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WHAT AUSTRALIANSNHKII

ol think [games]are awesome! You can do things you would@otherwise be
able to do, and engage your mind. You can create a city, fight a war, explore
outer space. The stories can be very immersive, and are a great relaxatioh t
and great escape from realitg.

Male, 23, Parent, @Gmer,NSW

ol think [games]can be alot of fun. They can relieve stress and keep minds
active. | think the amount of time spent on them can be damaging but if it's
monitored in children and self momored in adults then they can bring lots of
enjoymento

Female, 35, Parent, &@ner,VIC

oThey make my kids happy and so long as they're not too violent or too
provocative, then I'm happy for my kids to play theré

Female, 42, PareniNon-gamer, QLD

ol feel that they are fine in moderation like everything they need to be used in
balance, and need tde used with thoughtful consideration. They capture the
imagination of my boys, and give them a common thing to share with their
friends. In that way theyare positive, socially. But | think they also require
boundaries6

Female, 35, Parent, Negamer, TAS

oMy family love them @ it& like playing a board game or watching a movie
together in our hous&
Female, 40, Parent, &ner,QLD

oComputer and video gmes are a great way to develop cognitive, motor, and
social skills in children if used correctly. They are also a great way for adults {p
stimulate their mind, relax and interact with othexs

Female, 32, Parent, &ner,VIC

ol love them and have sincehie late 1970's. Game O®!
Male, 42, Parent, @mer,VIC
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Purpose

Interactive Austral@ovides data on who is playing games in Australia, whatdghene play

behaviours argthe importance of gaes in the family experiencte role ofonline access in

game purchasing and plagnd how gamers compare with rgamers on key demographics and

attitudes toward games. Issues of importance to the business and regulation of games is also
documented, particularly classification and piracy. Audit data from GfK provides games

market information and data from the Australian Classification Board has been included to

provide information about past classification decisdbost e t hat t he terms o0con
ovideo games 6, aerahangeabin this epor forexpressiveivariety unless

specific reference is made to PC games as computer games or console games as video games.

This is the third study of its kind since 2005 including two previously publishedGauth&say
Austral 2005 and Interactive Australia 200@ach including ovei6D0 households.

Methods

IA9is based on anational random sample 0614 adultswho represented their households
responded to more than 75 questipnsvidingover 300 data points in a 20ninuteonline

survey The survey wdgelded by Nielsen Researamnduly2008. Multipleunits of analysis are
explored in the study: the househ@id1614), all individualsvithingamehouseholsl (n=471)

plus aduk from households withgaime device(n=181).0f the 4852 individuals studied182
(68%) were identified as gamers (simply, yes or no, did they play computer or video games).

In total, this research collected informaboaot
1614 households ar852individuals, 3162 (68%) of them gamers.

Major Andings
GAME HOUSEHOLDS
In 2008, 88% of Australian households have a devicplfying computer games.

Of these households, 39% have one device, Aa%e two devices and 16% have three devices.
18% of game households have four or more devices for gaminther words, odll Australian
households, 34% have one game device, 24% have two devices, 14% havé@&btdeve four
or more and 12% have no game devices.

The majority oinstalled gamelevicesare consoles (43%), followed by PCs (39%) and handhelds
(18%) however, point of sale data shows that handhelds dominated sales of new devices in
2007-2008. 90% of game households haRP€sand these are used by most gamers.

60% of gamehouseholds are homettwo ormore games.

Among all media used in Australiaousehold$i¢ Interneis now thereferred mediunfor
entertainment and leisur€omputer and videgamesare the5" preferred mediunamong
individual gamers and8preferred mediunin game househaddwith multiple gamers

Australian gamers and ngamers similarlgnjoy dining, shopping, family time, socialising and
gardening among many leisure activities.
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PLAYERS

The average age of computer and video game players in Austs8@years old (up 2 years on
the average irR007). Nonplayers are40 years dd on average According to the ABS, the
average age of all Australians is 36 yearBicreasingly, older Australians are choosing to play
computer games.

By 2014, the average age of gamers will be the sameétasaverage age of noigamers.
84% of Australians aged1@5 compared with those over 50 play computer and video games
The oldest gamer in this study is 88 years of age.

Younger gamers and young adults make up the bulk of handheld and console game device users
and prefer Action, Racing, adiventure games.

