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1.1 Key Trends in the Games Industry 
Today 

1.1.1 Changing Formats Drive Game Adoption 

Over the past 3-4 years there has been a shift in 

popularity of certain game types. This has been the result 

of newer, emerging formats which have then developed in 

global phenomena.  

Many of these game types have also had links to the world 

of eSports (the competitive playing of video games) further 

enhancing their appeal to players and developers alike. 

We list some of the most disruptive formats as follows: 

i. MOBA (Multiplayer Online Battle Arena) 

These games have their origins in strategy games and 

operate on the premise of 2 teams battling to destroy each 

other’s bases, in a similar format to tower defence games.  

However, in terms of design and graphics, MOBA games 

more closely resemble RPG-style games.  

Popular titles in this segment include Dota 2 which has 

over 13 million MAU (Monthly Active Users), and League 

of Legends which, at its peak in 2017, had over 100 million 

MAU. 

 

Figure 1: Market Comparison Between Far East & China and North America 
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ii. Battle Royale 

Battle Royale games; these are titles where dozens of players are 

dropped into a map, weapons and locations are random and players must 

survive to be ‘the last man standing’ to win the game. Popular Battle 

Royale titles, or games with this mode included, are PUBG 

(PLAYERUNKNOWNS Battlegrounds), which has had over 35 million 

purchases, Fortnite and H1Z1. 

Juniper’s View 

Juniper finds that the introduction of new game modes, or types, can 

drive user adoption; creating in essence a global phenomenon. Juniper 

believes that Battle Royale modes in particular will become an increasing 

staple of new titles, as developers seek to capitalise on the popularity of 

this game type. 

Figure 2: A Player Entering Fortnite’s Battle Royale Mode 

 

Source: Forbes 

1.1.2 Loot Box Adoption Grows 

Found in video games, loot boxes are in-game packs often gifted to 

players as a result of completing in-game tasks and achievements. 

Increasingly, these are made available to purchase with real-world 

currency to provide a boost to in-game progression, or to enhance 

character abilities. Loot boxes work on the element of ‘chance’ they 

provide a random selection of items, giving players a chance of winning a 

rare or highly sought-after good. However most games do not report odds 

and often will provide the best items and goods via paid loot boxes. 

Thus, in many instances this has been described as a ‘pay to win’ 

system. These products have their origins in MMOs (Massively 

Multiplayer Online) or MMORPG (Massively Multiplayer Online Role 

Playing games) titles, where players would group together to complete 

particularly difficult boss battles or raids. Their reward was then presented 

as ‘loot’, a collection of items, often rare or highly sought-after by other 

players and, in many cases, these could be traded or sold for in-game 

currency. 

i. Loot Boxes as a Monetisation Strategy 

The use of loot boxes has extended to AAA games, where 

micro-transactions are now commonplace in popular game titles. AAA 

video games are the equivalent of movie blockbusters; games are often 

years in development, expensive to produce and promote and offer rich 

worlds and environments. Their target is to be among the highest selling 

and thus most profitable games produced by studios. However, these 

titles are expensive to produce and involve huge teams to pull the game 

together. As new technologies and standards come into play, costs are 

ever-growing (similar to the situation in the movie industry), yet game 
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prices are relatively flat, leading to developers seeking new means to 

monetise their products.  

Thus there has been an evolution from:  

 Paid for DLC (Downloadable Content) where expansions to a base 

game are made available to purchase;  

 Season passes where all DLC is bundled and made available as it is 

released, often combined with special edition cosmetic items or 

weapons; 

 Special/limited editions of games which are higher priced than base 

versions, but include DLC or special in-game features/items; 

 In-game micro-transactions, or loot boxes, where users pay for either 

cosmetic items, or packs which could offer rare or legendary items to 

help progression. 

In January 2018, the organisers of GDC (Game Developers Conference) 

announced the results of their latest survey, where 4,000 game 

developers were asked for their thoughts on a range of topics in the 

industry. When asked specifically about loot boxes, 1 in 10 developers 

revealed that they will be using this mechanism in either their current 

game title or their next game to be produced.  

Juniper notes issues around the November 2017 release of EA’s 

Battlefront II game. The title was an AAA online multiplayer game based 

on the Disney Star Wars franchise. Whilst players were charged a hefty 

$59.99 for the base version of the title, the launch of a beta version of the 

game revealed that to unlock characters, players would need to spend 

either considerable time ‘grinding’ to earn such a reward, or pay outright 

for the privilege. 

