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• In this report, IDG covers digital games sales that are 

not covered by the main retail tracking services

• All digital gaming revenue is categorized into one of the 

following three platforms: mobile devices (including 

tablets), gaming consoles, or PCs

• Europe encompasses all countries in Western, Central 

and Eastern Europe

• Asia only includes China, Hong Kong, South Korea and 

Japan

• Rest of World territories include Canada, Latin America, 

Southeast Asia, Africa, India, Middle East, Australia/ 

New Zealand

I D G ’ S  D I G I T A L  C A T E G O R I E S
MOBILE
Gaming revenues derived from mobile phones, tablets, and other mobile devices

DIGITAL CONSOLE
Gaming revenues derived from console and handheld online networks

DIGITAL PC
Gaming revenues for PC-based games that do not include a retail-based transaction

iOS Android Other OS Feature phones

RPG MOBA

MSFT XBL Sony PSN Nintendo Network

FPS Casual Other

• In developing its digital gaming forecast, IDG leverages and triangulates among as many primary resources as possible, including

company earnings reports and industry channel checks with key stakeholders for market intelligence across publishers, platform 

holders, manufacturers, retailers and other contacts. Secondarily, IDG considers information available from digital data tracking 

services as well as other analyst research for validation purposes. 

• Forecast figures in charts have been rounded to the nearest $10M for numbers >$10M and to the nearest $1M for figures <$10M



Copyright © 2018 IDG CONSULTING

EXECUTIVE SUMMARY

5

• Overall, trends throughout 2017 indicate a positive outlook for digital gaming over the next 

few years. Examples include:

▪ The growth of the Battle Royale genre, sparked by the sudden explosive popularity of PUBG on 

PC, is a trend that is now permeating, and serving as a positive catalyst for, all three digital 

gaming segments

▲ The Battle Royale effort on mobile currently targets the Asia markets primarily, which are already more 

core than mobile gaming markets everywhere else in the world

▪ The growing globalization of games, with Asian and Western markets seeing increased cross-

pollination, with 2017 seeing such groundbreaking partnerships as Tencent and Nintendo

• However, there will be growing pains to navigate as well

▪ The increasing use of lootboxes, a trend that began on mobile but is now common on PC and 

console, is drawing increasing attention and dialogue over whether the practice constitutes a form 

of gambling and how to regulate it

• Altogether, the digital gaming market is estimated to have generated $109.5 billion in 2017 

and will grow to $159.3 billion by 2022E, representing a 5-year compound annual growth 

rate (CAGR) of 8%, with growth led primarily by Asia and the mobile gaming market



MOBILE
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MOBILE SEGMENT SNAPSHOT
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* Mobile games as percentage of worldwide digital game revenues

** Based on 2017 worldwide revenue estimates
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SUMMARY OF FORECAST – MOBILE 
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• In spite of Mobile’s strong performance in the first three quarters of the year, Q4 was not 

quite as strong as expected

• As a result, 2017 full-year mobile gaming revenue ended up about 5% lower than IDG’s 

forecast

• As a percent of the mobile gaming market, Android saw its market share grow in the US 

(up from 37% to 41%), Europe (up from 42% to 52%), and Rest of World (up from 41% to 

46%), but is estimated to have dropped in Asia (down from 47% to 45%)

▪ Asia’s forecast includes IDG’s proprietary estimates for the Chinese Android market

• In spite of Android’s year-over-year market share growth and its much larger IB vs. iOS, 

overall Android still trails iOS on a revenue basis in every region except Europe

▪ IDG forecasts that Android will overtake iOS on a worldwide basis by 2020

• Overall, the global mobile gaming market is estimated to have generated $59.4 billion in 

2017 and will grow to $92.1 billion by 2022E, representing a 5-year compound annual 

growth rate (CAGR) of 9%
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• Apple has issued new guidelines for the iOS App Store requiring 

developers to disclose odds for all items available in a lootbox or 

other randomized virtual good

▪ This mirrors similar regulation seen in China for lootboxes in online 

games and comes at a time when the monetization scheme is under 

increased scrutiny, particularly in PC and console games like Star Wars 

Battlefront II

• IDG suspects Apple’s move is a preemptive measure to protect 

itself from government oversight in markets where lootbox practices 

are being more heavily looked at

• It seems possible that Google may also bring similar standards to 

the Play Store, as adept Android players will be able to gauge 

lootbox odds for a mobile game based on that game’s iOS version 

anyways
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MOBILE INSIGHTS – USER ACQUISITION
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• User acquisition has been a consistently rising cost for mobile studios as the market has 

become more and more saturated

▪ Angry Birds developer Rovio reported that its user acquisition costs grew over 300% y/y to 

$26.3 million for the quarter ending Sept. 2017, causing profits to drop 70% y/y to $1.9 million

• Paid user acquisition previously could be used to help apps gain more visibility in mobile 

app stores as it could boost a title’s ranks on top downloaded charts

▪ However, the iOS App Store and Google Play Store have both now removed 

or de-emphasized these top charts in favor of more curated storefronts, 

making user acquisition less relevant for getting featured

• Instead of trying to acquire a general pool of users, it is more important 

than ever for mobile companies to target players for long-term 

engagement as well as monetization

▪ iOS Search Ads, Google AdWords, and Facebook can help achieve these 

goals because they can better target marketing towards players from the 

appropriate audience, or even re-engage lapsed players of a title
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MOBILE INSIGHTS – DISNEY’S FOX ACQUISITION
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• Disney announced a deal worth $52 billion to acquire the majority of 21st Century Fox

▪ If approved by regulators, the deal would give Disney full access to FoxNext, Fox’s gaming 

division that houses mobile studio Aftershock

• FoxNext originally started as a venture to centralize Fox’s IP for its mobile efforts after 

the company saw early success with The Simpsons: Tapped Out and Family Guy: The 

Quest for Stuff

▪ Fox has a breadth of valuable IP to utilize for mobile, such as Alien, Avatar, Futurama, and X-

Men among others, which was clearly exemplified in Animation Throwdown: The Quest for 

Cards, a mobile title that featured characters from Fox’s American Dad!, Bob’s Burgers, Family 

Guy, Futurama, and King of the Hill

• IDG suspects that plans to fully utilize FoxNext might not be in motion yet for Disney, but 

it seems possible that the media conglomerates could use the venture to bring mobile 

publishing for Disney, Marvel, Star Wars, and Fox IP closer to home instead of through 

partnerships with other firms like Netmarble or EA
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• While this M&A would significantly enhance Disney’s IP vault, especially as it relates to 

the mobile gaming opportunity, one major challenge is that Disney has essentially 

eliminated most of its in-house mobile game development efforts in recent years

• In recent years, the company has made the following retrenchment-style moves:

▪ Shuttered Disney Mobile

▪ Shut down Playdom, an online game studio that was acquired by Disney in 2010

▪ Cancelled the Marvel Heroes RPG from Gazillion

▪ Ended the Disney Infinity toys-to-life franchise (Avalanche, the maker of Infinity, was shut down 

by Disney but was later sold to Warner Bros.)

