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A

CONNECTED
BY

“P

laying video games over lockdown was what helped
me get through it. Every day at 3pm we would call our
friends and we would all play together and talk on the phone
it was the highlight of our day and we did this every day to
pass the time and help with loneliness.”
Female. Age 24 years. Household of 2. Auckland Region.

A

Introduction

T

he role of all media, including video
games, in the context of the global
COVID-19 pandemic is profound.

the same game we played. Working from
home would be a greater challenge too.

This isn’t the 1970s and video games
Mercifully, this moment in history provides aren’t played only on that great icon of
mass media: the television. Instead, video
half of the world’s human population with
connection through shared communications games, like most of our media, are carried
on the great icon of electronic personal
and media experiences, even if we are
physically segregated to limit the spread of media: the telephone. If not being played
disease. For New Zealand, almost everyone on a smartphone, games are purchased or
subscribed through the telecommunications
has access to almost all media, including
infrastructure that once served mainly
video games.
landline phones. And the great benefit of
Early critics of video games dismissed
all this is that, in a global pandemic, we
them as solo and lonely pursuits. Their
can play together and connect with one
unidimensional gaze failed to see the
another, even while physically distancing.
most basic characteristic of popular mehe theme of Digital New Zealand 2022
dia – the ability to share experiences and
(DNZ22) is Connected by Games. It’s
stories, even if we did so after the fact and an effort to find joy and respite despite the
not in real time. Imagine if the pandemic
Pandemic. It’s a simple story of defiance,
hit during the early days of video games
continuation, and resilience.
when they were played by a single player
The quantitative data in this report are based
or by up to two players in the same house- on over 800 households with generous New
hold. The connections formed would be
Zealand adults from all over the country
made over the landline telephone as we
who answered our questions.
shared notes with friends who had played

T

While the numbers have evolved and are
similar to those we’ve reported over the
previous 12 years and six earlier studies,
they take on a different meaning in the
pandemic.
Importantly, the numbers don’t uncover
the individual, lived experience of New
Zealanders at this time. Therefore, in the
spirit of our theme, we have chosen to
tone down the quantitative, just a little, and
dial up people’s stories, just a little.

W

hat we learned through this process
is that New Zealanders have been
connected by games, that they have
connected to games, with games, through
the pandemic, in their families, for personal
benefit, to connect to player culture, and
connect the growing value of our digital
economy.
Video games in a pandemic are an important
social connector and form of respite.
We hope, in particular, you enjoy reading
people’s stories of being Connected by
Games.
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A

CONNECTING
To

“P

laying Video Games for me during the covid period
was a way of relaxing and catching up with good
mates in NZ and across the world being able to have a
better understanding of what was going on for friends in
their country’s, just having a laugh taking the seriousness
out of my daily life even for a short period.”
Male. Age 35 years. Household of 4. Otago.

A

Game Households

V

ideo games connected players in 1.6 million
New Zealand households in 2021, accounting
for more than nine out of ten homes.
This proportion has been stable for a decade
following rapid growth in the late 2000s from
88% in 2010 to 92% of households today.

2021

92%

1  
    

The number of households grew modestly over
the same period according to StatsNZ.
There were approximately 1.74 million households
in 2010. By 2021, the number reached 1.78 million
households.
Therefore, video games were played in 1.5 million
New Zealand households in 2010.
The additional 100,000 “video game households”
in 2021 represent a 6% increase over the period
this research has taken place.

2010

88%


1  
   

NB: ALL HOUSEHOLDS
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A

Number of Game Devices

“I

t occupied my time so that I would not
be bored and kept my mind alert, so that
I would not feel down or get depressed. It
helped to keep me positive especially during
full lockdown as I live by myself.
Male. Age 72 years. Lives alone. Otago.

25%
30%
22%
12%

O

f the 1.6 million households in which video
games connect players, 1.2 million (or 75%)
have two or more game devices. Over the past few
years, we have observed greater concentration
around one game device, growing to 25% in the
past two reports. That trend has stabilised and the
typical home multiple devices for play.

5%
6%

1
2
3
4
5
6

NB: GAME HOUSEHOLDS

A

Types of Game Devices
66
60

50

T

he most common device for playing games in
2021 was mobile phones (66%), trading places
with PCs (60%), from the previous study, and then
dedicated consoles (50%).

