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Why are video games such a 

powerful medium?

Content

Audience

Accountability



www.massiveincorporated.com

Europe - Installed  3rd Gen. Console Base 2007-2011

Source: Jupiter, European Broadband Forecast 2007-2011;- Jul 07;  IDG, PC & Video Games Market Update, Aug 07.; IDG - PC & Video Games Market Update: 

North America, Europe & Japan - Aug 15, 2007 (*Xbox 360; Wii; PS3)
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Growing gaming
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Source: GameVision, European Consumer intelligence Report, Spring 06 Males age 15-34 

Nielsen Media Research ïNational People Meter Sample

Key part of the M15-34 lifestyle

30% of M15-34 own or play games

11.8 million M15-34 are active gamers

They are heavy gamers

Play 12 hours per week on average

US ïheaviest users play for 5h 45 mins PER DAY (av.  2h 43m M18-

34)

ñReach and Frequency quite staggeringò

Games deliver a young crowd



www.massiveincorporated.com

Console Penetration Rapidly 

Increasingly

TV Universe (000) Console Universe (000) Penetration

M2-11 20,490 14,491 70.7%

M12 - 17 12,650 10,101 79.8%

M18 - 34 33,480 22,657 67.7%

M35 -49 31,370 17,793 56.7%

M50+ 40,480 10,642 26.3%

F2-11 19,570 13,841 70.7%

F12-17 12,140 9,693 79.8%

F18-34 33,220 19,293 58.1%

F35-49 32,530 18,784 57.7%

F50+ 47,570 11,160 23.5%

ÅPenetration increased significantly with arrival of next gen 

Vup 18.5% in 2 ½ years

Source: Nielsen Media Research ïNational People Meter Sample.
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Similar to TV Usage Trends

Source: Nielsen Media Research ïNational People Meter Sample.
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Gaming in The Nordics & 

Finland

Higher gaming rates in the 

Nordics

Finland ranks in the top tier 

of MassiveôsEuropean 

Network

Greater penetration of 

M15-34s than Germany, 

Italy and SpainSource: nVision European online consumers, 2006
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Male % 

M7-12 9%

M13-17 22%

M18-24 32%

M25-34 22%

M35-44 3%

M45-54 3%

Total Male 91%

Female % 

F7-12 2%

F13-17 1%

F18-24 3%

F25-34 2%

F35-44 0%

F45-54 1%

Total Female 9%

Our audience


