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Foreword

Gaming is an all-around entertainment platform, attracting a wide and 
diverse range of consumers.

Newzoo’s latest Consumer Insights Games & Esports research, covering 36 markets 
worldwide, shows that over 90% of Gen. Z or Alpha consumers engage with gaming 
and over half of Baby Boomers do the same. 

Terms like ‘casual players’ or ‘core gamers’ no longer sufficiently describe this large 
and diverse group. They often focus too much on the genres people play or how 
much time or money they spend. This way of viewing the market ignores reasons to 
play, the role of games in people’s lives, and the range of ways to get involved. 

Being a ‘gamer’ now means engaging in a wider (and increasingly more mainstream) 
culture of gaming, including following streamers, socializing in communities, making 
specific hardware choices, and so on. The term ‘gamer’ is becoming ever more 
synonymous with the term ‘consumer’, and as we head toward the Metaverse, and a 
decentralized Web 3, it is fair to say that gaming – and gamers – are leading the way. 

All this means that understanding gamers is now essential for traditional media and 
brands who want to keep up. To help, we are delighted to present our Gamer 
Segmentation and Personas for 2022: a rich and nuanced way of understanding 
consumers through the prism of the wider culture of gaming. 

Alexis Pamboris, Research Director
Newzoo
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Newzoo’s Gamer Personas  
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The Ultimate Gamer
“Gaming is in my DNA! 
There are few things I love 
more. I spend my free 
time and money on 
games.”

The All-Round Enthusiast
“I am interested in all forms 
of gaming, from playing to 
watching and everything in 
between.”

The Community Gamer
“If it's game-related, I'm 
there! News, videos, 
podcasts, forums, games –
I love it all. And I'll never 
shy away from a 
community discussion!”

The Solo Gamer*
“I love getting into a 
game, and I’ll buy the kit I 
need to get me immersed 
– but playing with others 
or watching others play 
interests me less”

The Mainstream Gamer**
“With so many great games 
and ways to get content 
nowadays, I don’t need to 
spend big to keep games 
fresh - especially if they’re 
free!”

The Time Filler
“I only game when I have 
time to spare or at social 
events. Mobile games are 
my go-to.”

The Popcorn Gamer
“Playing video games may 
not be my favorite hobby, 
but I definitely enjoy 
watching others play.”

The Lapsed Gamer
“Back in the day I used to 
game a lot, but my time 
became more limited 
when I started working 
and I gave priority to 
other interests over 
gaming.”

*Formerly The Hardware Enthusiast
**Formerly The Bargain Buyer

The Backseat Viewer
“I used to game a lot. 
Whenever I watch a big 
esports event and watch 
others playing games, that 
passion is reignited.”
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Why Should I Use Newzoo’s Personas?
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Get a complete picture of modern gamers, from industry experts
Gaming is no longer just about playing: most gamers (77%) engage beyond playing via viewing, owning, or socializing* 

Understand how gamers combine ways of engaging to form identities 
Gamers have different attitudes and engage differently with gaming, resulting in distinct personas in the space

5 Build better messaging by understanding gamers as personalities, not data points
Learn how to say what to whom: understand how to relate to individual personas, and what tone to take with them 

Determine which personas best match your brands, products, or services 
Find out who is interested, who else might be (but requires a different approach), and who might not be worth the effort 

Learn where and how to reach them, and how to talk to them
By knowing what else they consume, their social networks, where they can be found online, etc.

*Source: Newzoo: Consumer Insights Games & Esports 2022
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How Can I Use Newzoo’s Personas?
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• Build the Newzoo Personas into 
your next custom research with us

• Learn how the different segments 
feel about your specific brand, 
product, messaging, or services

• Learn how to act on that, either 
with your own custom questions or 
based on what you already know 
about each persona 

Enhance your custom 
research from Newzoo

• Build key questions into your own 
surveys 

• Let us enrich your results by 
assigning each respondent to a 
Newzoo Persona

• In some cases, we may even be 
able to add this to secondary data 

Enrich your own data 
with Newzoo’s Personas 

• Use Newzoo Personas as a starting 
point for exploring our syndicated 
CI datasets

• Find out what players play, and –
using our new way to understand 
player motivations* – why they play

• Learn what else they like to do –
their hobbies, interests, social 
channels, brands, and much more 

Focus your exploration of 
our Consumer Insights data

*Included in Consumer Insights Games & Esports 2022 and any Custom Research that requires it
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Who Are Newzoo’s Personas For?
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Game developers and publishers
Whether at the design stage or post launch, understanding your 

addressable market using Newzoo’s Personas will help you learn who will 

play, why they’ll play, and what else they’ll be doing when they play

Anyone who cares about gamers
Newzoo’s Personas have a use case for just about anyone else that wants 

to learn more about the lifestyles and behaviors of gamers (for example, 

academics, non-profit groups, other research groups, and so on!) 

Brands
If you are eager to understand gamers as part of your brand strategy, 

Newzoo’s Personas give you a full picture of this diverse audience, and are 

an excellent aid for designing campaigns and measuring their impact

Investors
Just as brands might use Newzoo’s Personas for predicting and 

measuring success, investors can do the same, but with a focus on 

potential return (and risk) per segment 
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The Key Ingredients 
Building the Segmentation
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The Key Ingredients: A Mix of Behaviors and Attitudes 
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Social Motivations Emotional ‘Gamer Affinity’ Reasons to view Reasons to own

Owning equipment is a key part of the 
gaming experience; we distinguish 

gamers by how much they spend on 
PC’s, consoles, peripherals and other 

kit. 

