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Notes: 1Valve’s hardware survey collects data based on the language the user has set their Steam client to, rather than the user’s first or preferred language. As such, it’s likely 
that, as an example, many Chinese users choose to use Steam in English, thereby exaggerating English’s share; (2) Includes all registered Sinitic languages and dialects







Consistent with worldwide contraction, 
exacerbated by regulatory action and 4% 
RMB:USD decline
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https://www.youtube.com/watch?v=WU0gvPcc3jQ
https://tinyurl.com/StateofVideoGaming2025-Matrix
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Marvel’s Avengers
Splitgate
New World
Halo Infinite

MultiVersus
The Finals
Helldivers II
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https://x.com/JoshLu/status/1633506752082894848
https://tinyurl.com/StateofVideoGaming2025-Roblox
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According to Discord 28% of 
players play a game within an 
hour of watching it streamed 
and 1.4MM users each month 

launch a game for the first 
time after such a stream









https://youtu.be/k0jPVvT4n0c
https://youtu.be/RWLXsSMDSrk
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https://www.youtube.com/watch?v=DVNIyjo2Q44
https://tinyurl.com/StateofVideoGaming2025-MSFS








WATCH: https://www.youtube.com/watch?v=hsvX8NMGUxI&t=7079s or 
https://tinyurl.com/StateofVideoGaming2025-EA 

https://www.youtube.com/watch?v=hsvX8NMGUxI&t=7079s
https://tinyurl.com/StateofVideoGaming2025-EA
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https://arxiv.org/pdf/2304.03442.pdf


https://arxiv.org/pdf/2304.03442.pdf




https://deepmind.google/discover/blog/genie-2-a-large-scale-foundation-world-model/
https://tinyurl.com/StateofVideoGaming2025-Genie2
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	Slide 40: With mobile gaming stagnated, app stores, which net $20B+ per year from mobile game developers, are facing renewed scrutiny over their commissions and policies
	Slide 41: Take Roblox, the top mobile game ever. For every $100 in player spend, Roblox pays app stores $22 (a sum that’s nearly all profit for Apple/Google) and loses $35
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	Slide 44: Annual AR/VR content spend is up from $0 in 2011 to about $1–2B today, but this sum remains too small (and stagnant) to attract much gamemaker investment
	Slide 45: And though AR/VR devices have improved substantially in performance and form factor, sales are down-to-flat (especially after accounting for periodic upgrades)
	Slide 46: AR/VR sales are also way behind forecasts. IDC now estimates 6-7MM headsets sold in 2024. Only a few years ago, IDC predicted 6-7MM per quarter (if not month)
	Slide 47: Though focused on building a general-purpose computing platforms (vs a gaming console), Meta’s Reality Labs has now spent ~$84B on AR/VR, with ~$74B in losses
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	Slide 49: The billions spent on each console generation on R&D, subsidies, content, etc., do seem to be growing penetration. Gen 8 outsold Gen 6 by over 50%
	Slide 50: And total console content spend is also $18B higher in 2024 than it was in 2011, a roughly 75% increase
	Slide 51: Yet all Gen 7+8 growth is Nintendo. Gen 7+8 sales were also boosted by a lengthier cycle (more replacements + household growth) and Gen 8 from mid-gen upgrades
	Slide 52: And even with more upgrades and replacement buys, total American and European console sales are ~flat versus a decade ago. Only Japan and ROW materially grew
	Slide 53: …But the entirety of Gen 6–8 console growth in Japan and ROW is Nintendo.  And in Japan, both PlayStation and Xbox declined in Gen 8
	Slide 54: And Switch mostly benefits Nintendo. Switch users buy 25–33% fewer games than PS/Xbox owners, and over half of sales are Nintendo’s games (vs. 10% on PS/Xbox)
	Slide 55: Switch’s extraordinary sales are, for the most part, not from net new players but from the cannibalization of two console form factors (livingroom and handheld)
	Slide 56: The decline of handheld revenues (−$9B since 2011) also offsets roughly half of livingroom growth ($18B). Combined console is up a more modest $9B, or 28%
	Slide 57: And while Switch 2 is a likely mega-hit, Gen 9 PlayStation & Xbox sales are both down versus Gen 8 after 49 months — now a combined 6.8MM shortfall (or -6.4%)
