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Notes: 

1. Source: DFC Intelligence (August, 2009)

2. Online game revenue means  revenues from subscription, advertising, and digital distribution.

‘04-’13 CAGR: 39.3%
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* APEJ denotes Asia Pacific excluding Japan.
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Source: IDC (2010)

People: m US$ m

Source: IDC (2010)
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* North America includes only the U.S. and Canada

Source: DFC Intelligence (August, 2009)
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Europe includes the U.K., France, Germany, Spain, Italy, Belgium, Norway, Finland, Sweden, Netherlands, Switzerland, Denmark, Austria, Portugal, and Ireland.
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