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Who are they?

Regular Indie Buyer

Bought 5+ indie titles 

Prior 12M

Light Indie Buyer

Bought 1-4 indie titles 

Prior 12M

Traditional Game Buyer

Bought 0 indie titles Prior 12M

Purchased 1+ AA/AAA title 

Prior 12M

40%



Who are they?

Traditional Game Buyer Gaming Habits

PC & Console

12.3 hours gaming per week

Shooters Top Genre Top Index vs. Indie Game Gamers

Among Traditional Game Buyers

Top Genres Played Recently

Among Traditional Game Buyers

56%

52%

46%

43%

37%

First/ Third Person Shooters

Open-World Action

Action-Adventure

Sports

Battle Royale

Sports 144



Who are they?

Light Indie Buyer Gaming Habits

Heavier PC Players

14.9 hours gaming per week

Shooters Top Genre

Top Genres Played Recently

Among Light Indie Buyers

Top Index vs. Traditional Gamers

Among Light Indie Buyers

62%

59%

57%

51%

45%

First/ Third Person Shooters

Open-World Action

Role-Playing Games/RPGs

Action-Adventure

Action Role-Playing Games

Rougelikes Metroidvanias Boss Rush Games 

Collectible Battle 

Card Games
Interactive 

Story

497 460 387

222259



Who are they?

Regular Indie Buyer Gaming Habits

Heaviest PC Players

18.3 hours gaming per week

RPGs Top Genre

Top Index vs. Traditional Gamers

Among Regular Indie Buyers, N= 686

73%

70%

66%

65%

64%

Role-Playing Games/RPGs

First/ Third Person Shooters

Open-World Action

Action Role-Playing Games

Action-Adventure

Top Genres Played Recently

Among Regular Indie Buyers, N= 686

Rougelikes Metroidvanias Boss Rush Games 

Interactive 

Story

1223 1003 736

403405

Collectible Battle 

Card Games



Who are they?

7 7

14

3 3 2

5
5

0

AAA/AA/Indie Games Purchases (Past 12 Months)

AAA Games AA Games Indie Games

Mean Number of 

Games Purchased 
(Excluding those who 

purchased none)  

Traditional Game BuyersLight Indie BuyersRegular Indie Buyers



Who are they?

Light Indie Buyers

Gaming is a key part of my identity

I prefer to play a variety of game genres and franchises

I generally play the games that my friends are playing

I’m usually the one who gets my friends/family to try a 

new game

Gaming is a laid-back activity I use for unwinding

I prefer games where I progress through areas in a 

specific order

Winning a competition makes me energized

I like games that focus on doing one thing extremely 

well

Gaming is just one of the things I do

I prefer to stick to my favorite game genres and 

franchises

I am often playing games that my friends are not playing

I often try a new game recommended to me by 

friends/family

Gaming is a serious activity that I participate in with a lot 

of focus

I prefer games where I can explore areas in the order I 

want

Winning a competition makes me feel drained

I like games that focus on presenting a wide variety of 

gameplay experiences

Traditional Game BuyersRegular Indie Buyers

100% Agreement with 

Right Statement
Even Split

100% Agreement with Left 

Statement

Gaming Attitudes



Who are they?

Light Indie Buyers Traditional Game BuyersRegular Indie Buyers

Gaming Attitudes



Who are they?

Indie Game Descriptors

0%

10%

20%

30%

40%

50%

60%

70%

Unique

Experimental

Innovative

Alternative

MemorablePassionate

Retro/Classic

Beautiful

Low quality

Regular Indie Buyers

Light Indie Buyers

Traditional Game Buyers
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Ideal Experience?

Gaming Aspect Priorities (Ranked Top 3)
Indie Buyers vs. Traditional Buyers (all games)

59%

34%

45%

37%

20%

39%

29%

17%
21%

58%

28%

41%

48%

19%

36%

29%

15%

25%

Why Indie Game Buyers play all games

Why Traditional Game Buyers play all games

STORY/

NARRATIVE

INNOVATION/

UNIQUENESS
CONTROLS/ 

GAMEPLAY FEEL

GRAPHICS/ 

ART

EXPRESSION/ 

CREATIVIY

AMOUNT OF 

CONTENT
PROGRESSION/ 

LEVELING

MUSIC/ 

SOUNDS
MULTIPLAYER 

OPTION
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Ideal Experience?

Gaming Aspect Priorities (Ranked Top 3)
Indie Buyers (all games vs. indie games)

59%

34%

45%

37%

20%

39%

29%

17%
21%

57%

51%

40%
37%

31% 30%

22%
18%

14%

Why Indie Game Buyers play all games

Why Indie Game Buyers play indie games

STORY/

NARRATIVE

INNOVATION/

UNIQUENESS
CONTROLS/ 

GAMEPLAY FEEL

GRAPHICS/ 

ART

EXPRESSION/ 

CREATIVIY

AMOUNT OF 

CONTENT
PROGRESSION/ 

LEVELING

MUSIC/ 

SOUNDS
MULTIPLAYER 

OPTION

Gaming Aspect Priorities (Ranked Top 3)



Ideal Experience?

