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About This Report 
 
This report is based on a review of historical trends and opinions of leading members of the video 
game industry, including analysts, consultants, developers, publishers, retailers and consumers. 
This report has been prepared by utilizing a variety of primary and secondary research techniques 
including: telephone and personal interviews; analysis of market surveys, trade journals and 
company literature; extensive database searches; and DFC Intelligence’s original compilations 
and analysis.   
 
A DFC Intelligence report is more than a collection of raw statistics.  We carefully scrutinize and 
analyze data from a variety of sources.  The result is a comprehensive overview that puts facts 
and figures in context. Anyone who has attempted to collect figures for the online game industry 
knows that is difficult to obtain accurate statistics.  We have studied market surveys, investment 
analyst reports and other sources of industry information.  Our statistics and forecasts are based 
on the careful analysis of the available research, a great deal of which is contradictory.  In many 
cases, we made assumptions based on the best available information.  We feel our figures 
accurately reflect past and future market conditions.  At the very least, these numbers track the 
industry trends and accurately estimate the market share of the various players. 
 
Report Author:  S. Gregory Boyd 
 
S. Gregory Boyd is an attorney with Davis & Gilbert, New York, NY and the author/co-editor of 
the popular textbook Business and Legal Primer for Game Development.  He is a frequent 
speaker/writer on virtual property.  In addition to representing many companies involved in the 
game industry and high technology media.  He is also an adjunct professor teaching business and 
law in the game industry at New York Law School.  His research assistants on this project were 
Brian Pyne and Matthew Windman. 
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Conditions of Purchase 
 

Purchase of this multi-client study is on a nonexclusive basis.  This study has not been 
commissioned or contracted for by any one person or organization.  The information contained is 
confidential to the purchaser, and the purchaser agrees not to circulate or loan the study in whole 
or in part to: their subsidiaries or divisions, industry trade associations (if not the purchaser), the 
general public, the media, nor other parties not belonging to their company, agency or 
organization.  Unauthorized reproduction and dissemination which is discovered by DFC 
Intelligence (the publisher) shall constitute grounds for legal prosecution and damages under U. 
S. copyright law. 
 

DFC Intelligence has made every attempt to verify the accuracy and completeness of 
information in this study from sources we believe to be reliable.  It is understood, however, that 
our estimates, forecasts, opinions and recommendations represent the judgment of our analysts, 
based on the best information available at the time of publication.  It is recommended that 
purchasers also consult other available business sources and not rely solely on this analysis as the 
basis for major strategic, financial, or management decisions.  DFC Intelligence makes no 
warranty or representation, either expressed or implied, with respect to the information in this 
report.  In no event will DFC Intelligence be liable for direct, indirect or consequential damages 
resulting from any defect or inaccuracy in this report, even if advised of the possibility of such 
damages. 
 

Information about specific companies is not intended to be a complete description, nor of 
their securities, nor is this study an offer to buy or sell such securities.  DFC Intelligence’s 
liability, if any, shall not exceed the amount paid for this study. 
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