• In the midst of this transition, Disney also confirmed external development relationships 

with four mobile game publishers: Ludia, Glu, Gameloft and PerBlue

▪ Each studio is currently working on one unannounced game based on Disney IP

▪ Disney also intimated recently that they are open to development partnerships for content on 

Steam, in addition to their existing Square Enix partnership on the strong console franchise 

Kingdom Hearts
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• Therefore, any new investment in a direct in-house development strategy for mobile 

gaming would represent a reversal of the aforementioned retrenchment moves

• Additionally, even if FoxNext’s Aftershock was a pillar of the Disney-Fox acquisition, IDG 

believes that Aftershock, as currently constituted, does not have the resources or 

bandwidth to develop a broader portfolio beyond its existing Avatar-related project. Thus, 

Disney will need to think about heavying up internal development resources if a mobile 

gaming portfolio renaissance were to take hold.



Copyright © 2018 IDG CONSULTING

MOBILE INSIGHTS – BATTLE ROYALE EMERGING

14

• Battle royale titles have had a stellar year on PC and console and the genre is now 

starting to emerge on mobile

▪ Tencent is developing two mobile titles in partnership with PUBG Corp, with one title expected to 

feature naval-based combat on top of the typical shooter experience

▪ For its part, NetEase launched three different titles in November 2017 including Rules of 

Survival, Knives Out, and Survivor Royale

Source: IDG Analysis

*Includes rough estimates for third-party Android app stores in China

**Survivor Royale was not released in China

 -

 20

 40

 60

 80

 100

 120

Rules of Survival* Knives Out* Survivor Royale**

M
ill

io
ns

Estimated WW LTD Downloads through December 2017• Shooters have generally been a 

stronger genre on mobile in Asia 

than in the West, but Rules of 

Survival is showing promise in 

both markets



Copyright © 2018 IDG CONSULTING

Rules of Survival • NetEase announced the title was downloaded over 15 million times after 

nearly 6 weeks on the market—and up to half of those downloads were 

from Western markets

• The company is putting support behind it with an event that featured 30 

prominent streamers and a tournament featuring a $650,000 prize pool

Knives Out
• NetEase announced that Knives Out achieved over 100 million global 

downloads with also nearly 6 weeks on the market

• IDG estimates the vast majority of downloads for this title are from China, 

in spite of the fact that it had been featured in Western app stores

Survivor Royale
• A localized version of Knives Out for the West, Survivor Royale appears to 

be performing the weakest of NetEase’s three battle royale titles

• It isn’t expected to launch in China, but the title still has to compete for 

share against Knives Out in Western app stores

MOBILE INSIGHTS – BATTLE ROYALE (CONT’D)

15
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• Though it is a title geared towards the West, Survivor Royale may be underperforming 

due to a lack of promotion in Western app stores over its counterpart, Knives Out, which 

could significantly hamper the title’s potential as the mobile market is already heavily 

saturated and discoverability has proven difficult for most mobile publishers

• These titles have only recently introduced in-app purchases, with monetization geared 

towards virtual currency and lootboxes for cosmetic items

▪ This is likely the only option for monetization in these titles as multiplayer survival gameplay 

doesn’t lend itself well to advertising and microtransactions for better weapons don’t fit with the 

genre’s scavenging theme
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Title Publisher Release

Honor of Kings Tencent Nov. 2015

Fantasy Westward Journey NetEase Feb. 2015

Monster Strike Mixi Aug. 2013

Candy Crush Saga King Apr. 2012

Fate/Grand Order Aniplex Aug. 2015

Clash Royale Supercell Mar. 2016

Lineage II Revolution Netmarble Aug. 2017

Global Top Games

Title Publisher Release

Candy Crush Saga King Apr. 2012

Clash of Clans Supercell Aug. 2012

Candy Crush Soda Saga King Aug. 2014

US Top Games

Title Publisher Release

Honor of Kings Tencent Nov. 2015

Fantasy Westward Journey NetEase Feb. 2015

A Chinese Ghost Story NetEase May 2016

Title Publisher Release

Monster Strike Mixi Aug. 2013

Fate/Grand Order Aniplex Aug. 2015

Lineage II Revolution Netmarble Aug. 2017

China Top Games

Japan Top Games

Source: AppAnnie

Top games are based on estimates of overall revenue generated from 

paid downloads and/or virtual good purchases combined
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Title Publisher Release

Lineage M NCsoft Jun. 2017

Monster Strike Mixi Dec. 2013

Fate/Grand Order Aniplex Jul. 2015

Candy Crush Saga King Nov. 2012

Clash Royale Supercell Mar. 2016

Lineage II Revolution Netmarble Dec. 2016

Dragon Ball Z Dokkan Battle Bandai Namco Jul. 2015

Global Top Games

Title Publisher Release

Candy Crush Saga King Nov. 2012

Candy Crush Soda Saga King Aug. 2014

Clash of Clans Supercell Sept. 2013

US Top Games

Title Publisher Release

Lineage M NCsoft Jun. 2017

Lineage II Revolution Netmarble Dec. 2016

AxE: Alliance X Empire Nexon Sept. 2017

Title Publisher Release

Monster Strike Mixi Dec. 2013

Fate/Grand Order Aniplex Jul. 2015

Puzzle & Dragons GungHo Online Ent. Sept. 2012

South Korea Top Games

Japan Top Games

Source: AppAnnie

Top games are based on estimates of overall revenue generated from 

paid downloads and/or virtual good purchases combined
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• Google released the Pixel 2 smartphone with a preview of Google Lens, an app that uses the 

device’s camera to perform web searches on real-world objects and text, highlighting the company’s 

long-term vision for AR (October)

• Google released an updated version of the Daydream View VR headset for $99 and announced that 

it had 250 VR apps and games to support the platform (October)

• Facebook allowed a select number of games on its Instant Games platform for Facebook 

Messenger to introduce in-app purchases and advertising, the first time the program has allowed for 

monetization almost a year after its launch (October)

• Japanese mobile publisher GungHo reported an over 20% year-over-year drop in revenue and 

profits for the nine months ending September 30th, 2017, as its evergreen mobile title, Puzzle & 

Dragons, was showing signs of decline (November)

• Nintendo released Animal Crossing: Pocket Camp, a free-to-play mobile game, demonstrating the 

company’s acceptance of the business model following the success of free-to-play Fire Emblem 

Heroes vs. premium-priced Super Mario Run (November)

• Netmarble launched its hit mobile game Lineage 2: Revolution in the US and Europe (November)
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Q4’17 NEWS – MOBILE (CONT’D)

20

• Apple reported strong fiscal Q4 2017 earnings with 46.7 million iPhones sold in the quarter and 

revenue from its Services division, which includes the iOS App Store, generating $8.5 billion 

(November)

▪ The company’s revenue in China grew to $9.8 billion for Q4 2017, up from $8 billion the year prior, while 

revenue from India doubled year-over-year

• PC and console peripherals manufacturer Razer released a premium Android smartphone targeted 

towards mobile gamers in the US and Europe (November)

• Pokémon GO developer Niantic announced a partnership with Warner Bros. Interactive to develop 

Harry Potter: Wizards Unite, another AR title due out in 2018 (November)

• Warner Bros. also announced Harry Potter: Hogwarts Mystery, a mobile RPG title in development 

by Jam City due out in 2018 (December)

▪ The title is expected to be structured similarly to the Persona RPG series, as WB aims to boost its mobile 

portfolio beyond kids, mid-core, and core titles to a more casual, mass-market audience