Owning

Gamers are increasingly becoming 
seen as social now. Our segmentation 
looks at participation in communities, 
how players discuss and keep up to 
date with gaming, and how social 

features impact their play

Social

People play games in very different 
ways, so we distinguish gamers 

based on several questions about 
how playing games impacts their 

daily lives.

Playing Viewing

Viewing gaming content in different 
ways contributes to different gaming 

identities: we distinguish viewers 
based on how they watch, how often, 

and so on.

BEHAVIORS ALONE DON’T TELL THE STORY: WE ALSO USE ATTITUDES AND MOTIVATIONS TO CREATE OUR PERSONAS:

Do they see themselves as 
gamers? How much do they care 

about the world of ‘gaming’?

What are they looking for when 
they are viewing game content?

What needs are they trying to 
meet when they buy gaming kit? 

What does the community of 
gaming mean to them? How do 

they contribute?
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The Ultimate Gamer The All-Round Enthusiast The Community Gamer

The Solo Gamer The Mainstream Gamer The Time Filler

The Backseat Viewer The Lapsed Gamer

% of Game Enthusiasts
(current players of video games) 

Methodology and Top-Level Distributions 
Statistical information on Newzoo’s Personas in this deck is based our 2022 Consumer Insights Games & Esports Research
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Survey methodology: Computer Assisted Web Interviewing (CAWI) 

Fieldwork: February 2022 – April 2022

Target group: Representative sample of the online population aged 10-
65/10-50 (regional coverage and age scope differs by market). 

Sample size: 75,930 respondents across 36 countries/markets. Per 
country/market, approx. 2,000 respondents, 3,000 for the United States 
and China, and 1,500 for Egypt, Saudi Arabia, and United Arabic Emirates.

Geographic scope

Methodology

NAM: United States, Canada
EMEA: United Kingdom, Germany, France, 
Spain, Italy, Russia, Poland, Netherlands, 
Belgium, Sweden, Finland, Turkey, Egypt, Saudi 
Arabia, United Arab Emirates, South Africa
LATAM: Mexico, Brazil, Argentina, Chile, 
Colombia
APAC: Australia, New Zealand, China, Japan, 
South Korea, Thailand, Taiwan, Indonesia, 
Vietnam, Malaysia, Philippines, Singapore, India.

For more details: Consumer Insights Games & Esports 2022 methodology

4% 5% 6%

5% 23% 25%

3% 11%

% of total (urban) online population

29%

The Popcorn Gamer

https://resources.newzoo.com/hubfs/Factsheets/Newzoo_CI_Methodology%20-%20incl%20Major%20City%20Approach.pdf
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Grouping Newzoo’s Personas
Game Fans, Regular Players, Game Viewers, Time Fillers, and Lapsed Gamers

10

The Ultimate Gamer The All-Round Enthusiast The Community Gamer

The Solo Gamer The Mainstream Gamer The Time Filler

The Lapsed Gamer

Game Fans

Regular Players

Game Viewers

Time Fillers

Lapsed Gamers

Game Enthusiasts Not game enthusiasts 

• For those interested in more sizeable groups 

or fewer segments, we suggest various ways 

to combine our Personas, usually based on 

how similar their key traits are

• The most common combinations are shown 

here, forming groups that we call Game Fans, 

Regular Players, Game Viewers, Time Fillers, 

and Lapsed Gamers

• Depending on the use case, personas can be 

combined in many other ways

Persona Groupings

The Backseat ViewerThe Popcorn Gamer
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Each Persona, One by One
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Find out which types of Game Enthusiasts are most or least likely to engage with your brand, game, or product
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Looking for More Insights?

newzoo.com/personas

License Newzoo’s Gamer Segmentation™

Find out which types of game enthusiasts make up 
the largest share of your community or customers, 
and enrich these insights with your own internal 
behavioral data and research.

Integrate Newzoo’s Gamer Segmentation™ into 
your research and profile your current user base, 
optimize your product development, and tailor your 
marketing strategy.

The Ultimate Gamer The All-Round Enthusiast The Community Gamer

The Solo Gamer The Mainstream Gamer The Time Filler

The Backseat Viewer The Lapsed GamerThe Popcorn Gamer

https://newzoo.com/consumer-insights/newzoo-gamer-segmentation
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What are the key metrics and trends,
and how will they change in the future? 

Global, regional, market key metrics
Market sizing, trends, forecasts

What types of players are 
playing these games?

Over 75,000* consumers surveyed worldwide
Motivations, drivers, playing behavior

Newzoo Expert
Games & Market Engagement Data 

How does my game benchmark and what
titles are my player base playing?

Covering Thousands of Games 
PC, Console, Mobile, Viewership, Reddit

Consumer Insights
Player Demographics & Psychographic Data

Reports
Trends, Market Sizing, Forecast Data

Newzoo: The Specialists in Games Data & Insights

newzoo.com

*Based on Consumer Insights - Games & Esports 2022

https://newzoo.com/
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