Family gameare popular amongplayers between ages 26 and 50 and among women.

Older players mainly use PCs and play Board/Card, Puzzle and Strategy games. Those who use
consoles tend toward Family games.

Femalesnakeup 46% of theplayer population in 2008, up from 41% in 2007.

By 2012, the proportion of female gamers in Australia will be equal to the proportion of male
gamers.

Female gamers across different ages nominate Puzzle, Family, Board/Card games among their
favourite genres.

Male gamers across different ages nominate-Piesson Shooters, Sports, Fi&ing and
Fighting Games among the genres they prefer to play.

Gamersare more likely to be enrolled fll-timetertiary study and nogamers are more likely
to be seniors n@hger in the work force. Otherwise, educatind employmerievels trend
similarly across gaers and norgamers wittb in 10 being in fultime work and 2 in 10 being in
part-time worklncreasing game popularity is partly a function of generational shift

Gamers live in households with modestly higher incomélsabammforgamers.
Half of all gamers play either daily or every other day. Another 25% play at least once a week.

Including all players in Australian househ6l@ play for up to an hour abne time; %6 play
for four or more hours in one sittidgmonstrating moderate play habits.

Only 3% of all gamers NEVER play with others (either in the same room ol e tinet.

The pattern of media leisure among gamers andgaoners makes clearahcomputer games do
not compete with nemedia and outdoor activities. Inste#tey compete with older media. Like
television was the latest popular medium two generations ago, games today are the latest
popular medium.

Gamers and negamers are similan theiruse of thanternet however, gamers take more
advantage of the Web 2.0 functions.
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FAMILY

70% of parents irgame householgday computer and video games and 80% of these parents
play them with their children.

67% of mothers and 69% of fathers egp that they play computer and video ganassa way
to spend time with their childreékthird of parentsplay gameswiththeirchildren as a way to
monitor what their children play.

Parents who play computer games themselves more actively use compeseaga tool for
parenting.

Only 25% of gamer parents and as many as 45% of-gamer parents say they rarely or never
use computer games for educational opportumtisstheir children

CLASSIFICATION

According to the Classification Board, 75% of athputer and video games classified in Australia
in 2006-2007 were either G or PG. 1% of games were either refused classification or withdrawn
from the process.

63% of participantsdo not realise Australia haso R18+ classification for games.

91% of Austrdian adults (includinggmersANDnonrgamers think that Australia should have an
R18+ classificatiofior games.

78% of parents say an adult is present when games are purchased for their children.
92% of parents say they araware of the games that are piged in their homes.

Gamer adults use their knowledge of games to make informed decisions aboutrggntes
for younger players, negamer adults rely more on the classificatbown oigame packaging.

Classification is mainly used by adults choosingegdor children and less often for adults buying
games for themselves or other adults.

PIRACY

Inan Australian gaming household libraryn 26 of the games is pirate®iracy is widespread,
although many choose not to admit to it in survey researabnlyith7% of participants in game
households saying they have pirated copies.

The majority (51%) of pirated games in Australia come from copies made by family or friends.

More than 40% of participants said thadey or ar el
earlier received as an illegal copy.

ATTITUDES

Most attitudes toward computer and video games are paoslthay relieve boredom, offer
excitement, are mentally stimulating, reduce stress, are educational and creatacdiaiag
to adults who usinem

75% of gamers say interactivity in games makes them more educational than other media.
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Nongamers are less optimistic than gamers about the effects of interactivity on media
experiences. Enhancing violence is the number one effect of interacthotygamers whereas it
ranksfifth for gamers among a list of effects.

INDUSTRY AND FUTURE

The Australian computer games industry is growing at an annualised rate of ma&/reard
conducted over AUD1.3llon in 2007 according to GfK point of salatd.

70% of Australians mainly purchagames new from a local retailer, 19% download games from
online vendors.

Gamers recognise the value of their entertainment inveésiiteen they complete a game, %@
add the game to their library

Strategy, FPS, Sifation, RPG and MMORPG and other fsyyougo online games made up
the top five PC game genres in 20Q008 according to unit sales data from GfK and account for
70% of PC games.

Console games accounted for 82% of all game software sales in the finaari2l007-2008.