43

42

Therefore, in 2021, mobile phones have emerged
as the leading platform for play, wlthough the
traditional PC and console have remained popular
in New Zealand Homes. Regardless of the type
of device used to play games, 42% used a game
subscription service.
8
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Video Games Rank 2nd in Households

NB: GAME HOUSEHOLDS

S

treaming services rose to become the dominant form of
entertainment in New Zealand homes during the pandemic
in 2020 and 2021.
Participants were asked how they ranked different media for
“getting through” lockdowns during the pandemic.

F

or the first time in this research series, video games ranked
among the top three media preferences at second place.

Streaming TV and movies ranked first with Free-to-Air TV
ranking third.

A

Importance of Broadband Features

“I

play games mainly for enjoyment. I look forward to play...
The cost for broadband is expensive for me so I have to
limit my movies because I have limited broadband gigabytes
per month. Playing the games doesn’t chew so much gigs
compared to movies.”
Female. Age 58. Lives alone. Waikato Region.

92%






91%


B

roadband has become the basis of connection during the
global pandemic

Given ongoing isolations, border closures, lockdowns, and
public health alerts in New Zealand due to the pandemic produced
higher rankings for streaming media and games to “get
through,” it’s not surprising that there were high expectations for
quality broadband over the past few years.
Fast connections and affordability top the list of important
broadband features that also included reliability and responsiveness.
There was little difference in these rankings with all above 80%
saying these were either “Very Important” or “Important.” Less than
50% said the latest mobile broadband standard, 5G, was either
“Very Important” or “Important.”

91%


82%

  

35%

 
NB: ALL ADULTS
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A

Video: Connecting With Games

3:03 minutes

https://youtu.be/NjO7G2hRbNA

A

Video: Connecting Through Games

1:20 minutes

https://youtu.be/CiZh5nz42mk
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A

CONNECTING
WITH

“W

e only acquired a gaming console during the
pandemic. My kids especially have benefited
from the entertainment and ability to ‘escape’ for a
bit. Its been a valued form of entertainment and allowed
us all to spend time together as a family.”
Female. Age 35 years. Parent. Household of 4. Auckland Region

A

Players’ Gender Identity

73%

T

wo-thirds, or more than 3.7 million of New
Zealand’s 5.1 million residents are connected
with video games.
In this report, we asked participants about their
gender identity and included Female, Male and
Non-binary options.

of New Zealanders
play video games

Doing so sheds more light on the diversity of New
Zealanders who connect with games, even if the
results are similar to the past decade of research.
Compared with 44% of all players identifying
as female in 2010, that proportion is 48% today,
compared with 51% identifying as male and under
1% identifying as non-binary.

48%

51%

1%

FEMALE
FEMALE

MALE

Non
Binary

MALE

NB: ALL PLAYERS
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A

Players’ Ages
35yrs

32 yrs















NB: AVERAGE PLAYER AGE - GAME HOUSEHOLDS

T

he average age of people who play
video games in 2021 is 35 years, up
from 34 years in the previous two studies
reporting in 2019 and 2017.

W

hen this research series began in
2010, the average was 32 years.

T

he increased average age of players
over time reflects both the ageing
population of new Zealand, and growth
of new players among older adults as
the platforms and types of games have
grown.

A

Players’ Age Categories

76%
76%
55%

65%

18-64

1-17yrs

yrs

25%
65-94
yrs

65-94yrs

18-64yrs

11%

NB: PLAYER AGE GROUPS AS PROPORTION OF TOTAL - ALL PLAYERS

1-17yrs
NB: PLAYER PROPORTIONS WITHIN AGE GROUPS - ALL PLAYERS

(ROUNDING ON PERCENTAGES)

I

t’s striking to see that the vast majority
(65%) of all New Zealanders who play
video games are working-age adults;
there are 2.5 million who connect with
games.

A

further 11%, or 409 thousand video
game players are aged 65 years or
older with the oldest player in this year’s
study reporting they are 87 years old.
The remaining 25% (745 thousand) are
under the age of 18, and they are the
most active connecting with games.

