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Female, 34-years old
Plays: Social / City Building
Spends: $12.15/Month
Pays with: Credit Card

Male, 21-years old
Plays: MMO/Fantasy
Spends: $23.45/Month
Pays with: Prepaid Game Card

Male, 23-years old
Plays: First Person Shooter
Spends: $8.17/Month
Pays with: Mobile Payment

Male, 45-years old
Plays: MMO/Sci-Fi
Spends: $16.10/Month
Pays with: eWallet

17%
12%

29%
16%

26%

Q: How often do you play social 
casino games? 

Multiple times 
a day

Once a day

2 to 3 times 
a week

Once a week

Once every 
few weeks

German panel interviewed on 
February 2013. n = 3,125
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$27.03 $31.05
$25.00

$20.00
$26.88 $25.94 $25.00

$31.73 $31.37
$36.67 $33.34 $34.12

Monthly ARPPU across MMO genres in US market ($)

1.7x
Lifetime value for top MMO 
games vs average title.

4

450+ unique titles
50 contributing publishers
2.8MM online gamers
110+ payment options
10 years of data
4 key metrics
Global coverage
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SuperData specializes in the digital games market
We combine digital point-of-sale data with qualitative consumer insight.
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Digital category Last month total
(millions USD)

M-o-M 
growth %

Subscription-based 
online games $83 -1%
Free-to-play online 
games $249 +1%
Console DLC (games, 
expansions, Mtx) $145 +7%
PC DLC (games, 
expansions, Mtx) $53 +24%
Mobile (iOS + 
Android) $266 +14%
Social (all platforms) $176 +6%



11

$0

$500

$1,000

S O N D J F M A M J J A S O N D J F M A M J J A S

US digital games market ($ mil)

M
on

th
ly 

re
ve

nu
e (

$ m
il)

2012 20132011

Digital category Last month total
(millions USD)

M-o-M 
growth %

Subscription-based 
online games $83 -1%
Free-to-play online 
games $249 +1%
Console DLC (games, 
expansions, Mtx) $145 +7%
PC DLC (games, 
expansions, Mtx) $53 +24%
Mobile (iOS + 
Android) $266 +14%
Social (all platforms) $176 +6%



12

$0

$500

$1,000

S O N D J F M A M J J A S O N D J F M A M J J A S

US digital games market ($ mil)

M
on

th
ly 

re
ve

nu
e (

$ m
il)

2012 20132011

Digital category Last month total
(millions USD)

M-o-M 
growth %

Subscription-based 
online games $83 -1%
Free-to-play online 
games $249 +1%
Console DLC (games, 
expansions, Mtx) $145 +7%
PC DLC (games, 
expansions, Mtx) $53 +24%
Mobile (iOS + 
Android) $266 +14%
Social (all platforms) $176 +6%



13

$0

$500

$1,000

S O N D J F M A M J J A S O N D J F M A M J J A S

US digital games market ($ mil)

M
on

th
ly 

re
ve

nu
e (

$ m
il)

2012 20132011

Digital category Last month total
(millions USD)

M-o-M 
growth %

Console DLC (games, 
expansions, Mtx) $145 +7%
PC DLC (games, 
expansions, Mtx) $53 +24%
Mobile (iOS + 
Android) $266 +14%
Social (all platforms) $176 +6%



14

$0

$500

$1,000

S O N D J F M A M J J A S O N D J F M A M J J A S

US digital games market ($ mil)

M
on

th
ly 

re
ve

nu
e (

$ m
il)

2012 20132011

Digital category Last month total
(millions USD)

M-o-M 
growth %

Free-to-play online 
games $249 +1%
Console DLC (games, 
expansions, Mtx) $145 +7%
PC DLC (games, 
expansions, Mtx) $53 +24%
Mobile (iOS + 
Android) $266 +14%
Social (all platforms) $176 +6%



15

$0

$500

$1,000

S O N D J F M A M J J A S O N D J F M A M J J A S

US digital games market ($ mil)

M
on

th
ly 

re
ve

nu
e (

$ m
il)

2012 20132011

Digital category Last month total
(millions USD)

M-o-M 
growth %

Subscription-based 
online games $83 -1%
Free-to-play online 
games $249 +1%
Console DLC (games, 
expansions, Mtx) $145 +7%
PC DLC (games, 
expansions, Mtx) $53 +24%
Mobile (iOS + 
Android) $266 +14%
Social (all platforms) $176 +6%



16

$0

$500

$1,000

S O N D J F M A M J J A S O N D J F M A M J J A S

US digital games market ($ mil)

M
on

th
ly 

re
ve

nu
e (

$ m
il)

2012 20132011

Digital category Last month total
(millions USD)

M-o-M 
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Subscription-based 
online games $83 -1%
Free-to-play online 
games $249 +1%
Console DLC (games, 
expansions, Mtx) $145 +7%
PC DLC (games, 
expansions, Mtx) $53 +24%
Mobile (iOS + 
Android) $266 +14%
Social (all platforms) $176 +6%
Overall $972 +7%
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United States

$11,826

$1,321
Brazil

$914
Italy

United Kingdom

$1,963 Germany

$1,282
France

$2,415

$22.1 billion
Size of the 2013E digital 
games market in the top 
markets around the world.

Total digital games in key markets
(2013E, in millions $ USD)
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Digital games market size and forecast
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Digital games market size and forecast

‣Brazil and Russia CAGR over 20% 
through 2016E, compared to 
10.6% for the US and 12.0% 
for Germany. 

‣As the free-to-play MMO 
market matures, opportunities 
for growth emerge from 
traditionally unsustainable 
markets like Russia and Brazil. Brazil Russia Germany USA
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$8.8M
Total price money for top 
three online game titles in 
2012.

268
Combined number of 
tournaments with more than 
$1,000 in price money. 32
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Q: How often do you visit land-based casinos?
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“we have people 
who are using the 
Steam workshop 
who are making 
$500,000 per year 
building items for 
other customers.”
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★ Digital games market continues to grow, reaching $22B in 2013E.
★ Free-to-play revenue model maintains share in expanding market.
★ Major online segments show shake out, which improves user value.
★ Platform transition to mobile shuffles publishing incumbents.
★ Cost of (mobile) user acquisition continues to increase.
★ Emerging markets like Brazil and Russia offer growth opportunity.
★ Sure, don’t make shitty games, but mostly connect people.

Conclusion
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