	Slide 58: PC is a big bright spot, adding 65% more content spend than livingroom console since 2011 and 225% more than combined console, or $30B in total
	Slide 59: Twenty years ago, PC’s share of non-mobile content spend was 29%. It’s now ~53%. And while console has stagnated since 2021, PC has grown 20%
	Slide 60: The PC ecosystem benefits from many compounding advantages over the console ecosystem — and its momentum is still growing
	Slide 61: Even with the 2021 to 2024 stall, Console/PC spend grew 4.4% annually — short of mobile’s 12%, which was powered by billions of new players — but still healthy
	Slide 62: But Steam’s consolidation of the PC gamers provides insight into who is driving the category growth. In 2024, Steam’s APAC MAU exceeds its total MAU in 2017
	Slide 63: The largest share of Steam users now use Chinese as their default client language (which probably underrepresents China’s total share of Steam users)
	Slide 64: CCUs affirm APAC’s role in Steam user growth: CCUs peak when America sleeps  and China gets home and bottom when America is off work but China is at work
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	Slide 66: Since 2011, consumer video game spend in China has grown by $39B — roughly a third of global growth (and to 22% of the total market)
	Slide 67: But only 20% of China’s domestic spend goes to foreign titles (many of which are banned). Total spend is up 50% since 2017 alone, yet imported spend is down 5%
	Slide 68: And AAA games from China and for China are now achieving sales figures in China that challenge the worldwide sales of the most acclaimed Western AAA titles
	Slide 69: China’s exports are soaring, too. Genshin is one of few titles to gross over $9B — almost half was outside China; Marvel Rivals is one of the biggest releases in years
	Slide 70: Altogether, China’s developers have grown their share of non-China content spend from 0.5% to 13% in 13 years, or from $360MM a year to $19B
	Slide 71: In total, 42% of worldwide consumer spending growth since 2011 went to Chinese developers (split 2:1 on domestic spend on Chinese titles v. exports of them)
	Slide 72: And so total growth for non-Chinese developers since 2011 is less than headlines suggest. Mobile added $41B (not $83B), while Console/PC grew $31B (not $39B)
	Slide 73: And while China is the largest, most mature, and regulated non-Western market, it’s no outlier. The most played AAA titles worldwide are Korean and Singaporean
	Slide 74: These non-Western titles thrive partly by focusing on lower device specifications, but also by investing in and prioritizing different cultural events and tones
	Slide 75: As foreign markets grow, their domestic production capabilities and supply grow, too, and this always results in national preferences then shifting to local product
	Slide 76: The films that now top the Chinese box office are not just “made in China” — they are fundamentally of China and for Chinese audiences
	Slide 77: As Nollywood has developed, Nigerian-made films (including those released during COVID!) toppled former chart toppers like Avengers: Endgame and Avatar
	Slide 78: India has always had a strong domestic film industry. As a result, only 3 of the 50 highest-grossing films of all time come from outside Bollywood
	Slide 79: And so, as Console/PC continue to grow primary through APAC/ROW, there will be more Garenas, Game Sciences, MiHoYos — and they’ll take share in the West, too
	Slide 80
	Slide 81: Without many new players, Console/PC growth relies on pricing — yet publishers struggles to keep them. Each decade, packaged prices fall 10–20% in real terms
	Slide 82: In nearly all media categories, consumers expect (and digest) annual inflation adjustments. Several categories have massively increased real pricing over time
	Slide 83: Packaged prices matter less given DLC/MTX/Live Services, which raise the spend ceiling. Yet real spending has grown only modestly despite these innovations
	Slide 84: There are a few explanations for video gaming’s inability to maintain inflation-adjusted prices, let alone grow them — and many are unique to the category
	Slide 85: Worse, Console + PC is experiencing ongoing engagement decreases; even so-called “hardcore” gamers are increasingly shifting time to other forms of leisure
	Slide 86: The AA/AAA segment’s player, playtime, and pricing struggles are a surprise. Who wouldn’t have bet on high-fidelity gaming if they’d seen the games of 2024 in 1994?