W

ithin these age groups, 76% of
children and teens under the age
of 18 years play, 76% of adults aged
18 to 64 years play, and 55% of adults
aged 65 years and older play.
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A

Players’ Age Groups

93
87

83

81

65

63

59
47
33

32
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A

Total Play Summary

The average daily
total of play for
New Zealand of all
ages who play video
games is 81 minutes

The average time
children play per
day is 99 minutes

81
min

99
min

93

67

min

min

The average time male video game
players play is 93 minutes

The average time female video
game players play is 67 minutes

10

1.5

min

hourS

The typical daily casual game play,
twice a day is 10 minutes

The typical daily in-depth game play
is 1.5 hours

55

82

min

min

The average time retirement age
adults play per day is 55 minutes

Average time working age adults
play per day is 82 minutes
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A

Frequency, Duration of Casual Play
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NB: KEY PLAYERS %

T

he largest proportion of players play between once and
three times a day for between 5 and 10 minutes at a time.

P

layers were asked to report how frequently and for how
long they play in a session. Players reported on casual
play, games that are played frequently each day, but for short
periods.

A

Frequency, Duration of In-depth Play
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NB: KEY PLAYERS %

M

ost New Zealanders who enjoy connecting with games
through in-depth play, do so either every day or every
other day and most play between 30 minutes and 2 hours on
those occasions.

P

layers were asked about in-depth play, those games that
might be played daily or less frequently, but for longer periods
each time they are played.
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A

Total Play Time by Age and Gender

161 min
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NB: KEY PLAYERS



 



 

A

CONNECTING
THROUGH

“I

find it very enjoyable to play ‘Among Us’ with my children
and Great nephew & niece and others from around the
world. Playing video games relaxes me and helps to keep my
mind active. My kids and I play together wherever we are
and we play with cousins too. We have a facebook messenger
chat group that we talk together in while playing together
online.”
Female. Age 58 years. Household of 5. Northland Region.
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A

Pandemic Impact on Game Play

76%

of parents played with their children occasionally
or often during the pandemic

“C

OVID was the turning point in my life
especially during lockdown. I started
to play games just for something to do. I now
have a daily routine playing my most loved
games. When playing video games I feel
challenged and I know it has improved my
preception and abilty to work on puzzles.”
Female. Age 70 years. Lives Alone.
Hawkes Bay Region.

93%

53%

31%

31%

30%

24%




   
  

  
 

 
 


  




A

Common Playing Experience

76%
Only

ADULT
ALONE

ADULTS & CHILDREN

24%

CHILD
ALONE

Adults and children play video games socially

Adults and children play video games alone

NB: KEY PLAYERS

NB: KEY PLAYERS

T

R

A third of those who play video games
said they expected to be playing more
after the pandemic.

A third of parents said they used games to
help their children cope with experiences
during the pandemic and a quarter of adults
said they used games as a virtual form of
“travel.”

he impacts of the COVID-19 pandemic
have been many and far-reaching. We
asked participants questions about their
experience connecting video games and
the pandemic.

emarkably, 26% said they have made
new friends through video game play.

C

onnecting with others through game
play is the norm. Three-quarters of
adults and children play games socially at
least occasionally. Some play with others
online. Some play with others in the same
room. Some play online and in the same
room.
Only 24% always play alone, not choosing
online or in-room shared connections
through games.
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A

Reasons People Play Games
2.35
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NB: ADULT PLAYERS, RANK ON SCALE, 0-3
(THE OVERALL RANK IS BASED ON THE TOTALS ACROSS ALL AGES)

M

any people choose to play video
games simply to have fun. However,
there are many reasons why people play
and these vary slightly by age group.
We asked participants to rank different
reasons that explain why they choose to
play games from 0 (Not At All) to 3 (Very
Much).

C

ombining age groups for each reason to
play, “Having Fun” ranks first, followed
by “Keeping the Mind Active.” Segregated by
age group, however, those aged 65 years
and older give “Keeping the Mind Active”
as their main motivation, tied with “Having
Fun.” By comparison, players aged 18-34
“Having Fun” is their main motivation.

P

laying games to maintain or improve
mental health ranked seventh overall,
and in similar proportions for all three
age groups. Games for exercise ranked
last; however, of those who play them, a
large proportion play for motivation and
exercise (see page 30).
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Popular Game Genres
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NB: KEY PLAYERS, ALL THAT APPLY

W

hen asked which genres New Zealanders typically choose
to play, the most popular are Casual, Board or Card, and
Arcade games.

