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Methodology

• Electronic metering of console usage in Nielsen’s national 
sample of TV households (>30,000 persons)

– Nielsen’s People Meter detects Video Game console as a unique 
viewing source, monitoring when it is in use and who is using it

• All console models are monitored (from original Nintendo 
NES to PLAYSTATION 3)

• All console usage is included 
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Console Universe Growth Continues
15.5% Growth in Console Households Since Q4 2004
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Four out of Five Teens Have a Video Game 
Console In Their Home

Console Penetration Among Youth - July 2007
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About 12% of Teens Have a Console 
Connected to the Internet
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Audience Compositions Differ by Console
Nintendo’s Wii Over-indexes on kids 6-11

Wii Aud. Composition - June 2007

55+
4%

25-54
27%

18-24
14%12-17

23%

6-11
28%

2-5
4%

Xbox 360 Aud. Composition - June 2007

55+
2%

25-54
31%

18-24
21%

12-17
28%

6-11
13%

2-5
5%



Page 6

Confidential & Proprietary          Copyright © 2007 The Nielsen Company

82.3 Million Console Users Last Quarter
More than 9 million teenage boys, 5 million teenage girls

Unduplicated Console Reach - Q2 2007 (6 min.)
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Youth TV Viewing Remains Fairly Steady
Viewing Among Some Demos Even On the Rise
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Youth Gaming Saw Slight Decline in 2005-2006 
Next-Gen Consoles May Increase Activity
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About Half of Console Users are 17 or Younger
Teenage boys make up the largest slice of users
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The Heaviest Console Audience Is Very Similar to 
the Average Audience in Terms of Age/Gender
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The Heaviest Console Users Account for Three-
Quarters of All Console Use
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The Heaviest Youth Gamers Use Consoles More 
Than 3 Times a Week for Nearly 3 Hrs Each Day 

Avg. Usage Days and Minutes by Youth (2-17) Quintiles of Use - Q2 2007
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Console Time of Day Mirrors TV, in Large Part
Average M 18-34 Audience by Hour

Video Game Console and PUT Viewing Sources, February 2007
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Active Young Gamers Actually Watch More TV 
Than Their Non-Gaming Peers

Q2 2007 Live PUT AA%
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FOX’s Family Guy Was the Most Popular Prime 
Time Program Among Top Gamers in Q2 2007
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New Services from Nielsen Games

• GamePlay Metrics™
– Title-level PC and Console Video Game Usage Data

• GameViews™
– Insights on the demographics and TV viewing behavior of video 

gamers by quintile segmentations and console make/model 
ownership
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Key Takeaways

• Penetration of video game consoles continues to increase
• Kids aren’t necessarily gaming more, but they are gaming 

differently
• About half of the console audience is under the age of 17
• The top kid gamers game about every other day, for 

nearly 3 hours on those days they game
• Gaming hasn’t taken away from TV viewing as much as 

some would lead you to believe
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Thank You

Nic Covey
Marketing Analytics & Development Mgr
Nielsen Games + Nielsen Wireless
(312) 385-6718
nicholas.covey@nielsen.com
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Copyright and Limitations

This document has been provided to ARF members for their internal reference uses 
only.   For permissible uses of these materials, contact Nielsen Games.

© 2007 The Nielsen Company. Ratings and other data contained herein are the copyrighted property of The Nielsen 
Company.  Unauthorized use of this copyrighted material is expressly prohibited. Violators may be subject to criminal and 
civil penalties under Federal Law (17 USC 101 et seq.).  All Rights Reserved. 

Limitations
This document and all of its contents are provided as-is.  The Nielsen Company shall not be responsible or liable in 
contract, tort or otherwise and Recipient expressly waives any claims against The Nielsen Company for any loss, injury or 
damage of any kind, present or prospective, including without limitation any direct, special, incidental or consequential 
damages (including without limitation lost profits and loss of or damage to goodwill) whether suffered by recipient or any 
third party or from any action or inaction whether or not negligent of The Nielsen Company or any officer, agent or 
employee of The Nielsen Company in compiling or publishing this analysis or in delivering or communicating the same to 
Recipient or others, or from the use or publication of the same by Recipient or others. If any material errors or 
inaccuracies should occur in this report, it will be The Nielsen Company’s policy, if feasible, to furnish appropriate 
correction notices which Recipient shall accept as its sole and exclusive remedy at law or in equity.