Family games topped the console software charts for the first time iF2B087 Family, Action,
Racing, Adventure and FPS games made up the top five genres by unit sales and accounted for
76% of all console games sold in Australia inpiod.
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Stage 1. Introduction

Game NationAustralia is a nation that enjoys computer and video games and the vast majority
of Australians liven a householavith at least one device used for playing games. By20@B,

88% of households had aage devicdFigurel), either computer or console. Thisl&ége
increasdérom 76% in 2005 and 79% in 208-2007.

FIGURHE 6 88% OFALL HOUSEHOLB#\VE APC OR CONSOLHOR PLAYING GAMES

No Games
12%

Games
88%

Most consumerave a mobile phone, smart phone, or personal digital assistdnihodest game
functionality on them. However, mobile phones and W&Asot included in the definition of a
game householid Figurel, although mobile phones wedentified for playing games i83% of
game households and PDAs or handheld compu6&&tsohgame households. Wheghones and
PDAsre added to thedevices that definea game household, thgoportionof Australian homes
with at least one game devigecreases t81%. Considering the 88% of homes with ad?C
console, 39% have one devieg% have twoand 34% have three or mor§igure2).

FIGURE 8 MOST HOUSEHOLDS HAYRE INSTALLED GAMEVICE

50.0% -
39.0%
40.0%
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Stage 2. Installed Game Devices

Personal aoputers are no longer tmeost common platform on which computer and video games
are played in AustraliaConsoles now have 43% of thleare of the install base when combined
as a groupwith PCs and handheld devieesecond and third place respectivéhig(re3).

FIGURB 8 MOST INSTALLERAME DEVICES ARE CE&DLES

39%
Handhelds PCs

43%

Consoles

However, PCas a groupare installed in 90% of game households inratatwith individual
consoles starting with the PlayStation2 installed in 33% of hbigeed). In 34% of game
households, the PC is the only device, and in 2% of homes, ibetfeSihly device. In homes

with only one devi; the PC is in 88%, the PS2 in 6%, Xbox in 2%, older systems in 2% and the
Wii in 1% with the remaining singlevice homes using the remaining devices.

ol think they are a great way to spend your
and also an excellenbpportunity to experience things which may not be
possible in real i fe. o

Female, 18, norparent, gamer WA

Itis in two and thregame device homes that other devices demonstrate their recent popularity,
introducing consoles to previouslyoAy homed-or example, although the PC dominates two
device homes (in 92% of these), the PS2 (in 40%), and the Xbox (in 12%), new consoles have
become the second edition after a computer with the Wii (in 12%), the DS and DS Lite (in 10%),
PS3 (9%) and Xbox 360 (irf&). Interestingly, the Xbox 360 is most predominantly found in three
and four game device homes. Indeed, here is the core market for this platform, among the longer
term and heavier gamerbloreover41% of Xbox 360s in Australian homes are in thaseaes

with three or four devices. A further 47% of Xbox 360s are in homes with between five and 11

devices.
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FIGURE 6 PCS APPEAR TO DOMINA HOWEVER MORE CZINES ARE INSTALLED

100% 1 g00
90% -
80% -
70% -
60% -
50% -
40% - 33%
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20% - 5% 17% 159 1405 1404
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0They area release for teenagers as igpert and otheractivities. There needs
to be a balance which is a parental responsibilityé
Male, 56, Parent, Nomgamer,VIC

Stage 3 Media Habits

That compet and video games are part aformal mediahoicesn householdsound the world

is now well established. Iretk among a range of media used in leisure, computer and video
games are often selecteBigure5 combines all the answers given by all participants in the study
for their top five media preferenceshus, this figure shows trecplof games in relation to other
media for all participants, whether or not they play games thems@indst thelnternethas
usurpedelevision athe top position as a medium of choice for Australianstdrae and pay
television contins& servethe media habits of almost all, ranking second among media choices.
Watching DVDs is the next most preferred media activity followed by reading books, then
newspapers, then listening to music and the radio. /gowig and reading magazingglaying
compter and video games and engaging in other media habits round out the list.

The patterns of media habits demonstrate that whilst computer and video games feature in nearly

all homes across Australia, they are not yet installed in the same proportiadgiasat media

like television, radio and recorded music. In homes where games are installed, the level of
engagement they require means they are not t he
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