S

trategy games rank fourth, followed by Adventure games.
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A

Experiences With Wellbeing Games

69%

77%



72%

  

21%


    
 




58%



58%

      

50%

R

egardless of genre, many report using games specifically
for well-being during the pandemic.

A majority of adult players reported connecting games with
the pandemic for motivation, increased physical activity, to
help them maintain a fitness regime, and connect with others
for fitness.
A third said they used games and apps specifically designed
for health and fitness during this time.

    

29%

  

NB: ADULT WELLBEING PLAYERS

A

Experiences With Wellbeing Games

“O

nline games became much more populated including
a lot of dead online games that used to be popular.
It was really nice to be able to go back and play early 00’s
MMORPGs like Lord Of The Rings Online, Star Wars The
Old Republic MMO. Online racing games and shooters had
super fast lobbies with players of all skill levels making it
much easier to be matched to players on a similar level. A
lot of good sales over the pandemic as more people buying
video games.
I have met lots of interesting people from all around the
world of different religions and beliefs and ways of life, I
have made lifelong friends and learned more about the
world as well as strengthened relationships with friends.
Video games allow people to escape from their own life
situations temporarily. For people in toxic home environments
time spent playing video games, especially multiplayer online
games, can be a real life line.”
Non Binary. Age 23 years. Parent. Lives in Household of 6.
Auckland Region.
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A

Where People Play Games

40%

29%

6%

Lounge Room

Bedroom

Games Room

6%
Public Transport

6%
Waiting for Appointment

4%

4%

4%

1%

Kitchen

Outdoors

At Work

At School

NB: KEY PLAYERS

W

here and when players choose to
play video games tells us about
the ubiquity and connective capacity of
games. For the first time in a decade, we
returned to this question to learn where
and when New Zealanders play.

T

wo-thirds of play takes place in social
spaces.

U

nder a third play in their bedroom.
Over half usually play in shared
spaces in the home such as the lounge
room, a games room, or the kitchen. One
in five play in public places such as public
transport, outdoors, at work, waiting for
an appointment, or at school.

A

When People Play Games

8%
Early Morning

11%

Mid Afternoon

13%

Late Afternoon

7%

6%

8%

Mid Morning

Late Morning

Early Afternoon

17%

14%

Mid Evening

Early Evening

17%

Late Evening

NB: KEY PLAYERS

T

he majority of game play occurs from late afternoon into
late evening with nearly two-thirds doing so.

P

lay from mid-morning through to mid-afternoon is common
for under a third of players.
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A

Video: Why Play Games?

1:14 minutes

https://youtu.be/b7vgxrycKiE

A

Video: Connecting Through Games

1:36 minutes

https://youtu.be/iSDWNwFyT5k
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A

CONNECTING
FAMILIeS
WITH FAMILIES

“O

ur entire family likes gaming so it’s a good pass time
for us. Our kids get on better when gaming together, they
learn to cooperate by playing multiplayer puzzle games or
on their own computers but in the same server in Minecraft.
I like playing single player but the kids and husband will
often watch or we have turns. As a family playing together.
My husband met one of his best friends gaming online with
strangers. My kids game online with their school friends.
I like to discuss games with people on social media.
Our family has some great memories playing through Zelda
breath of the Wild together/a large open world fantasy game.
Our children have mostly unlimited screen time as both of
their parents are disabled by chronic illness and are often
bedbound.”
Female. Age 35 years. Parent. Household of 5. Hawkes Bay Region.

A

Why Parents Play Games With Children

W

e have long established through this program
of research that playing video games provides
opportunities for parents and children to connect
with one another as members of a family.
For example, 37% of parents said they played online
games with their children; a 4% increase from 2020.
Parents were asked to choose only one major reason why they play games with their children.
The top three reasons each represent one fifth of
parents and account for 63% of why parents play
with their children.
All point to connection.
The remaining 36% represent parents finding utility
in games for monitoring and educating their children.
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20

   

20

  
  

14


 
    
  
   
  

9
7
6

0%
NB: PARENTS, MAIN (ONE) REASON ONLY
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A

Rules About Children’s Play

 

70

 

70

    

 

68

67

0%
NB: PARENTS

G

enerally, two-thirds of parents report setting rules for their
children’s game play including when and whether they
play online at the top of the list to what kinds of games and
how long they play.