• Facebook introduced livestreaming capabilities for its Instant Games platform, as the company 

aims to leverage more social engagement on the platform (December)
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• Apple introduced pre-orders for games and in-app purchases on the iOS App Store up to three 

months before a title’s launch (December)

• Unity updated its engine software to help mobile developers more easily publish to the Xiaomi 

Android app store in China (December)

• Niantic updated Pokémon GO on iOS to take advantage of Apple's ARKit functionality and introduce 

new Pokémon into the game, helping the title return to top grossing charts (December)

• Apple faced consumer backlash for slowing the performance of older iPhones to preserve battery 

life and offered discounted battery replacements for affected models as an apology (January)

• Apple announced that iOS developers generated $26.5 billion in revenue on the App Store in 2017, 

a 30% increase year-over-year (January)

▪ The marketplace also broke records during the holiday season with $890 million generated during the week 

beginning December 24th, with New Year's Day alone generating $300 million



DIGITAL PC
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Source: IDG Analysis
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DIGITAL PC SEGMENT SNAPSHOT
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* Digital PC games as percentage of worldwide digital game revenues

** Based on 2017 worldwide revenue estimates
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SUMMARY OF FORECAST – DIGITAL PC
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• Digital PC gaming revenue continued its strong 2017 performance through Q4, thanks to 

the sustained growth for PUBG combined with the release of several strong PC titles (i.e. 

Destiny 2, Battlefront II) 

• Within IDG’s genre categorization, the Other category (which includes Battle Royale 

games) has shown the greatest growth, especially in Asia

• IDG lowered the outlook of the MOBA genre in the outer years, anticipating that Battle 

Royale will continue to take over the former’s fading star

▪ Although not fully reflected in IDG’s 5-year forecast, IDG anticipates that Battle Royale will also 

eventually peak and begin to see decline over the next 5-10 years

• There is evidence to suggest that FPS is an evergreen genre in spite of the fluxes in 

other genres, so the forecast for FPS shows continual growth

• Overall, the global Digital PC gaming category is estimated to have generated $36.9 

billion in 2017 and will grow to $42.6 billion by 2022, representing a 5-year CAGR of 3%
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DIGITAL PC INSIGHTS – BATTLE ROYALE RAGES ON
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• It’s become clear now that the PUBG-fueled battle royale phenomenon is not going to be a short-

lived flash-in-the-pan trend

• PUBG continues to grow in popularity, with sales accelerating throughout the year

• For an analysis of PUBG’s impact on Xbox One, please see slides 52-53 in the Digital Console 

chapter
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DIGITAL PC INSIGHTS – BATTLE ROYALE CANNIBALIZATION 
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• There has been much reported on PUBG’s apparent cannibalization of Dota 2 players on Steam, but 

as months have progressed, there has been a growing body of evidence that PUBG and other battle 

royale games may be cannibalizing the MOBA genre as a whole

▪ Nexon’s recent release of Lawbreakers was written off and the publisher named PUBG as one of the reasons 

for the game’s failure

• The FPS genre, on the other hand, seems to be unaffected—granted there is overlap between FPS 

and some MOBA games (e.g. Lawbreakers, Overwatch, etc.)
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DIGITAL PC INSIGHTS – BATTLE ROYALE : MOBA
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• Interesting parallels exist between the MOBA and Battle Royale genres

▪ Both are relatively “new” genres that had already existed as a subset of an existing genre or other, until they 

grew so big as to make the gaming community recognize them as separate genres of their own

▪ Both gained worldwide interest after a single game blew up in popularity

▪ Both genres benefited from having a competitive aspect, with potential compatibility as an esport, as a driver for 

growth

▪ Both genres spawned multitudes of copycat games

• What is different about this latest go-around is the speed at which companies are producing copycat 

games—and rather than building a game from the ground-up, many publishers are simply tacking a 

Battle Royale mode onto existing games

▪ In fact, an early copycat—Fortnite’s Battle Royale mode—is rivaling PUBG’s original for concurrent users

▲ Epic Games reported that Fortnite had reached 3.4 million concurrent players in February 2018, which is higher than 

PUBG’s peak concurrent player record of 3.2 million (according to SteamCharts)

▲ These figures cannot be compared apples-to-apples as Fornite is free-to-play and available on PC, PS4, and Xbox One, 

while SteamCharts does not cover PUBG’s audience on Xbox One

▲ When factoring in PUBG’s Xbox One audience, the two games have probably roughly the same size userbases

▪ Hi-Rez Studios’ Paladins is just the latest in a string of games that have been unveiled that will be receiving a 

Battle Royale mode 
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DIGITAL PC INSIGHTS – BATTLE ROYALE’S OUTLOOK
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• As with the MOBA genre, the Battle Royale genre will continue to see a flood of copycat games but 

with Fortnite and PUBG already boasting such large userbases, it is unlikely any newer entrants will be 

able to carve out significant market share within the Battle Royale space—just as no game has ever 

managed to rival League of Legends within the MOBA genre

• IDG has touched on this in many previous reports, but Battle Royale’s cannibalization of MOBA 

underscores one of the key risks of the esports market—even popular games are at risk of being 

overtaken by newer games—and it is one that makes it foolhardy to model the esports market, and its 

potential, apples-to-apples against that of the physical sports market
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• Steam published its list of Top VR titles for 

2017 based on gross revenues, dividing titles 

into 4 categories: Platinum, Gold, Silver and 

Bronze

• While the Gold, Silver and Bronze categories 

saw negative correlation between price and 

sales (e.g. the lower the price, the more units 

it sold), the Platinum category actually saw a 

slightly positive correlation between price and 

sales

• Platinum, Gold and Silver all had similar 

average SRPs, but average SRPs for Bronze 

titles were markedly lower

• There were no free-to-play VR titles on the 

Top VR list

• The key takeaway from all this is that the 

most avid PC VR game purchasers are more 

interested in higher quality titles, even if it 

means paying a higher price for themSource: IDG Estimates, Steam
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The Lab

Arizon Sunshine

Job Simulator

Fallout 4 VR

Raw Data

Space Pirate Trainer

Rick and Morty Simulator: Virtual
Rick-ality

Tilt Brush

GORN

SUPERHOT VR

Hot Dogs, Horseshoes & Hand
Grenades

Audioshield

Estimated 2017 Sales Volume of 

Steam Platinum VR Titles • The relatively narrow range of sales of the Platinum 

games—with no clear standout title—suggests there 

may be a small community of VR users that are the 

most active in purchasing and playing VR games

• In contrast, Steam’s F2P VR title The Lab is estimated 

to have seen 300K downloads in 2017

▪ The Lab is estimated to have been downloaded almost 

600K times since its release in April 2016 and could be 

used as a sort of benchmark for the installed base of VR 

HMDs, as it is available on Oculus Rift, Windows Mixed 

Reality, as well as the HTC Vive

• Although this is a very rough back-of-the-napkin 

calculation, this data suggests that out of a total IB of 

~600K PC VR HMD owners, there are about 50-100K 

users or 8-17% of the IB who are the most active core 

players of VR games

Premium-priced

Free-to-play

Source: IDG Estimates
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• With the potential advent of 5G data infrastructure becoming more imminent in select 

parts of the world, coupled with innovation advancement for better HTML5 technology, 

there has been some speculation that browser games could make a comeback

• In fact, Square Enix recently stated that they foresee a resurgence in browser gaming, 

both on PC and mobile, as a result of these developments

• Moreover, some observers speculate that there could be better cross-platform user 

experiences between PC browser and mobile browser gaming, due to HTML5’s 

interoperability coupled with 5G data improvements on the back end
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• While this is conceptually possible, there are several headwinds that must be highlighted:

▪ Even if the production value of browser-based gaming improves dramatically, most existing 

browser gamers are much more casually-inclined

▪ It is possible that new innovation could expand the addressable browser gaming audience to 

include more mid-core gamers, but recent trends have gone against this idea since we have 

seen an increasing bifurcation between casual gamers who have found a bigger home on 

mobile (at the expense of PC browser games) while core gamers have found a bigger home on 

PC and console

▪ Moreover, even with improved content availability for higher fidelity browser games, many of the 

leading browser-based ecosystems have already migrated to mobile in recent years, meaning 

that distribution of these types of games will likely remain challenged versus alternatives
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• Meltdown and Spectre are two major security flaws discovered to effect modern 

CPU processors across manufacturers like AMD, ARM, and Intel

▪ CPUs optimize performance through a process called “speculative execution,” which 

researchers have discovered can make sensitive data like passwords vulnerable

• Major cloud and network services like Steam are also at risk as these 

businesses are heavily dependent on strong computing power 

• Hardware manufacturers and OS platform holders are rushing to deploy 

software updates to mitigate the threats, but Spectre in particular will likely 

require a new generation of CPUs to fully prevent nefarious activities

▪ It has been reported that these software updates could slow processing power in 

affected PCs by 5-30%, but these figures are overblown in most cases and the vast 

majority of PC gamers shouldn’t notice much in the way of performance issues

▪ However, misconceptions about these issues amongst consumers could put a minor 

damper on the PC gaming market in the short-term, particularly in hardware sales
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Title Publisher Price

PlayerUnknown’s Battlegrounds PUBG Corp $29.99

Counter-Strike: Global Offensive Valve $14.99

Dota 2 Valve Free-to-Play

Grand Theft Auto V Rockstar Games $59.99

Team Fortress 2 Valve Free-to-Play

Tom Clancy's Rainbow Six Siege Ubisoft $59.99

Rocket League Psyonix $19.99

Warframe Digital Extremes Free-to-Play

Garry's Mod Valve $9.99

H1Z1: King of the Kill Daybreak Game Company $19.99

Source: IDG’s estimates, based on MAUs. Prices are in estimates of SRP during the quarter, not actual ARP.
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• Bluehole created PUBG Corp., a subsidiary to operate PlayerUnknown's Battlegrounds (October)

• Microsoft launched its Windows Mixed Reality platform in partnership with headset manufacturers 

like Samsung, ASUS, and Acer with support for SteamVR and a Halo VR experience (October)

• Bethesda launched Creation Club for Skyrim, a program that allows for community-created mods 

to be professionally polished and sold on console and PC (October)

• Activision was awarded a patent for a matchmaking system that pairs low-skilled players 

alongside players with attractive gear, with the specific aim of promoting microtransactions (October)

• Improbable integrated the Unreal Engine into its SpatialOS software platform, which enables 

developers to build massive game worlds through AI processing (October)

• Activision launched Destiny 2 on PC through Blizzard’s Battle.net rather than Steam, with the 

publisher taking advantage of the synergies the title shares with the platform (October)

• Intel announced a partnership with longtime rival AMD to produce on a new laptop PC chip 

combining the power of AMD’s graphic cards and Intel’s processors, a move showing the firms’ plans 

to better compete against Nvidia in the gaming PC chip market (November)

• NCSoft announced the planned shutdown of its Master X Master MOBA, citing stiff competition from 

established titles League of Legends and Dota 2 (November)
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• Steam overhauled its user review system to de-prioritize bot accounts from dramatically affecting 

review scores (November)

• Tencent announced it will publish PlayerUnknown's Battlegrounds in China, helping PUBG Corp 

to navigate Chinese regulatory bodies in the territory where the game already has a large playerbase

(November)

• Microsoft reported that Windows 10 had been installed on over 600 million monthly active PCs, an 

increase of 100 million from earlier in 2017 (December)

• Valve ended support for Bitcoin as a payment method on Steam, citing Bitcoin’s volatile valuation as 

well as steep transaction processing fees (December)

• PlayerUnknown's Battlegrounds left Steam Early Access through a full release and introduced a 

second desert-themed map (December)

• Files datamined from Counter-Strike: Global Offensive indicated Valve was considering a battle 

royale mode for the game (December)

• Reports emerged that the Chinese government has blocked access to Steam Community pages, 

though the Steam store was still accessible (December)

• SteamSpy estimated that Valve released 7,672 games on Steam in 2017, up 53% year-over-year as 

the platform continues to struggle with discoverability issues (January)



DIGITAL CONSOLE
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* Digital Console games as percentage of worldwide digital game revenues

** Based on 2017 worldwide revenue estimates
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• The Digital Console market ended 2017 relatively in line with IDG’s forecast, with the exception of 

Nintendo’s eShop revenue

• Although the first six months of the Switch’s release did not effect a significant boost to Nintendo’s eShop

revenue, Q4 saw digital revenue soar 142% y/y, resulting in full-year digital revenues that were nearly 2x 

2016’s

• IDG maintained its growth forecast for Switch off the higher base figure, acknowledging that there is 

more upside for the platform if Nintendo:

▪ Is able to prove they can provide a seamless, secure and intuitive online gaming network that can support millions 

of players playing online concurrently

▪ Begins offering Switch consoles with larger built-in storage for downloading digital games

• PSN and XBL revenue for 2017 were in-line with IDG’s forecast; however, there may be more changes 

coming for XBL’s forecast based on the announcement of Microsoft’s Game Pass

▪ For a more in-depth discussion of Game Pass and its potential impact on IDG’s Digital Console Forecast, see 

slides 55-59

• Overall, global digital console revenue generated $13.1 billion in 2017 and will grow to $24.6 billion by 

2022, representing a 5-year CAGR of 13%
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• One of IDG’s continual critiques of the console game landscape in recent years, has 

been the status quo approach of either fewer but bigger AAA titles, or smaller indie titles

• The “all or nothing” approach has generally worked in the favor of the top-tier publishers, 

but many mid-sized studios have been caught in no-man’s land

• In order to get a development/publishing deal for the console platform, major publishers 

usually look for games that are either $5 million or less to create on the indie side, or 

