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My	
  Background	
  

•  Film	
  School	
  
•  Television	
  
•  Digital	
  Media	
  Research	
  Lab	
  

•  Interna5onal	
  Consultancy	
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Digital	
  Games	
  are	
  big,	
  geKng	
  bigger	
  &	
  changing	
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Online/Mobile	
  Games	
  are	
  growing	
  and	
  fragmen5ng	
  the	
  market	
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Casual/Online	
  games	
  growth	
  is	
  rapid	
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Mobile	
  games	
  growth	
  rates	
  are	
  higher	
  than	
  online	
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Apple	
  aiming	
  to	
  be	
  the	
  mobile	
  entertainment	
  
company	
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Innova5ve,	
  crea5ve,	
  different…	
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UK Consumer	
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UK	
  –	
  leading	
  Europe..	
  

•  Reputa5on	
  for	
  crea5ng	
  new	
  IP	
  across	
  Film,	
  TV,	
  
Games	
  and	
  Digital	
  Media	
  (e.g.	
  Harry	
  PoVer,	
  
Pop	
  Idol,	
  Lara	
  CroW,	
  Moshi	
  Monsters)	
  

•  Well	
  established	
  links	
  with	
  key	
  entertainment	
  
markets	
  in	
  US,	
  Europe	
  and	
  India	
  

•  Largest	
  digital	
  entertainment	
  market	
  in	
  Europe	
  
(In	
  Film,	
  TV	
  and	
  Games)	
  

•  Significant	
  investment	
  across	
  fixed	
  and	
  mobile	
  
broadband	
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UK Games Industry	
  

•  They	
  are	
  twice	
  as	
  many	
  professional	
  games	
  developers	
  in	
  the	
  UK	
  than	
  France	
  and	
  Germany	
  
combined.	
  

•  60%	
  of	
  the	
  workforce	
  holds	
  an	
  undergraduate	
  degree,	
  and	
  strong	
  links	
  with	
  universi5es	
  mean	
  that	
  
there	
  is	
  a	
  higher	
  propor5on	
  of	
  postgraduate	
  degrees	
  in	
  the	
  UK	
  than	
  in	
  any	
  other	
  games	
  sector	
  in	
  
the	
  world.	
  There	
  are	
  46	
  universi5es	
  and	
  colleges	
  in	
  the	
  UK	
  offering	
  a	
  total	
  of	
  81	
  games	
  related	
  
courses	
  

•  The	
  average	
  UK	
  independent	
  studio	
  size	
  is	
  51	
  people,	
  but	
  245	
  for	
  publisher-­‐owned	
  oueits.	
  	
  

•  UK	
  independent	
  game	
  developers	
  are	
  embracing	
  new	
  online	
  business	
  models,	
  with	
  64	
  per	
  cent	
  of	
  
studios	
  currently	
  self-­‐publishing	
  their	
  products.	
  

•  The	
  most	
  popular	
  plaeorm	
  for	
  self-­‐publishing	
  is	
  the	
  iPhone,	
  with	
  52	
  per	
  cent	
  of	
  those	
  surveyed	
  
releasing	
  5tles	
  on	
  Apple's	
  handset,	
  followed	
  by	
  PC	
  (38%),	
  PlaySta5on	
  Network/PS3	
  (36%)	
  and	
  Xbox	
  
Live	
  Arcade	
  (16%).	
  

•  An	
  average	
  of	
  62	
  per	
  cent	
  of	
  games	
  created	
  by	
  those	
  TIGA	
  surveyed	
  were	
  for	
  online	
  or	
  digital	
  
plaeorms,	
  rather	
  than	
  tradi5onal	
  boxed	
  product.	
  52	
  per	
  cent	
  of	
  independents	
  released	
  games	
  
through	
  digital	
  plaeorms,	
  and	
  for	
  indies	
  who	
  self-­‐publish	
  the	
  figure	
  rose	
  to	
  72	
  per	
  cent,	
  with	
  
publisher-­‐owned	
  studios	
  the	
  figure	
  was	
  just	
  1	
  per	
  cent	
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12	
  

UK	
  Games	
  Market	
  
•  The	
  UK	
  computer	
  games	
  market	
  is	
  the	
  fourth	
  largest	
  in	
  the	
  world	
  and	
  has	
  the	
  highest	
  number	
  

of	
  games	
  development	
  companies	
  and	
  publishers	
  in	
  Europe.	
  	
  

•  2009,	
  was	
  the	
  second-­‐strongest	
  year	
  on	
  record	
  for	
  the	
  UK	
  videogames	
  industry	
  according	
  to	
  
the	
  UK	
  Interac5ve	
  Entertainment	
  Associa5on	
  (UKIE).	
  Total	
  sales	
  of	
  all	
  videogames	
  soWware	
  
amounted	
  to	
  approximately	
  £3.7bn.	
  	
  	
  

•  59%	
  of	
  the	
  UK	
  popula5on,	
  aged	
  6-­‐65	
  years	
  (some	
  26.5	
  million	
  people)	
  play	
  electronic	
  games,	
  
with	
  21.6	
  million	
  of	
  these	
  regularly	
  playing	
  at	
  least	
  once	
  a	
  week.	
  

•  Product	
  placement	
  and	
  in-­‐game	
  video	
  adver5sing	
  are	
  proving	
  two	
  of	
  the	
  most	
  popular	
  ways	
  
for	
  brands	
  to	
  capitalise	
  on	
  social	
  gaming.	
  	
  According	
  to	
  Playfish	
  (part	
  of	
  EA),	
  one	
  of	
  the	
  key	
  
Casual	
  Games	
  developers	
  in	
  the	
  UK,	
  their	
  gamers	
  (through	
  Facebook	
  alone)	
  are	
  on	
  average	
  
spending	
  £5-­‐£15	
  a	
  month.	
  	
  	
  The	
  UK	
  spent	
  over	
  £500m	
  on	
  virtual	
  goods	
  in	
  2009.	
  

•  7%	
  of	
  all	
  5me	
  spent	
  online	
  in	
  the	
  UK	
  is	
  spent	
  playing	
  games	
  –	
  as	
  much	
  as	
  emailing.	
  	
  
Source:	
  UKOM/Nielsen	
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Consumer Spending	
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Engagement	
  with	
  online	
  media	
  content	
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Top	
  UK	
  Mobile	
  Internet	
  Sites,	
  2010	
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China	
  Games	
  Market	
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Working	
  in	
  China	
  

•  Partnerships	
  
•  Content	
  localisa5on	
  
•  Policy	
  awareness	
  
•  Payment	
  mechanisms	
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Produc5ve	
  Partnerships	
  

•  Crea5ve	
  Process	
  
•  IP	
  development	
  

•  Access	
  to	
  Western	
  
Markets	
  

•  Mentoring	
  
development	
  staff	
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•  Technical	
  exper5se	
  
•  Cost	
  efficient	
  

•  Access	
  to	
  China	
  
Market	
  

•  Online	
  development	
  
know-­‐how	
  



UKTI	
  Support	
  
•  Trade	
  &	
  Investment	
  Offices	
  in	
  post	
  
•  Bespoke	
  company	
  reports	
  -­‐	
  CBBC	
  

•  Business	
  Networks	
  
•  Event	
  management	
  

•  Policy	
  support	
  
•  Trade	
  missions	
  (e.g.	
  China	
  Joy)	
  

•  ITA	
  -­‐	
  grants	
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Thank	
  you	
  

QUESTIONS…	
  

Tony	
  Hughes	
  

tony@focusinnova5on.co.uk	
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