NB: PARENTS, ALL THAT APPLY

A

Concerns About Media Content


W

hen asked how concerned they
are with media content on different
media platforms, parents collectively
place the internet and social media
platforms at the top of the list.
Video games are in the mix, ranked seventh
in the list of 11 platform channels with the
traditional media of TV and Movies now
relegated to near the bottom of the list.
The game play sharing platform, Twitch
presents the least concern for parents.

2.0
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1.53
1.45
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2.0

NB: PARENTS AVERAGE. 0 (NOT AT ALL CONCERNED) 3 (VERY CONCERNED)
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A

Parents’ Familiarity
Family Controls


Classification Labels

18



40



30

41



42




12





11
6

0%

0%
NB: PARENTS

“I

NB: ALL ADULTS

used to play computer games with my children during the
epidemic. I had a great time playing Call of Duty with my kids.”

Male. Age 43 years. Parent. Household of 3. Manawatu - Wanganui Region



A

Identifying The Status of Classifications

87%

97%

61%

93%

55%

77%

55%
NB: ALL ADULTS

T

he only “test” of knowledge in this research is of correctly
identifying the legal status of designated markings among
New Zealand Film and Video Game Classifications.
G, PG and M are advisory, while R13, R15, R16, and R18 are
legally restricted.

I

n declining proportions, adults (whether video game players or
not) are clear on G and PG and mostly clear on R18 and M.

However, R13, R15, and R16 are accurately understood by between
half and two-thirds.

41

A

CONNECTING
AND

PERSONAL
GROWTH

“I

am someone that strives from having control over my life
as well as structure and formality. Having it taken away
from me in the sense of lockdown I have had to try and do
anything to keep me occupied. Playing games was one way
to do that even if it was for the 10 minutes to get me through
depressive patches.”
Female. Age 41 years. Lives alone. Auckland Region.

A

Games’ Potential for Living Well

“I

t was mainly ‘snack playing’ though
being in lock-down the time extended
somewhat. I played as always for enjoyment,
but also because it kept my brain alert and
responsive. I try to beat my own ‘times’ and
‘records’ as an ongoing challenge.”
Male. Age 72 years. Household of 2.
Auckland Region.

O

ver the past decade, we have explored the
ways New Zealanders believe games can
be connected with personal growth.
When we ask all adults, regardless of whether
they play video games, how much they disagree
or agree with different ways games can contribute
to living well and well-being, a majority either
“Agree” or “Strongly Agree” in every aspect.
“Contributing to General Knowledge” tops the
list and “Improving Diet” is at the bottom.
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74

  

69

  

69
68
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66
64

 
59

  


54

50%

NB: ALL ADULTS

43

A

Using Games for Health Benefits

W

e drill down on connecting games to
personal well-being by focussing on
health benefits (this page) and ageing well
(next page).
Again, when we asked adults how they, or
members of their household use games to
contribute to their health, a majority report
either “Occasionally” or “Often” in every aspect.
“Improving Thinking Skills” tops the list, while
“Managing Pain” is at the bottom.

S

imilarly, New Zealanders agree that games
might be used for ageing well in all the
ways we listed for them to consider (next page).
“Increasing Mental Stimulation” tops the ranking
with nearly nine out of ten agreeing. At the
bottom of the list is “Reducing Arthritis”.

81
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50%
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Potential of Games for Ageing Well
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A

Using Games at School

G

ames increasingly are used by teachers at
schools to connect with students.

Of all parents, 58% say their children use games
as part of their school curriculum, 25% say their
children are developing games at school, and
24% say their children use games in clubs or for
extra-curricular experiences.

25%


58%


“O

ur children have really taken to video
games and my son plays with other
school mates online in multiplayer games. My
daughter likes Minecraft and building and
designing things on the SIMS.”

24%
 

Male. Aged 53 years. Parent. Household of 5.
Wellington Region.
NB: PARENTS

A

Potential of Games for Schools

78%

71%







 


76%



E

NB: ALL ADULTS

ducators have long explored the role of technologies for
delivering education both at traditional schools and for new
forms of education, such as online delivery.

O

ver three-quarters of all adults say that video games
in schools can help schools remain relevant and help
teachers connect with students.

The pandemic has upended many traditional educational
practices and heightened awareness of the benefits that
technologies such as games have for education.
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A

Potential of Games for Learning
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NB: ADULT PLAYERS

A

dults who play video games were asked how much they
agree with different areas in which games could help
students learn.

