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Synopsis  Hours Played per Week 

This report focuses on 

several key growth 
areas in the online 
gaming space, 
including online 
console games, casual 
games, subscription 
and microtransaction-

based massively 
multiplayer online 
games (MMOGs), and 

Gaming 2.0, a new 
online gaming 
category which 
includes cloud-based 

gaming, user 
generated content, 
gamer social networks, 
social gaming, and 
offline games requiring 
online connectivity to 

play. 

 
Publish Date: 4Q 10 “Because of increasing average Internet speeds and advances in technology, 

a large number of game genres are now playable online,” said Pietro 
Macchiarella, Research Analyst, Parks Associates. “With these new online 

gaming options, people are spending a larger share of their online time 
playing games. Playing video games currently amounts to ten percent of the 
time spent online by American consumers.” 
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