Juniper’s View 

We believe that the use of micro-transactions and in-game loot boxes will 

continue and, whilst some restrictions may be put in place by government 

and regulatory bodies, the practice is unlikely to be banned out-right 

simply due to the effect it would have on the games industry as a whole.  

We do believe, however, that following the controversy surrounding 

Battlefront II, players will be more critical of micro-transactions and some 

titles could underperform in terms of sales as a result. Additionally more 

developers will scrutinise their approach to the introduction of such 

monetisation; likely dropping prices and increasing odds of winning rarer 

items. 

ii. Popularity of F2P (Free to Play) Soars 

Juniper notes that whilst F2P games have had substantial uptake on 

mobile devices, their prevalence can also be credited with reviving the PC 

games market. Juniper feels that their use in this segment will continue to 

grow, especially when we recognise the success that loot boxes and 

skins have had in both monetising users and keeping them engaged with 

titles long term. 

Juniper’s View 

Given the fact that console games have not had substantial disruption 

from loot boxes as yet, Juniper feels that this industry is ripe for 

disruption, should regulators not seek to impose restrictions on the 

practice. However, due to the fact that most console titles remain at a 
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high price point, Juniper expects gamers will be reluctant to pay for 

full-titles (often priced in excess of $50) and then be expected to 

purchase in-game items and add-ons. As a result we believe there will be 

an up-tick in F2P games, with these titles then monetised through 

in-game purchases utilising loot box mechanics. 

1.2 Future Games Market: Forecast Summary 

Juniper forecasts that the total digital games market will reach 

$160 billion in revenues by 2022, up from $117 billion in 2017. 

 We envisage respectable growth in emerging markets, however the 

games industry will continue to be dominated by the traditionally strong 

markets of North America, West Europe and Asia. 

 Mobile advertising spend will grow to $20.4 billion by 2022, as this 

monetisation strategy is utilised more readily to subsidise spend on 

games titles and encourage a move away from time limited titles (where 

traditionally gems or keys were needed to refresh game content and 

allow continued play). 

 While the mobile channel will have substantial revenues, the proportion 

which comes from PPD (Pay-per-Download) games is dwindling, 

equating to 6.8% by 2022. 

 The handheld market is rapidly declining, with the last remnants of this 

industry stemming from Nintendo’s 3DS device and, to a lesser extent, 

Sony’s Vita. 

 In terms of in-game purchases, these have been forecast for the 

mobile, microconsole and PC markets, with these transactions 

responsible for a substantial portion of revenues, replacing more 

traditional purchases of physical games. 

 We do however forecast in-game purchases on consoles to some 

extent in our Daily Fantasy Sports & In-Game Gambling: Skins & Loot 

Boxes 2018-2022 report, as well as other devices. 

Figure 3: Total Revenues for Digital Games in 2022, Split by 8 
Key Regions: $160 billion 

 

Source: Juniper Research 
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https://www.juniperresearch.com/researchstore/content-applications/daily-fantasy-sports-growth-opportunities-playe/daily-fantasy-sports-growth-opportunities-playe
https://www.juniperresearch.com/researchstore/content-applications/daily-fantasy-sports-growth-opportunities-playe/daily-fantasy-sports-growth-opportunities-playe
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Order the Full Research 

Juniper’s Future Games Market report is a comprehensive analysis of 

the global digital gaming market, including Mobile, PC, Console, 

Handheld and VR. With expert insight and assessment of the key trends 

including F2P, Loot Boxes and Skins Gambling, this report is a must-read 

for developers, publishers, platform holders and anyone connected to this 

vast entertainment industry. 

Key Features 

 Category Analysis: Sector prospects analysis for key devices and 

product segments paired with market forecasts by sector for Mobile & 

Tablet games; PC games; Console games; Handheld games; Cloud 

games; VR games; Microconsole games. 

 Trend Appraisal: Major trends explored, allied with Juniper’s View and 

assessment of the implications for the industry, including F2P (Free to 

play); Loot boxes; New game models & disruptive formats; Skins 

gambling. 

 Benchmark Industry Forecasts: Provided for digital games, delivering 

quantification of the F2P PC market, as well as subscription games and 

premium purchases. 

 

 

 

 

What’s in This Research? 

The research suite includes: 

 Market Sizing & Forecasts – Analyses key market developments and 

disruptive factors influencing the games market today, alongside 

regional and sector prospects analysis, together with 5 year forecasts 

for key metrics, including user numbers, games accessed and 

revenues (PDF). 

 IFxl (Interactive Forecast Excel) – Highly granular dataset comprising 

of more than 34,200 datapoints, allied to an Interactive Scenario tool 

giving user the ability to manipulate Juniper’s data. 
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