


The gaming market has shown signs of reaching a mature stage, with overall metrics like revenue, player engagement, search 
volume, and streaming stabilizing post-pandemic. While platforms like PlayStation, Xbox, Steam and iOS continue incremental growth, others like Google Play and 
Nintendo have faced minor declines. While paid games continue to dominate overall market value, the increasing prevalence of free-to-play models and 
subscription services is driving down the average entry price for players, creating both opportunities and challenges for developers. This shift has heightened 
competition for player engagement and spending, underscoring the need for innovative monetization strategies in a market with limited room for explosive growth.

The gaming ecosystem is increasingly concentrated, with a small number of top games capturing the 
majority of attention and revenue. While the overall market is largely flat, the number of new games continues to increase. This forces developers to compete for 
the same limited pool of consumer spending, creating a scenario where more games are chasing the same amount of money—a losing situation for most titles and 
a challenge for the industry. With the market saturated and players increasingly focused on familiar experiences, proper marketing—leveraging paid, earned, and 
owned media—will be more critical than ever to ensure new games capture attention and carve out a profitable share of engagement.

Older titles continue to dominate player interest, with some games nearly two decades old still commanding significant 
mindSHARE. This entrenched dominance highlights the challenges new releases face in breaking through a saturated market. The trend of legacy live service 
games and user-generated content (UGC) platforms maintaining a strong player base will likely continue. Players are increasingly drawn to the familiar
but ever-evolving nature of these platforms, making them cornerstones of the gaming ecosystem.

Live service games still account for the majority of market engagement but have seen a slight pullback since peaking in 2021. With an 
oversaturated pool of established live service games, new entrants will continue to find it increasingly difficult to carve out significant market share. Gamers must 
often abandon a current live service game—and the time, money, and friendships invested in it—to take on a new one, making such tradeoffs rare and difficult.

In the near term, new hardware innovations, like the highly anticipated Nintendo Switch successor and emerging handheld PCs, 
are likely to be the primary drivers of market growth. While software sales and in-app purchases face challenges in expanding the market, these hardware 
advancements promise to reignite consumer interest with enhanced portability and performance, potentially offsetting stagnation in other areas.





The video game industry in 2024 tells a story of mixed trajectories among platform holders. Sony and Microsoft are surging ahead, driven by ongoing hardware sales, 
subscription models, and strategic acquisitions, while mobile gaming via iOS remains a dominant and steady force. Platform and content providers like Steam, Epic, 
and Roblox exhibit long-term momentum, buoyed by growing engagement and community-driven content. In contrast, Google Play has lost some momentum and 
Nintendo has seen a modest decline as its hardware cycle matures. Despite individual fluctuations, the industry as a whole remains resilient and steady.

Sources: Sony – Sony Quarterly Financial Statements, Game & Network Services at https://www.sony.com/en/SonyInfo/IR/library/presen/er/archive; iOS/Google Play – App Store and Google Play Mobile In-App Purchases (IAP) among top 1,000 grossing games per week at https://appmagic.rocks/top-charts/apps; Microsoft – Microsoft Quarterly Financial Statements, Gaming at https://www.microsoft.com/en-
us/investor/earnings; Nintendo – Nintendo Quarterly Financial Statements, Net Sales at https://www.nintendo.co.jp/ir/en/library/earnings; Steam – Yearly Revenue Estimates at https://www.demandsage.com/steam-statistics with quarterly and seasonal calculations; Epic – Epic Games Yearly  Revenue Estimates at https://sacra.com/c/epic-games with quarterly and seasonal calculations;
Roblox – Roblox Quarterly Financial Statements at https://ir.roblox.com/financials/quarterly-results

Estimated



The global gaming market appears to be reaching a saturation point, with most indicators stabilizing and showing only modest year-over-year changes, far from the 
explosive growth seen during the pandemic. While market revenue and Steam users continue to grow incrementally, declines or stagnation in metrics like mobile 
downloads, in-app purchases, search volume and Twitch viewership suggest the industry is hitting a ceiling in its expansion.

Sources: Global Gaming Market Revenue including physical and digital Console, PC, and Mobile software sales, in-app purchases and subscriptions, not including advertising or hardware revenue, at Newzoo at https://newzoo.com/resources/blog/newzoo-games-market-numbers-revenues-and-audience-2020-2023, https://newzoo.com/resources/blog/the-latest-games-market-size-estimates-and-forecasts, 
https://newzoo.com/resources/blog/games-market-estimates-and-forecasts-2023, https://newzoo.com/resources/blog/global-games-market-revenue-estimates-and-forecasts-in-2024; Steam Users, at https://steamdb.info/app/753/charts/#6y; Mobile Downloads among top 1,000 downloaded games per week at https://appmagic.rocks/top-charts/apps; Mobile In-App Purchases (IAP) among top 1,000 grossing 
games per week at https://appmagic.rocks/top-charts/apps; Google Search Volume among all tracked games per week via mindGAME Data’s custom global search tracking; Twitch Total Hours Watched by week, mindGAME Data’s Twitch tracker via Twitch API; pre-2024 historical data via Sully Gnome at https://sullygnome.com/



Though the overall gaming market remains strong, it’s harder for any individual title to stand out. Launching a new game today means entering the most crowded market 
in history. To make things even tougher, the market remains dominated by older, established games. Breaking through as a new release has never been more challenging.

In 2014, a new release game 
competed with around 8,000+
active and new release games

In 2019, a new release game 
competed with around 25,000+
active and new release games

In 2024, a new release game 
competed with around 100,000+

active and new release games

Sources: Total new yearly game releases and active historical games, with size and status determined by search volume, viewership, Steam players, Twitch streams, and social media engagement, via mindGAME Data



Despite the release of tens of thousands of games annually, the gaming ecosystem across all channels – players, viewers, purchasers, really… wherever you look – 
operates under a power law distribution. The vast majority of attention and revenue is concentrated in the top 100 games, with definitive dominance by the top 500 
games, leaving the remaining thousands of games vying for a small fraction of the market.