T

he majority (three-quarters or more) either agreed or
strongly agreed that games can help with everything
across the board from learning to read to learning Science,
Technology, Engineering and Mathematics (STEM).

A

Potential of Games for Student Experience

80%
83%






78%

72%




 

80%

77%





 
NB: ADULT PLAYERS

S

tudent experience includes all the
ways in which students learn, work
with one another, talk with teachers and
parents, and manage their studies.

F

our in five adults who play video games
either agree or strongly agree that
video games can be used to help students
overcome learning difficulties and nearly
as many believe video games can be used
to help students cope with stress.

G

etting students to pay attention and
focus is one of the greatest challenges
for the student experience and even for
this challenge over two-thirds of adult
players feel games can be useful.
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A

Using Games at Work
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NB: ALL ADULTS

E

mployers have begun connecting workplace training with
game environments. Moreover, the Vocational Education
and Training (VET) sector has developed and used virtual and
online experiences for training and testing.

NB: ALL ADULTS

O

ver a fifth of adults indicate they have played a video
game for work to learn workplace rules, new work-related
information, learn a new skill, learn to use a new tool, or for
health and safety.

A

CONNECTING
AND

Culture

“T

he amount of time I’d spend playing video games has
increased significantly over the past year during the
COVID-19 pandemic. I’ve spent more time finding new games
and actually playing these games. I’ve also spent more time
playing online games which allow you to play with and compete
against other players online.
In games where we’d have to discuss, I’ve met some really
nice and friendly people who had good conversation.
Playing video games have somewhat helped my sibling and I
to feel more connected to people around the world.”
Female. Age 17 years. Household of 5. Auckland Region.
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A

Engagement with Game Culture
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0%

27

NB: ADULT PLAYERS

C

onnecting with games doesn’t start or end with game
play. The culture and support around game experiences
range widely.
Adult players reported different levels of engagement with
different game culture experiences, at any time in the past.

R

eading or watching walkthroughs is the most common and
attending an esports event in person is the least common.
The emerging experience of many players doing something
together inside a game beyond the game play itself, the
metaverse, presents in this study for the first time. Nearly a
third report engaging in a metaverse experience.

A

Game-related Content Creation



“I

would play a soccer one... where
there is a bit of healthy competition.”

35

 

Male. Age 49 years. Household of 2.
Wellington Region.

32

28

 


26

0%
NB: ADULT PLAYERS

P

assive, non-creating game culture activities are naturally
more common than active content-creation activities.
However, the player community is known for its active, creative,
and social characteristics.

P

osting gameplay videos has become increasingly popular, is
built into many games and platforms, and tops the list of content-creation cultural activities adult players report doing.
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A

Reasons to Follow Esports
   
     

41
x
o

40
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8
0%

NB: ADULT PLAYERS WHO FOLLOW OR ATTEND ESPORTS

T

here are many reasons to connect with esports; enjoying
competitions, the player culture and learning strategies to
improve game play top the list.

S

upporting esports generally and following a specific
esports team.

A

Reasons for Attending Esports

42%

37%




 

41%

x
o




x

21%
 


NB: ADULT PLAYER ATTENDEES

A

ttending esports events raises the level of connection with
games culture by engaging personally with other spectators
or other competitors. Consequently, reasons for attending take
on a different character.

M

ost say they attend to belong to the player community or to
enjoy social aspects of esports; and while over a third enjoy
the challenge of esports participation, only one in five attend to
become a better player.
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A

Need for Diversity in Games
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NB: ADULT PLAYERS

N

ew Zealand adults who play video games say they agree or
strongly agree there is a greater need for diversity
representations in games but are more likely to report better
representation than in previous years.

G

reater diversity in accessibility and inclusion as well as age
representations top the list of need. At the bottom of the list
is religious representation.

A

CONNECTING
AND

economy
Economy

“I

t increased during lockdown because our teen sons'
were home so we got involved playing games with them.
We also spent more purchasing digitally online as well as
buying new laptops for them in May last year.”
Female. Age 47 years. Parent. Household of 4.
Manawatu-Wanganui Region
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A

Preferred Access to Games

14%

61%
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M

NB: ADULT PLAYERS, ALL THAT APPLY

igration of media to digital delivery by download and
streaming began in earnest only a decade ago. Buying
games, rather than subscribing or streaming remains dominant,
however.