	Slide 87: Unfortunately, improvements in game fidelity, scale, and capability have led to a massive increase in the resources required to build such a game
	Slide 88: Franchises that cost $50 million per title only 15 years ago, now run $200–$500 million or more to develop — and costs are still growing
	Slide 89: Inflation also hit 20+ year highs and surged at a pace not seen in 40+ years, leading to unanticipated debt costs and COLAs that have grown budgets another 10%+
	Slide 90: What else has grown far faster than gamers or spend? The supply of games. In 2024, Steam released nearly as many games per month as it did in 2014 overall
	Slide 91: In total, industry-wide content development spend has surged 90% since 2017 —1.6x the rate of consumer spend growth (and 2.1x that of Console/PC)
	Slide 92: With higher budgets and more competition, yet few new players, dollars, or hours, competition has become more zero-sum than ever — and breakevens even rarer
	Slide 93: And of course, new releases exist in a market where many of the top games release annual or even quarterly updates
	Slide 94: And the top games in a given year? Well, they’re almost always the top games in any given year
	Slide 95: Steam is best-in-class for game discovery. Still, 80% of 2024’s 19,000 releases didn’t qualify for Steam’s full social feature functionality (~$5K in sales in 2024)
	Slide 96: In fact, 150 fewer Steam new releases grossed >$100,000 in 2024 than in 2016 — even though users are up 250%, new releases over 300%, and user spend up 200%
	Slide 97: Steam users play only 4 games a year, with games 8+ years old getting 40% of total playtime and Counter-Strike another 13%; the 12-19,000 new releases get only 12%
	Slide 98: And among the thousands of annual releases fighting for 12% of playtime, #1 gets 20% of sales and #1–10 take 60% (a share that has grown even as output swelled)
	Slide 99: In total, the same five franchises on PC (which are 6–22 years old) have averaged 30% of playtime for 4 years straight. On PS/Xbox (7–31 years), it’s a stunning 43%!
	Slide 100: Excluding annual releases (NBA 2K) but including sequels (Spider-Man 2), only 6.5% of gametime in 2023 was for new games (a share that was high vs. 2021, 2022, 2024)
	Slide 101: Tens of billions in development and marketing investment and thousands of games competed for that 6.5% of total player hours (and four titles won half of it)
	Slide 102: “Black Hole Games” refers to a phenomenon whereby a massive franchise title has such a hold on players that it’s nearly impossible for a new game to pull them away
	Slide 103: Behind “Black Hole” games is not just Metcalfe’s Law (the value of a network is a quadratic function) but the stronger Reed’s Law (it is an exponential function)
	Slide 104: Reed’s Law observes network strength on network size, as well as group and sub-group formation. An A+ game that lacks a player’s squad is no A+ game.
	Slide 105: As “Black Holes” strengthen, supply grows, but players stagnate, even the best franchises often face falling sales but higher budgets across successive releases
	Slide 106: It’s easy to argue that sequel budgets should be lower given the uncertainty of matching, let alone growing, the sales of the prior entry…
	Slide 107: …But it’s not easy to convince those who skipped or didn’t finish a game to spend $70 on a sequel — or earn another $70 and 25 hours from those who did
	Slide 108: …And building a richer, deeper, and more expansive game is a natural response to a market that competes for increasingly scarce players, time, and spend
	Slide 109: To endure, live services titles need to replace a user’s existing weekly-to-daily habit — which makes a feature/content-light launch an even greater challenge
	Slide 110: Even at their cultural peak, many would-be GAAS leaders have fewer players than long-running GAAS leaders averaged over four-plus years
	Slide 111: And after a hit launch, a new title must sustain against market leaders powered by extraordinarily effective, profitable, and substantial releases and infrastructure
	Slide 112: With rising costs of support, shrinking playerbases, and strengthening Black Holes, new live service titles are forced to call it quits earlier than ever
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	Slide 115: This confluence of factors explains why the market stagnated, not just fell so very short of external and (not publicly available) internal forecasts
	Slide 116: …And why so many titles have missed internal expectations (or even their production costs)
	Slide 117: …And why so many gamemakers re-evaluated their development pipelines and, more often than not, cancelled scores of titles to instead refocus on existing hits
	Slide 118: …And why venture capitalists have retreated to 2018–2019 investment levels, even though worldwide spend is up 34% or $51B
	Slide 119: …Why PlayStation, a platform with 100MM MAU and $30B in revenue, has seen revenues grow 67% since 2019 but profits fall by 6% (and to a 7% income margin)
	Slide 120: …And employees suffered three straight years of record layoffs — 35,000 total before counting unreported layoffs and those without specified headcount
	Slide 121: …Prompting nearly every platform and publisher to start “aggressively” pursuing customers on every channel
	Slide 122: But how can the video game industry return to growth, rather than just fight over the same players, hours, and spend (and at ever higher costs)?