$100 million-plus AAA blockbusters

• But unfortunately, there was a scarcity of titles in between those two disparate tiers until 

recently
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• While publishers had eschewed the mid-tier AA-level of $10-25 million 

development budgets, Take-Two’s new indie label, Private Division, 

directly tackles this market segment and addresses a key underserved 

gap in the market

• Private Division’s plan to support strong high-quality indie studios like 

Kerbal Space Program-developer Squad and Obsidian Entertainment, 

who have more ambitious budgets than smaller leaner teams, while also 

tweaking the P&L in their favor by focusing on higher-margin digital 

distribution first, combine to give AA studios a fighting chance in this 

difficult market

• Indie studios who want to step up their production value on a project now 

have the ability to do so with Private Division-type publishers in the 

market, and the digital piece provides these studios with more pricing 

flexibility
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• One recent example of this model achieving success is Hellblade: Senua’s Sacrifice by 

developer Ninja Theory

▪ The self-described “indie-AAA” title launched on Steam and PSN in August 2017 to high praise 

with an OpenCritic & Metacritic rating of 83

▪ IDG estimates the production and marketing budget of the game was only ~$10 million, but it 

has yet sold over 800K units through mid-December, with Ninja Theory claiming the title was 

already profitable after 500K units sold at a $30 price point

Steam, 242K

PSN, 584K

Estimated LTD Unit Sales through mid-December 2017
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• Since many studios have fallen through the cracks by not being big enough for the AAA 

tier and not being small enough to be considered a stereotypical indie, it is also likely that 

Take-Two can source from the best of the best within this tier because the competitive 

intensity is far lower, while leveraging the publisher’s existing sales, marketing and 

distribution acumen

• At the same time, Take-Two/Private Division are not the only ones who are now entering 

this AA space aggressively

• Other competitor examples include the following:

▪ EA has supported the AA development of A Way Out, from Hazelight Studio under the EA 

Original program

▪ Platinum Games also announced that they are working on two AA games

• The ultimate winner of this development is consumers, who will be given a greater 

breadth of choices with games that show more versatility by striking the balance between 

higher production values and an indie-centric soul
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• An intriguing area of research has been Nintendo’s potential plans to enter the Chinese 

games market

• Up to this point, Nintendo’s involvement in the Chinese market has been relatively non-

existent

• However, several recent strategic partnerships indicate the possibility of Nintendo’s 

enhanced pursuit of the world’s top gaming market:

▪ Nintendo announced a partnership with Nvidia exclusively for the Chinese market, whereby 

several of Nintendo’s Wii and Gamecube titles will launch on the Nvidia Shield in the Chinese 

market

▲ Although the addressable market of this move is relatively small, it provides Nintendo with a way to 

penetrate China without dealing with the hefty barriers on traditional hardware sales and marketing

▲ It can present a minimum viable product opportunity in terms of learnings at a smaller, lower-risk scale, 

through which Nintendo can then begin to scale up by penetrating the Chinese market with its own 

proprietary hardware (namely the Switch) over time after establishing a stronger 1st party publisher 

software presence
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• Beyond Nintendo’s China-centric partnership with Nvidia, Nintendo also announced a 

partnership with Tencent, China’s top gaming company

▪ Through this partnership, Tencent will release its popular mobile MOBA, Honor of Kings, to the 

Nintendo platform under its Western branding of Arena of Valor

▪ Not only can this partnership help to boost Nintendo’s 3rd party software lineup, which requires a 

greater breadth of content from other developers, but it also presents an interesting trial balloon 

of collaboration between Tencent and Nintendo

▪ Assuming that this Arena of Valor partnership proves to be successful as a lower-risk test case 

of collaboration, it is possible at some point that Tencent could function as a distribution, content 

and localization partner for Nintendo in China, since Tencent has countless tentacles in the 

Chinese market that can provide Nintendo with the requisite access for robust market 

penetration

▪ At the same time, one caveat is that Tencent has not had as much experience or success in 

hardware, not to mention that Sony and Xbox have had limited success in the region to-date
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• Over the past several years, one of the major growth drivers for console publishers has 

been the emergence of lootbox-based microtransaction monetization 

• Many of the top publishers have used lootbox mechanics in recent games, whereby a 

user has the opportunity to gain a meaningful virtual good, but on a randomized basis so 

the user does not know what s/he is acquiring ahead of time

• While this trend has been a significant upside catalyst for publishers in recent years, 

lootboxes have also been in the news as a controversial force in the industry, due to 

charges of gambling as well as being endemic to “pay-to-win” mechanics
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• This controversy reached a fever pitch upon the then-impending launch of Electronic 

Arts’ Star Wars Battlefront II on November 17, 2017

• Ahead of the launch, a groundswell of negative feedback from beta players erupted 

based on complaints that the status quo lootbox system was “pay-to-win,” which severely 

disrupted the progression system and made game balance among users inherently 

unfair. The notion was that this system, which placed too much emphasis on lootbox 

monetization, tilted the scales disproportionately in favor of microtransaction customers 

versus non-paying gamers.

• The day prior to the commercial release of the game, DICE developers (from EA DICE, 

the studio who created the game) joined a Reddit AMA (Ask Me Anything) session in an 

attempt to mend PR damage surrounding the implementation of lootboxes

▪ The developers explained that the monetization system would help to fund development for new 

in-game content and promised to improve the balance of the game’s progression system based 

on the community feedback

▪ However, this AMA session failed to placate upset gamers ahead of the launch
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• Therefore, just hours before the game officially launched, EA announced the drastic step 

of suspending all microtransactions/in-game purchases 

• The company also proffered a direct apology, in admitting that the emphasis on 

lootboxes indeed could potentially give players unfair advantages, and that the studio 

would focus on “listening, adjusting, balancing, and tuning.”

• It has been speculated that part of the pressure on EA to remove in-game 

microtransactions, including lootboxes, came not only from the gamer community, but 

also from Disney, the owner of the Star Wars license who was leveraging Battlefront II as 

a tent-pole game release to coincide with the theatrical tent-pole release of The Last 

Jedi. The bad press surrounding these issues was problematic for Disney.
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• The negative press from this debacle, coupled with middling reviews for the game itself, 

significantly hindered the game’s sales prospects

• IDG channel checks indicate that Call of Duty: WWII had outsized market share gains 

vis-à-vis Battlefront II, while the long tail digital monetization prospects for the game have 

been severely curtailed

• Moreover, a teenager with a self-professed gambling addiction wrote an open letter to EA 

urging the company not to re-implement lootboxes into Star Wars Battlefront II, arguing 

that lootbox mechanics are dangerous for the young players that a Star Wars game 

attracts. While this argument could be applied to all games that include lootbox 

mechanics, the targeted nature of the writer’s letter exacerbated the negative climate 

surrounding the game.
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• The Battlefront II lootbox controversy has been top-of-mind for several months, with IDG 

positing the following insights on this issue:

▪ This issue is so relevant and topical today that we will be exploring a bigger deep-dive on this 

research area in future reports/thought pieces

▪ For EA specifically, IDG still has some concerns on how EA will be able to effectively re-

integrate microtransactions into the game over time

▲ While the company has certainly improved game balance issues, made it less grind-heavy, and de-

emphasized lootboxes, top-performing players still receive extra rewards vis-à-vis lower level players. 

So in essence, the pay-to-win issue still persists, albeit on a more moderated level. The reward 

inequality between skilled players and new/unskilled players persists.

