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U.S. Consumers Online Activities (2006 vs. 2007)

Casual Gaming Market
Update provides in-
depth analysis of the
current dynamics and
future directions of the
rapidly growing casual
gaming industry,
including quantitative
forecasts, competitive
analysis, consumer
perspectives, and
profiles of leading
companies in the
casual gaming value
chain.

U.S. Consumers Play Online Games More Often Than
Watch Online Videos or Visit Social Networking Sites

"How often do you do the following activities?"
(Among Internet users 18+, n=1,000 in 2007 & n=1,751 in 2006 )

O At least weekly in Q2 2006
@ At least weekly in Q2 2007
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Use social
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“Despite the growing popularity of Youtube, MySpace, and Facebook, online
gaming remains the king of online entertainment, driven largely by online
casual gaming activities,” said James Kuai, a research analyst at Parks
Associates. The year-over-year growth rate of frequent online gamers was
79%, significantly higher than that for social networks (46%) but lower than
the growth of frequent users of video streaming sites (123%).

The Bottom Line js a
concise, executive-
level summary of the
current state of the
market, evolutionary
path, and the
implications for
companies doing
business in this space.

A Parks Associates’
Resource Book
contains a wealth of
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4.0 Consumer Interest in Alternative Business Models
4.1 Massively Multiplayer Online Games and Casual Gaming
4.2 General Perception of Game Advertising

5.0 Profiles of Casual Game Developers and Publishers
5.1 Big Fish Games
5.2 MiniClip
5.3 Mumbo Jumbo
5.4 NeoEdge Networks, Inc.
5 PlayFirst
6 PopCap Games
7 Sandlot Games
8 Sierra Online (Division of Vivendi Games)
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6.0 Profiles of Aggregators and Distributors
6.1 Boonty S.A.
6.2 Oberon Media
6.3 Trymedia (Macrovision)

5.
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7.0 Profiles of Online Portals and Retailers
7.1 AOL Games
7.2 EA / Pogo.com
7.3 Microsoft Network Games (MSN Games)
7.4 RealArcade
7.5 Shockwave Games
7.6 Yahoo! Games

8.0 Profiles of Technology Providers
8.1 Adobe Systems, Inc.
Sun Microsystems / Java
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