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Do the children of Generation Z and Alpha even know a world without video games? For as many 

as 88% of Polish children aged 9-15, games are part of their life and daily routine, while gaming 

is the activity of choice in how they spend their free time. Little research exists that reliably inve-

stigates the behavior of the youngest consumers of digital entertainment and video games, e.g., 

the influence they have on functioning in a group, professional aspirations, purchasing decisions, 

or use of specific financial solutions. 

This invites the bold hypothesis that games are shaping both the social and consumer habits of 

the youngest generation unlike any other medium, hence it is a generation soon to enter adul-

thood with new patterns of behavior. 

Is the market ready for it? Is it aware of these patterns of behavior? Are global and local brands 

aware of the upcoming changes and the potential inadequacy of the existing values behind the-

se brands, their communications and marketing strategy, or sales models? 

Does the market understand that the upbringing of the youngest consumers has been influen-

ced and continues to be influenced by a form of entertainment which was a niche merely two 

decades ago, and today serves 3 billion players worldwide and generates revenues of more than 

$190 billion every year, mainly from games on mobile devices? Still, in the eyes of some executives, 

video games are a trivial pastime to which they attribute little importance in terms of the impact 

on their brands, product development, and business lines. This is a serious oversight that will 

materialize when today's youth enter adulthood.

Today's generation of the youngest gamers are largely the children of millennials, to whom the 

gaming industry owes the revolutionizing of the context of gaming, video game platforms, and 

the demographics of gamers. However, today's gamer kids are immersed deeper in the world of 

games than in previous generations, and this affects their real lives. 

We have watched the video game market change over the past twenty years. Since 2014, the 

Polish Gamers Observatory (PGO), together with partners, has been conducting surveys of adult 

gamers. PGO, along with PURR Media, has recognized the changes on the horizon for the ga-

ming industry, and thus realized the existing need for new research that will be focused on chil-

dren, rather than their parents.

We are proud that in parallel with the publishing of the report based on the results of the 7th 

edition of Polish Gamers Research in 2022, we can also offer this report for the first time – ba-

sed on a unique series of Polish Gamer KIDS Research surveys conducted with a group of child-

ren aged 9 to 15. The survey was conducted in cooperation with the consulting-implementation 

agency Yotta by Publicis Groupe. 

We are happy to present the Polish Gamer KIDS report, in which, without undue exaggeration or 

unfounded hypotheses, we try to make the best use of our more than twenty years of experience 

in the gaming industry, and almost 10 years of research experience, to reliably describe the cur-

rent knowledge, attitudes, and consumption patterns used by children aged 9 to 15 in relation to 

one of the most popular forms of entertainment globally, i.e., gaming on different platforms and 

watching other players online.

We are confident that the continuity of our research project in the 15-65 group and its expansion 

to also include gamer children, ensures our data are relevant to current trends in the video game 

industry and, above all, those among Polish gamers. This continuity means that our findings are 

regularly updated, our tools constantly adjusted, and, most importantly, that we are also able 

to identify and pinpoint significant trends and changes of attitudes among Polish gamers and 

react to them accordingly. For example, in this year's edition, we looked at the so-called passive 

gaming phenomenon among children – a significant group of young consumers who, through 

platforms such as YouTube, Twitch, or Facebook, watch gameplay of other players. The children's 

responses produced a shocking conclusion of the marginal importance of Twitch in the 9-15 

age group, where social media platforms reign supreme. This could be evidence of changing 

behavior patterns that may threaten the existence of some brands in the future. The research 

questionnaire also included questions about the impact of the Covid-19 pandemic and the Rus-

so-Ukrainian war on the gaming habits of children, as well as questions about awareness of NFT 

and the metaverse.

We are also satisfied with our increasingly effective tackling of misleading and hurtful stereoty-

pes concerning games and gamers. We present an unbiased map of the gaming market, expla-

ining the functioning of various beliefs and myths, such as mistakenly equating gamers with 

males, confusing the e-sports market with the gaming market, or overestimating the current 

potential of the metaverse.

This allows us to provide valuable, detailed, relevant, and practical information to a wide range of 

stakeholders in the sector – from video game developers, investors, product departments to mar-

keters in various industries, who all increasingly look to tap into the opportunities that gaming 

offers, and seek to understand the behavioral patterns of gamers. 

We believe that the latter group in particular – marketers working directly with, or providing servi-

ces to, non-gaming companies, who wish to use it as a means of reaching kids aged 9-15, or to 

adapt their communications to new behavioral patterns – will find the information contained in 

this report will allow them to avoid many unnecessary, and often costly, business oversoghts.

The impact of video games on every other aspect of the younger generation's lives can no longer 

be underestimated, with 85% of surveyed Polish children declaring themselves as gamers, an 

even higher percentage (88%) watching other gamers play, and 81% declaring that games are 

important for them.
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I played games on my smartphone or tablet

I did sports

I played games installed on the computer

I played games on a game console (e.g. PS4, Nintendo, Switch, Xbox One)

I watched on the Internet / TV / streaming services how others play

I played board games

I played games on websites (e.g. gry.pl, poki.pl, kurnik.pl and others

I read articles about games / followed information from
the world of games

i have been sharing my video game gameplay live
on the internet/streaming

I participated as a player in a gaming tournament
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If you are interested in purchasing the full version of the Polish Gamers 2022 and Polish  
Gamers KIDS 2022 reports, please contact us at:

info@purr.media