▲ Moreover, there is a daily credit cap on credits even in single-player Arcade mode. This mitigates the 

ability for single-player gamers to grind their way to achievements which in turn could help them against 

stronger opponents in multi-player.
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• Microsoft released the Xbox One X in November 2017 with the hope that the new upgraded model 

will spur an increase in interest in the Xbox One line

• Since the Xbox One X is a premium product, with core gamers, technophiles and early adopters as 

its target demographic, it can be expected that the sales trajectory for the SKU will show the highest 

adoption at launch, with likely a weak sales tail 

• In light of the Xbox One X’s initial launch numbers, with the PS4 outselling the Xbox One as a whole 

in nearly every major territory, it would seem Microsoft’s hopes may have been misplaced

• However, salvation may have come to Microsoft from a less obvious source—the launch of PUBG as 

an Xbox One exclusive on December 12, 2017
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• In the US, Xbox One outsold the PS4 not in the X’s launch month of November, but in 

December—a month when there were no major hardware or software releases with the 

exception of PUBG

▪ There was a December deal that offered customers a free copy of PUBG with the purchase of 

an Xbox One X; however, PUBG is not necessarily a game that requires the premium 

horsepower of the Xbox One X to enjoy. And in fact, Xbox One X sales are estimated to have 

declined in December versus November.

▪ With PUBG having a fairly mass market appeal, it is likely that gamers who bought the Xbox 

One to play this game decided the premium price point of the X model was not worth their 

dollars. Further supporting this thesis is the fact that the vast majority of Xbox SKUs sold in 

December were for Xbox One Slim models.

▪ Though there were generous deals on the Xbox One Slim SKUs in December, similar deals 

were also available in November so pricing cannot necessarily explain why Xbox sold so well in 

December
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• If the appetite for PUBG is as sustained on Xbox One as it has been on PC, then this 

game could be the silver bullet that puts Xbox One back in the console race

• IDG believes the interest for PUBG on Xbox One will be prolonged as the game may be 

an even better fit for console gamers than PC gamers, as PUBG has more mass market 

appeal than other top PC titles, which tend to appeal to more core players

• However, this benefit will primarily be seen in North America, as data on the PC shows 

that European gamers have not taken to PUBG as strongly as audiences in Asia and 

North America

• It will also depend on how long Microsoft can maintain its exclusivity window; PUBG Corp 

has already hinted that it will eventually come to other platforms, which would include 

PS4 and Switch
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• The most disruptive news on Digital Console has also come from Xbox, with the 

announcement that Xbox Game Pass’s subscription service will now include all first party 

games, including upcoming titles Sea of Thieves, Crackdown 2, and State of Decay 2, all 

of which will launch day-and-date on the Game Pass service

• Additionally, Game Pass will also include future unannounced games from Microsoft 

Studios across tent-pole franchises Halo, Forza and Gears of War—also day-and-date 

• This is a major pivot and expansion for Game Pass, as the prior offering primarily 

emphasized older catalogue titles
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• Another interesting wrinkle is the partnership on this initiative with major retailers such as 

GameStop. Xbox will begin selling a 6-month Xbox Game Pass subscription card at 

GameStop and other retailers for $59.99, starting on March 20th.

▪ IDG believes that this is an intriguing partnership, since it is a major digital promotion that also 

factors in retail participation

▪ POSA cards have a very similar business model, and in many ways retailers have ironically 

been a key evangelizer for these cards (subscription, Season Pass, DLC, virtual currency, etc.) 

over the past 4-5 years

▪ At the same time, IDG’s channel checks indicate that the margins on these cards for the retailer 

are generally on the lower end, so the economics might not be great for the retailer. 

Nevertheless, modest margin participation on a SKU that does not take massive amounts of 

shelf space can still be a net-positive for GameStop and other participating retailers.

• The value proposition of these improvements is clear, as Xbox is trying to make the Xbox 

ecosystem more accessible, price-friendly, and focused on LTV (Lifetime Value) as 

opposed to one-off transactions
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• It must also be noted that for the price to own one AAA game at $59.99, a customer can now have 

access to over 100 titles, including Xbox’s top first-party, tent-pole titles, on day-and-date of launch

• Therefore, this initiative also dramatically shifts the consumer value proposition on console as the 

market continues to evolve towards a services-based model, and away from a more traditional 

packaged goods paradigm

• One unanswered question is the potential impact to post-launch DLC, loot boxes and other 

microtransactions, since it is possible that streamers of games may be less likely to pay for post-

launch content than buyers of the actual full games

▪ On the other hand, there is also the possibility that streamers of games may be more willing to spend on DLC 

because they feel as if they got the base game for “free”

• IDG also believes that this business model and value proposition are more compelling than some of 

Game Pass’s forerunners, including OnLive, PlayStation Now/Gaikai, and a host of others 

▪ Until now, that type of value proposition was unheard of, as most games offered through streaming services 

have traditionally been of the catalogue variety instead of frontline

▪ As frontline content is becoming a key piece of the value proposition, it is possible that Game Pass could 

appeal to both mass-market gamers and core gamers who were planning on buying all of those games 

separately to begin with if the service did not exist
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• Before making any major proclamations that this move indicates Xbox’s shift towards 

becoming a “Netflix” for gaming, IDG believes that the potential objectives of this move 

must be decoupled from each other

▪ While it is possible that this move marks a broader shift towards a services-based ecosystem, 

the near-term benefit will manifest more significantly in a potential boost to Xbox One hardware 

sales

▪ The longer-term goals are less clear, since this subscription indeed cannibalizes new full-game 

sales

▪ A bigger driver to monitor, over time, is if 3rd party publishers will follow suit and make their 

frontline games available through Game Pass on day-and-date. For the time being, IDG 

believes that 3rd party will likely take more of a “wait and see” approach on this, since the 

existing status quo model is likely more profitable for them. 

▲ However, if there is a massive audience shift towards subscriptions, similar to Spotify on music, then 3rd

party publishers might need to capitulate to a new normal
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• At this early stage, it is still difficult to quantify the exact impact of Xbox Game Pass’s 

new changes to IDG’s forecasts

• Due to the uncertain nature of the impact of these new developments, IDG has not made 

any material changes to its forecasting and assumption set to account for Xbox Game 

Pass in the interim. For next quarter’s Digital Report, IDG does plan on making changes 

to its model to account for the evolution of Game Pass. Key considerations will include:

▪ The value proposition of Game Pass, especially with the addition of top-tier 1st party games on 

day and date of launch, will have some marginal cannibalistic impact on full-game downloads 

and full-game boxed product purchases

▪ Game Pass’s potential positive or negative impact on DLC consumption

▪ To the upside, Game Pass will boost IDG’s “Other Subscription” revenue line, which is separate 

from the existing Xbox Live Gold subscription revenue line

▪ At the same time, one of the likely byproducts of Xbox Game Pass is greater upside in sell-

through of Xbox One hardware. With a boost to the installed base figure, that will also then flow 

through to generate more potential upside in other software categories, so IDG will need to 

weigh all of these competing considerations carefully.
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Rank 3DS eShop Games Publisher SRP (USD)

1 Pokémon Silver Nintendo $9.99 

2 Pokémon Gold Nintendo $9.99 

3 Pokémon Yellow Nintendo $9.99 

4 Super Mario Bros. 3 Nintendo $4.99 

5 Animal Crossing: New Leaf Nintendo $19.99 

6 Super Mario World Nintendo $7.99 

7 Pokémon Ultra Sun Nintendo $39.99 

8 Pokémon Ultra Moon Nintendo $39.99 

9 Minecraft: New Nintendo 3DS Edition Mojang $29.99 

10 Pokémon Red Nintendo $9.99 

Rank Switch eShop Games Publisher SRP (USD)