	Slide 123: Without new growth engines, the video gaming market is stuck in a vicious cycle 
	Slide 124
	Slide 125: First, it’s important to recognize that while low growth is a challenge for everyone — especially the largest players — new studios and franchises are emerging
	Slide 126: Second, there are a few potential “Growth Engines” that are argued and in sight1,2 
	Slide 127: Reviewing Potential New “Growth Engines”1 
	Slide 128: As was the case in China, the global maturation of local/regional content studios is likely to (substantially) accelerate spending growth in those same markets
	Slide 129: But with growing national support, plus far (far) lower production costs, emerging market developers may take most of future growth — and more of current spend
	Slide 130: Reviewing Potential New “Growth Engines”1 
	Slide 131: Although video gaming faces declining players and playtime, Roblox’s growth is accelerating — benefiting from 140MM kids turning each of 8, 9, 10, etc., annually
	Slide 132: Yet Roblox’s growth is also heavily diversified. 60% of users are now over 13 and playtime (and growth) is split roughly evenly across all major regions
	Slide 133: With 350–400 million monthly active users, Roblox already rivals the size of the entire AAA ecosystem and towers over core competitors
	Slide 134: And though children game less than adults, Roblox now has more hours of direct monthly engagement than every gaming-specific console or software platform
	Slide 135: In fact, Roblox, with half the users of Netflix and about as many as Disney+, has about half the usage of Netflix and twice that of Disney+
	Slide 136: But Roblox doesn’t focus on “game-like” objectives (win, kill, shoot, defeat, score, beat) but non-game-like ones (share, create, express, identify, feel, show)
	Slide 137: Moreover, Roblox’s UGC economy is piping, with over $3B in payouts to UGC developers since 2006 — and annual run-rate payments now approaching $1B
	Slide 138: Yet Roblox also loses roughly $35 for every $100 a player spends. After App Store and developer payments, only $52 is left for the remaining $87 in costs
	Slide 139: One problem is spend: Roblox generates a fraction of the revenue per hour of rival platforms and publishers (partly due to its sizable pre-teen/teen playerbase)
	Slide 140: Another challenge is the tech/tools platform required for such scale. Roblox now spends $1.4B annually (45% of revenue) just on R&D (a 13x increase over 5 years)
	Slide 141: Roblox’s engine and data centers now enable surprisingly high-fidelity games (thus far, developers and users seem mostly uninterested in such experiences)
	Slide 142: Roblox’s R&D also supports numerous (mostly non-gaming) platform efforts. Few platforms ever reach 400MM MAU — and when they do, opportunities only grow…
	Slide 143: Yet Roblox has its own discoverability challenges: The most-played experience is 10% of playtime, while the top 10 are 30%, and top 50 of 15MM+ (!) are over half
	Slide 144: Moreover, Roblox’s benefits — while great — come with large financial, technological, and strategic implications for developers
	Slide 145: …Still, the (growing) scale of the top Roblox titles is extraordinary — and they’re supported by a fraction of the developers as similarly popular games & publishers
	Slide 146: Like Roblox, usage and creation of UGC mods has substantially outpaced overall video gaming spend and time — all the while enriching gameplay (and publishers)
	Slide 147: Unsurprisingly, UGC modding is often hyper-concentrated to top titles — a reflection of which genres are suitable, Metcalfe’s Law, and publisher policies
	Slide 148: CurseForge has seen its annual mod downloads increase by more than 6x to 24B — primarily in support of the best-selling game in history, UGC platform Minecraft
	Slide 149: Mod.io, too, has seen its annual mod downloads surge to over half a billion per year, supporting an average of 15MM MAUs by the end of 2024
	Slide 150: Through real–time game assist (or challenge) mods for non–competitive games, WeMod is driving hundreds of millions of hours of diverse catalogue engagement
	Slide 151: Reviewing Potential New “Growth Engines”1 
	Slide 152: As video game players and playtime stagnated, social gaming services continued to grow both. At Discord, MAU and DAU are up ~20% vs mid–2021
	Slide 153: Though broadly considered a communications platform, Discord is hyper-indexed to gamers — especially high-engagement, social, and multi-platform gamers
	Slide 154: One in five Discord users (or 40MM total) use the app to stream gameplay to their friends each month — and just under one in three watches monthly
	Slide 155: Discord’s group-based communications, organization, and social sharing results in disproportionate game discovery behavior — Reed’s Law at work
	Slide 156: Unsurprisingly, Discord users have far greater gameplay diversification than typical gamers. Surprisingly, time has diversified as users scaled – not reverted to the mean
	Slide 157: Discord’s scale and influence over game discovery, “squad formation,” and cross–platform comms has even led PlayStation & Xbox to integrate Discord natively
	Slide 158: Discord’s new ad product, Quests, is (naturally) commercial in nature — but it monetizes by (and rewards users for) game-discovery, sharing, and engagement
	Slide 159: Reviewing Potential New “Growth Engines”1 
	Slide 160: Nintendo’s own games dominated Switch content sales in part because many of the top multiplatform games aren’t on the device. Why? Many can’t even run on it!