Theme Preferences (Rank Top 3)

Light Indie Buyers (N=1482)

50%

42%

30%

22% 22%
20%

16%
13% 13%

45%

36%

28%

22% 21% 19% 21% 19%
16%

35%

30%
26% 25%

14%
18%

26% 25%

21%

22%
18%

28%

22%

9%

19%
17%

41%

10%

20% 20%

27%
25%

10%

15% 15%

38%

12%

25% 24% 23% 24%

12%
15%

19%

32%

16%

FANTASY SCI-FI
POST 

APOCALYPTIC
HORROR

MYTHOLOGY/

FOLKLORE
MEDIEVAL

MODERN

TIMES
WARFARE

DETECTIVE / 

CRIME

F
A

V
O

R
IT

E
O

V
E

R
U

S
E

D

Traditional Game Buyers (N=1249)Regular Indie Buyers (N=686)



Ideal Experience?

Theme Preferences (Rank Top 3)

Light Indie Buyers (N=1482)
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Ideal Experience?

Theme Preferences (Rank Top 3)

12%

16%

10%
8% 7% 6% 5% 5% 3%

16%

10% 11% 9% 8% 6% 5% 4% 4%

24%

6%
9% 11%

9% 8%
5% 6%

2%

33%

9%
13%

9%
12% 10%

8% 7% 9%

30%

9%

16%
13%

10%
13%

8% 7% 8%

27%

10%
12% 13%

10%
12%

8% 7% 7%

SUPERHERO STEAM PUNK SAMURAI/

NINJA
FAIRY TALE

WESTERN

HISTORICAL

WILD WEST/ 

COWBOYS

NAUTICAL/ 

PIRATE
PREHISTORIC

IDYLLIC/ 

PASTORAL

F
A

V
O

R
IT

E
O

V
E

R
U

S
E

D

Light Indie Buyers Traditional Game BuyersRegular Indie Buyers



Ideal Experience?

Ideal Indie Features Overview

Innovation/Uniqueness

• Feels like designers “took a risk”

• Showcases new and unique 
stories/characters

• Showcases new and unique 
gameplay styles/mechanics

Story/Narrative

• Original IP/world

• Deep storyline

• Non-linear or environmental 
story-telling

Controls/Modes

• Third-person perspective

• Slower pace that allows time to 
plan moves out

• Single Player over Multiplayer

• Online Co-op for MP

Graphics/Art/Audio

• Stylized art style

• Bright colors

• 2-D or 3-D okay

• Looks hand-drawn (if 2D)

• Music / Soundtrack

Creativity/Expression

• Focused on personal satisfaction 
(over community shareability)

• Includes rich character 
customization

• Allows players to develop a unique 
playstyle

Amount of Content

• A vast world to explore

• Designed for long play sessions

• 20 to 100 hours total playtime



Indie Buyers

Who are they?
What is their ideal Indie experience?
How do they buy?



How do they buy?

Monetization Model Preferences (Rank Top 3)

71%

58%

39%

32% 31%
26%

23% 20%

65%

54%

44%

31%
28% 31%

27%
21%

58%

42% 40%

32% 32% 34% 35%
28%

FTP W/ COSMETIC-

ONLY MTX

FULL PAID

GAMES

FTP W/ SEASON/

BATTLE PASS
PARTS/CHAPTER

SUBSCRIPTION

SERVICES/BUNDLES

FTP W/ 

ADVERTISEMENTS

FTP W/ GAMEPLAY 

AFFECTING MTX

MONTHLY 

SUBSCRIPION

Traditional Game BuyersLight Indie BuyersRegular Indie Buyers
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Monetization Model Preferences (Rank Top 3)
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32% 31%
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How do they buy?

Purchase Timing

Pre-order / early access

At release

Within a few months of release

Initial sale (25-40%)

Deep sale (50-75%)

Most Common Time to Purchase Games

Indie GamesGames in General
Traditional Game Buyers (N=1249)

Light Indie Buyers (N=1482)

Regular Indie Buyers (N=686)

17%

28%

33%

16%

7%

10%

20%

31%

29%

11%

17%

24%

29%

20%

10%

17%

23%

28%

20%

12%

13%

24%

32%

21%

10%



How do they buy?

Path to Purchase (Indie PC Buyers)

Purchase 

Trigger

03

Research 

Conducted

02
Where First 

Heard About 

Game

01

YouTube

31%

Steam

15%

Friends & 

Family

13%

Gameplay 

Videos

54%

In-Store Gameplay 

Images

28%

Official Trailers

27%

Gameplay 

Videos

30%

Sale / Discount

12%

Player Reviews

10%



Indie Buyers



Indie Buyers

Who are they?

Gaming 
part of identity

Not only 
Indie Games

Value
Innovation



Indie Buyers

Ideal Experience?

Take a
risk!

Creative
Storytelling

Artistic
Touches



Indie Buyers

How do they buy?

Back 
to basics

Patience 
is a virtue

Gameplay
reigns supreme



Thank You!

phil@humblegames.com
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