1 Stardew Valley Chucklefish $14.99 

2 Super Mario Odyssey Nintendo $59.99 

3 Mario Kart 8 Deluxe Nintendo $59.99 

4 Overcooked: Special Edition Team17 $19.99 

5 Zelda: Breath of the Wild Nintendo $59.99 

6 Rocket League Psyonix $19.99 

7 Minecraft: Nintendo Switch Edition Mojang $29.99 

8 Sonic Mania SEGA $19.99 

9 Golf Story Sidebar $14.99 

10 The Elder Scrolls V: Skyrim Bethesda $59.99 

Source for eShop top titles: Nintendo Everything (US)
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Source for PSN top titles: PlayStation Blog (US)

Rank PlayStation 4 Games Publisher SRP (USD)

1 Call of Duty: WWII Activision-Blizzard $59.99 

2 NBA 2K18 Take-Two Interactive $59.99 

3 Madden NFL 18 Electronic Arts $59.99 

4 Star Wars Battlefront II Electronic Arts $59.99 

5 Assassin’s Creed Origins Ubisoft $59.99 

6 FIFA 18 Electronic Arts $59.99 

7 Grand Theft Auto V Take-Two Interactive $59.99 

8 Middle-earth: Shadow of War Warner Bros. Interactive $59.99 

9 Destiny 2 Activision-Blizzard $59.99 

10 Rocket League Psyonix $19.99 

Rank PlayStation VR Games Publisher SRP (USD)

1 Job Simulator Owlchemy Labs $19.99

2 PlayStation VR Worlds Sony Interactive Entertainment $19.99

3 SUPERHOT VR SUPERHOT $24.99

4 The Elder Scrolls V: Skyrim VR Bethesda $59.99

5 DRIVECLUB VR Sony Interactive Entertainment $19.99

6 Arizona Sunshine Vertigo Games $39.99

7 I Expect You To Die Schell Games $24.99

8 Doom VFR Bethesda $29.99

9 Accounting+ Roberts & Co Bunsen Outlet $11.99

10 NBA 2KVR Experience Take-Two Interactive $14.99
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• Sony announced that Tsuyoshi ‘John' Kodera was stepping up as president and CEO of SIE, 

having helped launch PlayStation Store, PlayStation Plus, and PlayStation Now, as the company 

undergoes reorganization with a seemingly stronger focus toward network services (October)

• EA shutdown Visceral Games and announced plans to redesign its single-player focused Star Wars 

game into a Games-as-a-Service title (October)

• Nintendo President Tatsumi Kimishima revealed that over 50% of Switch players regularly “switch” 

between handheld and home console modes, but roughly 30% use the Switch primarily as a 

handheld device and a little under 20% use it primarily as a home console (October) 

• Redbox, a kiosk game and DVD rental service in the US, started offering Switch games at its 

locations in Seattle, San Antonio, and Portland (October)

• Nintendo announced plans to close the Wii Shop Channel, the company's digital storefront for the 

Wii, in 2019 (October)

• Nintendo added video capture and digital pre-orders to the Switch in a software update (October)

• Xbox’s Phil Spencer said that Microsoft was increasing investment in first-party studios and that 

Xbox could launch a streaming service that didn't require a console within three years (November)
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• Sony London Studio's Director of VR Product Development, said that Sony planned to increase 

production of Move motion controllers for PSVR in line with the growing PSVR userbase, as two-

thirds of PSVR games support or require Move controllers (November)

• EA CFO Blake Jorgensen said the company wouldn’t commit to bringing new titles for the Switch

until it evaluates how the console has fared after a year on the market (November)

• Following a successful launch for Assassin’s Creed: Origins, Ubisoft delayed Far Cry 5 until March 

27th, The Crew 2 until Fiscal H1 2018/19, and an unannounced title until Fiscal 2019/20 (December)

• Activision claimed that Call of Duty: WWII earned over $1 billion in revenue, showing a stronger 

performance over the previous year’s Call of Duty: Infinite Warfare (December) 

• Sony released Planet of the Apes: Last Frontier, a PlayLink title, bringing a major IP to the 

platform geared towards attracting mass market consumers (December)

• Bungie brought Amazon Alexa voice commands to Destiny 2 via Amazon Echo, showing potential 

for gaming integration with smart home devices (December)

• Microsoft ceased production of the Kinect and Kinect adaptor for Xbox One (January)
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• Sony announced 5.9 million PS4 consoles were sold over the holidays, a 5% y/y decline that brings 

the global install base up to 73.6 million while the subscriber base for PS Plus grew to 31.5 million 

(January)

• Nintendo President Kimishima said that the company hopes to sell over 20 million Switch units 

during its 2018 fiscal year, which would bring the Switch's forecasted install base up to 37 million 

units by end of March 2019 (January)

• Nintendo revealed its H1 2018 Switch software release slate would include Mario Tennis Aces, 

Kirby Star Allies, and Dark Souls Definitive Edition, as well as ports for Hyrule Warriors: Definite 

Edition and Donkey Kong Country: Tropical Freeze (January) 

▪ Nintendo also announced Nintendo Labo, a set of cardboard peripherals geared towards kids to construct 

and connect with Joy-Cons, due out April 20th and ranging from $70-80

▪ The company also confirmed new DLC for Mario + Rabbids Kingdom Battle, Pokken Tournament DX, and 

Super Mario Odyssey

• Sony promoted Jim Ryan to Deputy President of Sony Interactive Entertainment, taking a greater 

global purview of the PlayStation business (January)

• Microsoft promoted Matt Booty, former lead for Minecraft, to VP of Microsoft Studios as Xbox looks 

to take greater oversight and expand its role in first-party development (January) 
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D A T E H O S T T A R G E T N O T E S

October 2017
Microsoft acquired AltspaceVR, a social VR platform that was seemingly on 

the brink of closure due to lack of investment

October 2017
Kongregate acquired mobile studio Synapse Games, known for its popular 

titles War Metal: Tyrant and Animation Throwdown

October 2017
Leyou Technologies, a Chinese poultry firm that entered the games industry 

with the purchase of Splash Damage, acquired a 20% stake in developer 

Certain Affinity for $10 million

October 2017
Backend services provider Keywords Studios acquired d3t, a software 

development outsourcing service

October 2017
The New York Yankees invested in Vision Esports, a company that's directly 

invested in several other esports companies

October 2017
Acer acquired majority control of StarVR, a location-based VR platform that 

was previously a joint venture between Acer and Starbreeze Studios

October 2017

Augmented reality startup Magic Leap raised $502 million in Series D funding 

round from Alibaba, Google, Fidelity, JP Morgan, T. Rowe Price, Singapore's 

government investment company Temasek, Singapore Economic 

Development Board's investment arm EDBI, Brazilian media conglomerate 

Grupo Globo, and US investment company Janus Henderson
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D A T E H O S T T A R G E T N O T E S

October 2017
Esports team Cloud9 raised $25 million in funding round with the WWE, 

Beverly Hills Sports Council, and Founders Fund, among others, participating 

October 2017
Keywords Studios acquired VMC, a large QA and localization firm in North 

America, for $66.4 million

November 2017
Swedbank Robur's Microcap Fund invested $9.7 million in mobile studio 

MAG Interactive so that MAG could secure its acquisition of FEO Media, 

another mobile studio best known for its QuizDuel and PixDuel titles 

November 2017
Niantic acquired Evertoon, a social video-making app company, with aims to 

boost the company's social systems for its suite of mobile games

November 2017
Zynga acquired Peak Games' mobile card and board game business for $100 

million, aiming to bolster Zynga's portfolio of casual card games

November 2017
Tencent acquired a 12% stake in Snap, with Tencent planning to collaborate 

with Snapchat on mobile games publishing and newsfeed advertisements

November 2017

EA acquired Respawn Entertainment, the developer behind the Titanfall 

shooter franchise, for $315 million with a possible bonus up to $140 million. 