N

early Two-thirds of adults who play games prefer to buy
them when released rather than wait for subscription. Over a
third use subscription services, however. A sixth report getting
HD games on mobile platform services.

A

Value of Games in New Zealand
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0%
NB: ALL PLAYERS

A

sked how much benefit and how important making
video games in New Zealand is, adults in this research
overwhelmingly viewed making games here a valuable and
important part of the economy, worthy of government incentive
initiatives.

NB: ALL ADULTS

O

ne in four say they have some, even if generalised, knowledge
of programming. A small number have interest in working in
the industry, or are already doing so.
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A

CONNECTING
To This

Research
ResearcH

“A

s a semi-retired person and the majority of Covid
lockdown was during the Southern Hemisphere winter,
playing games helped pass the time particularly when
there was inclement weather. It was also having the ability,
while playing with distant family members, to chat online
with them at the same time as playing, so as to keep contact
with them throughout the world.
The games I played had provision for chat while I played so
as I was playing with family I chatted as well and occasionally
went on to face time while I played.”
Male. Age 71 years. Household of 3. Waikato Region.

A

“P

laying games on my phone over lockdown definitely
helped to keep my mind busy and distracted.

Female. Age 26 years. Household of 5. Auckland Region
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A

Methods

D

igital New Zealand 2022 (DNZ22)
is an empirical study about digital
games in New Zealand households with a
focus on demographics, behaviours, and
attitudes.
In this report, the words computer games,
video games, digital games, and interactive
games are used interchangeably to refer
to the broad class of interactive, digital
entertainment.
A game household was one that had in
it any device for playing a video game,
including personal computers, smart
phones, dedicated home consoles, tablet
computers, and handheld game devices.
A player was a person who indicated they
play computer or video games, simply
“yes” or “no” on any device including a PC,
console, handheld, social network, mobile
phone or tablet computer.

Q

uestions in the survey included
open-ended, short response, list
selection, dichotomous response (such
as Yes/No or Selected/Not selected),
ranking (1-10), and three-, four - and fivepoint Likert items (Strongly Disagree to
Strongly Agree, for example).
These questions created over 350
measurement points.

Q

uestions were grouped according to
theme including:

• Household demographics,
• Household media environment,
• Media access to game devices,
internet access and purchasing,
• Video gameplay preferences and
routines,
• Motivations for playing video games
and social connections that result,
• Parental engagement with video
games,
• Engagement with game culture
including esports,
• Games related to education, work,
health and ageing,
• Classification and ratings,
• Attitudes and issues related to video
games and policy, and

Specifically for this year, the impact and
response connecting video games and
COVID-19.

A

Methods

D

ata reported here come from 800
New Zealand households and 2,270
individuals of all ages in those households.
Participants were drawn randomly from
the Nielsen Your Voice Panel in March
2021. The Nielsen Company provided the
research team at Bond University with raw
data from the survey for statistical analysis
at the University. The data were analysed
by report authors using the SPSS Versions
26 and 27.
Results are calculated for three parts
of households including responses to
the survey by one adult member of the
household (800 households) and of those,
the adults who themselves play video
games (683), they and one other person in
the home whose game habits they know
(1,228 people), then all people in those
households (2,270 people).

F

M

The quality of the sample was high and
age, gender, and geographic representation
were consistent with population proportions.

Statistical procedures included simple
descriptive statistics such as frequencies,
cross-tabulations, means, correlations,
and tests of significance such as Chi-square
and One-way ANOVA.

or clarity throughout this report, we
refer to these in turn as households,
adult players, key players, all household
members, then all video game players
among them.

For the purposes of including results for
all members of a given household, the
Vars-to-Cases procedure was used to
create individual records for all persons in
a household as identified by the participants
in the study.
Data reduction procedures included
reducing the range for some questions
to simplify presentation of responses.
Some measures were combined into
indices where obtaining a frequency or
mean across a combination of measures
simplified the presentation of findings or
produced a more reliable result.

issing values were eliminated from
analysis on a per-question basis
unless multiple measures were examined
conjointly. For these, the case-wise deletion
method was applied.

The margin of error is ± 3.5% for the
national sample comparing households
and all household members, ± 3.9% for
adult players, ± 2.9% for key players,
and ± 2.1% for all players.
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