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“The persistent gender-related issues in the industry —
including a lack of female playable main characters, or
design choices that result in hyper-sexualised rather than
practical armour for female characters — need to be
resolved, before the proportion of women willingly fully
engaging with the market will improve.”

— Samuel Gee, Senior Technology and Media
Analyst

This report looks at the following areas:

= Can Nintendo boost Wii U sales? REPORT NOW
< Will Steam Machines materially change the market?

2014 sees the first full year of sales of the Xbox One and PlayStation 4, after their November 2013 V I S l T:

release. The two consoles are selling well, with expectations high for a strong return to value growth store. m|nte| .Ccom

for the industry despite the external pressures of smartphone and tablet gaming. Publisher release
slates are shrinking to focus on fewer pieces of proven popular intellectual property, though this lack of
novel content is balanced by a rich community of Indie developers on all main platforms. CALL
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Men remain more dedicated gamers
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Older women happiest with current smartphone games

Lapsed gamers much more concerned with new game collections

Figure 58: Gamers who haven’t yet bought another console as they don’t wish to start a new game collection, by gamer type,
September 2014
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