Sources: Twitch Minutes Distribution, cumulative share of total stream minutes by game across all games streamed on Twitch during December 2024, mindGAME Data’s Twitch tracker via Twitch API; Steam Player Distribution, cumulative share of total concurrent players by game across all games played during December 2024, mindGAME Data’s Steam tracker via Steam Powered API; Google Search Volume, 
cumulative share of total search volume by game across all tracked games during December 2024, via mindGAME Data’s custom global search tracking; Mobile In-App Purchases (IAP), cumulative share of total IAP by game across all games during December 2024  at https://appmagic.rocks/top-charts/apps



Legacy games continue to shape the gaming market, with historical titles, some nearly two decades old, commanding an overwhelming 84% of total mindSHARE at 
the end of 2024. Reflecting a deeply entrenched preference for established franchises and enduring classics, any new releases are only competing for a modest
15–20% of the overall market.

2006 - 8% Current mindSHARE
Top Games: Roblox  |  The Elder Scrolls IV: Oblivion

2011 - 9% Current mindSHARE 
Minecraft  |  The Elder Scrolls V: Skyrim  |  Terraria

2013 - 7% Current mindSHARE 
Grand Theft Auto V  |  Path of Exile  |  Dota 2

2017 - 10% Current mindSHARE
Fortnite  |  Free Fire  |  PUBG

2018 - 5% Current mindSHARE 
Brawl Stars  |  Among Us  |  Red Dead Redemption 2

2020 - 6% Current mindSHARE 
Valorant  |  Genshin Impact  |  Call of Duty: Warzone

2023 - 6% Current mindSHARE 
Baldur’s Gate 3  |  Honkai: Star Rail  |  Diablo IV

2024 - 16% Current mindSHARE 
COD: BO6  |  Marvel Rivals  |  Path of Exile 2

Sources: Weekly trended mindSHARE of all games released within indicated year with label indicating most recent mindSHARE at 12/29/2024, 1/1/2024-12/29/2024, via mindGAME Data







Sources: Average mindSHARE, average Google Search rank, average YouTube viewership rank, average Twitch minutes watched rank, estimated Social Media placement across TikTok and Reddit, among console, PC, and cross-platform games (no mobile exclusives), 1/1/2024-12/29/2024, via mindGAME Data

Avg mindSHARE 8.8%
Avg Search Rank #1

Avg Video Rank #1
Avg Streaming Rank #9

Social Media Rank Top 5

mindSHARE 6.8%
Search #2

Video #2
Streaming #42

Social Top 3

mindSHARE 3.8%
Search #4

Video Rank #5
Streaming #5

Social Top 3

mindSHARE 3.6%
Search #10

Video #4
Streaming #1
Social Top 10

mindSHARE 2.1%
Search #9
Video #13

Streaming #2
Social Top 20

mindSHARE 1.9%
Search #22
Video #6
Streaming #24
Social Top 10

mindSHARE 1.8%
Search #11
Video #12
Streaming #4
Social Top 20

mindSHARE 1.6%
Search #13
Video #15
Streaming #23
Social Top 40

mindSHARE 1.6%
Search #7
Video #11
Streaming #33
Social Top 10

mindSHARE 1.2%
Search #4
Video #318
Streaming >1,500
Social >1,000



Max mindSHARE 6.0%
Search Volume 53M
Video Rank #6
Streaming Rank #3

Max 1.6%
Search 14M
Video #13
Streaming #11

Max 1.7%
Search 16M
Video #15
Streaming #16

Max 2.3%
Search 20M

Video #9
Streaming #13

Max 6.8%
Search 45M

Video #4
Streaming #1

Max 1.3%
Search 11M

Video #16
Streaming #13

Max 3.5%
Search 22M
Video #6
Streaming #2

Max 2.1%
Search 11M

Video #7
Streaming #12

Max 3.9%
Search 25M

Video #6
Streaming #2

Sources: Weekly mindSHARE among console, PC, and mobile games, 1/1/2024-12/29/2024, via mindGAME Data 

Max 1.0%
Search 7M
Video #16
Streaming #15

Max 1.8%
Search 9M

Video #9
Streaming #5

Max 1.6%
Search 9M
Video #12
Streaming #9

Max 2.0%
Search 14M
Video #10
Streaming #6

Max 1.0%
Search 6M
Video #20

Streaming #6

Max 1.0%
Search 4M
Video #11

Streaming #14

Max 1.0%
Search 7M
Video #19

Streaming #14

Max 1.2%
Search 6M
Video #16
Streaming #5

Max 1.4%
Search 9M
Video #16
Streaming #6

Max 3.0%
Search 26M
Video #10
Streaming #2

The highest mindSHARE launches of 2024

Subscribe to 
mindGAME
to find out



Comparing the share and prevalence of Live Service and Static games

Live Service games generally capture around
60% of the gaming market

The absolute biggest games in the industry are 
Live Service, with the top 5 capturing 25% of 
the entire gaming market

Static releases, often single-player, see short 
bursts of interest with thousands of releases 
only ever reaching the smallest rings of 
engagement

By count, Live Service games make up around 
10% of all active games whereas Static games 
make up around 90% of all active games

Sources: Weekly mindSHARE among console, PC, and cross-platform games (no mobile exclusives), 12/29/2024, via mindGAME Data 

Games continuously updated with content, items, events, modes etc. Traditional releases with no/infrequent post-launch updates


