75: Interested in video games that include physical
activity (% agree), by age and gender, March 2021

« Connecting with younger consumers through socializing
Figure 76: Interested in video games that include physical
activity (% agree), by age, March 2021
Figure 77: Interested in video games that include physical
activity (% agree), by number of people living in household,
March 2021

APPENDIX - DATA SOURCES AND ABBREVIATIONS

e Data sources

« Consumer survey data

* Mintel Trend Drivers

- Abbreviations and terms
= Abbreviations

* Terms
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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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