The studio will work on another Titanfall game, a new Star Wars game, and 

VR title for Oculus Rift based on a new IP.
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D A T E H O S T T A R G E T N O T E S

November 2017
Korean publisher Nexon acquired mobile studio Pixelberry, the developer 

behind narrative titles High School Story and Choices: Stories You Play

November 2017
iCandy Interactive acquired Animoca Brands’ portfolio of casual mobile 

games for $3.8 million, as Animoca restructures toward core mobile and VR

November 2017
THQ Nordic acquired Swedish developer Experiment 101, the studio behind 

upcoming RPG Biomutant, for $8.9 million. Biomutant was positively received 

when it debuted at Gamescom 2017.

November 2017
Apple acquired Vrvana, a VR startup that has made a headset prototype that 

smoothly transitions between VR and AR, for $30 million

November 2017
Unity acquired retailer GAME's Multiplay Digital multiplayer backend service 

for £19 million

November 2017
Kevin Chou's esports organization KSV acquired League of Legends 

championship team Samsung Galaxy, with KSV now operating esports teams 

across League of Legends, Overwatch, Heroes of the Storm, and PUBG

November 2017
Niantic raised $200 million in a funding round led by Spark Capital, with 

Founder Fund, Meritech, Javelin Venture Partners, You & Mr. Jones, and 

NetEase participating
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D A T E H O S T T A R G E T N O T E S

December 2017
Disney acquired 21st Century Fox in a deal worth over $52 billion, with 

Disney gaining control of Fox’s growing games division, FoxNext Games

December 2017
Stillfront Group acquired Goodgame Studios, developer behind casual PC 

and mobile titles Goodgame Empire and Big Farm, for €270 million

December 2017
Skillz, a mobile esports platform, raised $25 million in funding round led by 

telecom companies Telstra and Liberty Global, with Sacramento Kings co-

owner Andy Miller, Bridge Bank, Accomplice, and Wildcat Capital participating

December 2017
Apple invested $390 million in Finisar, a depth-sensing chip company thought 

to be one of Apple's suppliers for the iPhone X's FaceID camera system

December 2017
Keywords Studios acquired Latin American localization studio Localizadora

Latam SC (“LOLA”) as the company continues its acquisition spree to become 

a one-stop shop for games industry backend services

December 2017
Norwegian developer Funcom, the developer behind Steam Early Access title 

Conan Exiles, raised $10.6 million in funding from Swedbank Robur Fonder

December 2017
VR arcade developer Glo Inc raised $3 million from Alibaba Hong Kong 

Entrepreneurs Fund, CRCM Ventures, Presence Capital Fund, and Mindworks

Ventures, with its GloStation platform being used in a number IMAX centers
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TOTAL $92.8B $42.6B $24.6B

Rest of World $16.9B $5.9B $3.7B

Asia $52.3B $18.8B $2.0B

Europe $10.3B $9.6B $9.4B

United States $13.3B $8.2B $9.5B

2022E Revenue by Territory & Category
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TOTAL $59.7B $36.9B $13.1B

Rest of World $6.9B $4.5B $1.6B

Asia $35.4B $16.5B $0.5B

Europe $6.0B $8.0B $4.8B

United States $11.3B $7.9B $6.2B

2017 Revenue by Territory & Category
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TOTAL $126.2B $15.5B $6.9B $11.5B

Rest of World $20.3B $3.4B $1.0B $2.0B

Asia $63.6B $1.5B $1.9B $6.0B

Europe $20.2B $5.8B $1.9B $1.5B

United States $22.1B $4.8B $2.1B $2.0B

2022E Revenue by Territory & Monetization Scheme
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TOTAL $85.7B $10.8B $5.3B $7.7B

Rest of World $9.0B $2.3B $0.5B $0.9B

Asia $46.1B $1.0B $1.1B $4.1B

Europe $12.4B $3.9B $1.7B $0.9B

United States $18.2B $3.6B $1.9B $1.8B

2017 Revenue by Territory & Monetization Scheme
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TOTAL $31.0B $29.3B $73.1B $26.6B

Digital Console $9.5B $9.4B $2.0B $3.7B

Digital PC $8.2B $9.6B $18.8B $5.9B

Mobile $13.3B $10.3B $52.3B $16.9B

2022E Revenue by Category & Territory
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TOTAL $25.5B $18.9B $52.4B $12.9B

Digital Console $6.2B $4.8B $0.5B $1.6B

Digital PC $7.9B $8.0B $16.5B $4.5B

Mobile $11.3B $6.0B $35.4B $6.9B

2017 Revenue by Category & Territory
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78

Virtual Goods
Paid 

Downloads
Advertising Subscription

iOS $5,716 M $103 M $739 M $66 M

Android $3,978 M $46 M $564 M $37 M

Other OS $74 M <$1M $9 M $1 M

Feature phones - - -

Digital PC $5,022 M $2,198 M $317 M $397 M $7,934 M

Microsoft Xbox Live $1,519 M $692 M $69 M $649 M

Sony PlayStation Network $1,777 M $428 M $91 M $732 M

Nintendo eShop $152 M $131 M <$1M

Total $18,237 M $3,597 M $1,790 M $1,880 M $25,505 M
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Digital Console $6,237 M

Mobile $11,334 M
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Virtual Goods
Paid 

Downloads
Advertising Subscription

iOS $2,341 M $24 M $287 M $27 M

Android $2,761 M $20 M $329 M $27 M

Other OS $186 M $1 M $23 M $1 M

Feature phones - - -

Digital PC $4,365 M $3,068 M $136 M $441 M $8,010 M

Microsoft Xbox Live $388 M $142 M $32 M $273 M

Sony PlayStation Network $2,243 M $570 M $116 M $946 M

Nintendo eShop $69 M $64 M <$1M

Total $12,353 M $3,890 M $923 M $1,714 M $18,880 M
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Digital Console $4,843 M

Mobile $6,028 M
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Virtual Goods
Paid 

Downloads
Advertising Subscription

iOS $16,924 M $174 M $2,072 M $194 M

Android $13,949 M $103 M $1,664 M $135 M

Other OS $141 M $1 M $18 M $1 M

Feature phones $54 M $9 M $5 M

Digital PC $14,853 M $578 M $330 M $743 M $16,503 M

Microsoft Xbox Live $5 M $1 M $3 M $2 M

Sony PlayStation Network $138 M $42 M $7 M $62 M

Nintendo eShop $67 M $125 M <$1M

Total $46,131 M $1,032 M $4,099 M $1,136 M $52,398 M
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Digital Console $452 M

Mobile $35,443 M