	Slide 161: And while many hits are available on the Switch, the enormous performance drop tends to drive players who can play on another device to play on another device
	Slide 162: Part of the Switch’s success stems from the same reason its 3rd-party support was so modest — it launched with a 3-year-old, mid-range, and underclocked GPU
	Slide 163: Though Switch 2’s GPU is also expected to be “underweight” in 2025, it should adequately support most modern games — thus making them all “portable”
	Slide 164: And as the Switch is the #2 livingroom console ever, the sole growth driver in most markets, and also fully portable, a more 3rd-party capable Switch 2 is a Big Deal
	Slide 165: Reviewing Potential New “Growth Engines”1 
	Slide 166: The success of Switch and Steam Deck, advances in mobile GPUs, plus livingroom console stagnation have made handhelds a renewed area of opportunity and focus
	Slide 167: But Switch wasn’t a success just due to form factor. Users bought it for Nintendo games —an average of 5 per device vs. 1.5–2 Sony/Microsoft 1P titles on PS/Xbox
	Slide 168: Valve is another unique handheld beneficiary, as Steam boasts PC’s largest social graph, game library, and sales platform — by far — with share accelerating
	Slide 169: Steam-based handhelds give players access to $75-150B in game entitlements locked to Steam (plus Steamworks/Keys) and its full player and achievements graph
	Slide 170: The potency of Steam’s lock-in explains Epic’s PC store challenge — despite ~$70B in game giveaways (by MSRP), it’s generating only ~$300MM in 3rd-party spend/year
	Slide 171: Valve is also set to disrupt livingroom consoles – bringing its $100B in entitlements to the TV, plus its super-scaled social graph and PC-functionality/social integrations
	Slide 172: Reviewing Potential New “Growth Engines”1 
	Slide 173: There is a sense of an “unfulfilled promise” that mobile gaming should have onboarded millions to higher fidelity (or AA/AAA) gaming
	Slide 174: …But mobile did grow the high-fidelity gaming audience. “Mid-Core” titles are 12% of downloads across 3B mobile gamers, but over 50% of revenues
	Slide 175: Indeed, annual spend on mid-core (including some de facto hardcore) mobile games once passed, and is now not far from total spend on Console/PC content
	Slide 176: Though downloads and revenue for mid-core/hardcore mobile titles have stalled and shrunk in recent years, there are four potential drivers of future growth
	Slide 177: While prior mobile gaming growth relied mostly on non-gamer adults adopting casual mobile titles, generations now grow up native to 3D gameplay and on mobile
	Slide 178: But for a generation that grew up playing 3D free-to-play titles on a hand-me-down iPad, spending $500 on a gaming-only console just to be able to play… is absurd
	Slide 179: Today, ~40 million people own a mobile device capable of running games with mid-grade Gen 8 console specs. By 2030, a billion people will have such a device
	Slide 180: Meanwhile, cloud gaming continues to scale as latency and broadband improve, PC stores connect their entitlements, and regulators open up mobile devices
	Slide 181: And as users embrace new forms of consumption, their engagement tends to migrate to the “best possible screen”
	Slide 182: And though there tend to be high creative, technical, and financial costs to adapt Console/PC-centric titles to mobile — and for seemingly low ARPU and retention…
	Slide 183: …focusing on the direct share of unique users + spend is too narrow, especially for multiplayer titles. Reed’s Law: network value grows exponentially with users
	Slide 184: In other words, mobile may have been a small share of Fortnite revenues — but this is partly because it so substantially grew non-mobile revenues, too
	Slide 185: Reviewing Potential New “Growth Engines”1 
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