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1. - Object of study

1.1 Introduction

Videogames, with a short recent history of little more than 30 years, have been

acquiring an exponential cultural, commercial and social importance all over the world.

Their popularity, specially increased during the nineties, has placed them as an
important option in the entertainment sector for a wide range of population,
complementary with the rest of the audio-visual leisure sector and, to a certain extent,

videogames are beginning to dominate the sector.

Particularly in Spain, there are more than 8.8 million people who often play videogames
(20% of the total of the inhabitants of the Country), as it was said in October 2006 by
the macro survey of GFK-Emer consulting. Also the number of players who dedicate 1
to 4 hours a week to this hobby has increased, going from 58.3% in 2004, to 70.3% in
2006, according to different studies of GFK-Emer.

During the presentation of one of these studies, it was explained that, in comparison
with other countries, the European average of people who spend their leisure time
playing with videogames is around 30%, for which we are still far from countries like the
United Kingdom, Germany and France. However it was also considered feasible, in the
mid term, that Spain can recover those 10 points of difference. In addition it also
informed that Spain is still in fourth position of the European ranking regarding

consumption.

According to the General Society of Spanish Authors (SGAE) the increasing turnover
seems to confirm that videogames have settled down in our society as one of the first
options of leisure among the Spaniards and it is also stated that, since year 2002 the
videogames turnover beats both cinema and music ones, and the distance between
them is increasing year after year. The amount billed from the sale of games and
consoles in the Spanish market already reaches 900 million Euro per year, not
including videogames for mobile phones, network games and, of course, illegal copies.



This data shows that, in addition to the good economic health of the companies, the
importance of this phenomenon and the devotion of its followers have a big impact.
Fans who are not only teenagers: in the United Kingdom, for example, a study of the
BBC showed that 5.5 million videogamers were between 25 and 35 years old (65% of
the total population of that age group); and about 6.7 million British people, between 36
and 50 years old (51% of the total population of that age group) played videogames. In
Spain, nearly half of the 8.8 million players (42%) are over 18.

1.2 Women and Videogames

Motivations for the study

One of the main reasons that has motivated us to carry out this investigation is to state,
from our previous study "Influence of videogame in the behaviour of the users and the
abilities developed in them", that women are participating each day of this form of
leisure to a greater extent, and what's more, that they have their own preferences and
trends that could have been valued as a whole, but need a proper analysis as well as a

more in depth study.

Three recent studies referred to the North American market give us information of the
increasing importance of women in the videogame sector:
In April of 2006, the New York Times published the conclusions of the study of
Consumer Electronics Association of the U.S.A., according to which, in spite of
the majority of men videogamers, women of ages between 25 and 34 years old
are majority (65% are women as opposed to 35% men in that range of age).
In October of this same year, a study of the prestigious consulting company
Nielsen Entertainment revealed that 64% of the North American online video
gamers are women.
In September, another report published this time by Parks Associates,
emphasized that women represent 59% of the American consumers who play
on mobile phones. A still greater percentage, when referring to users who
dedicate 1 to 4 hours per month to mobile phone videogames, near 61% of the

total.



This "approach"” of women to digital leisure through videogames, is shown in
organizations like Women In Games International (WIGI), which works to promote the
inclusion of women in the video-game industry and organizes events like Women's
Game Conference, or increasing configuration of female "clans" in international

competitions like Electronic Sports World Cup (ESWC).

With regard to Spain, the already mentioned study published by aDeSe in October
2006, showed that nowadays women represent 37.5% of the 8.8 million Spaniards who
play videogames, concluding, in opinion of this association, their level of representation
as users of videogames has strengthened.

Certainly the female video gamers sector has increased 8 tenths, being 7.5% of the

Spanish population (3.3 million) contrasting with 6.7% (2.7 million) two years ago.

Videogames and women research

Among different studies and reports carried out in Spain relating videogames and
women, two relatively recent ones had a certain repercussion and controversy in mass

media.

Study "Sexual difference in the analysis of videogames" CIDE / Instituto de la
Mujer, 2005.

Report "Con la violencia hacia las mujeres no se juega Videojuegos,
discriminacién y violencia contra las mujeres”. (Don't play videogames with

discrimination and violence against women) Amnesty International. 2004

These two works delimited their exploration to certain games, and centred their
analysis in discriminatory conducts against women and/or the violence and/or
humiliation towards them, as well as certain responsibilities of the country’s legislation
and normative for videogames. But none of them studied the perspective of habits and
global preferences of women and, surprisingly, although they tackled a sensible social
topic, did not place videogames in the context of the contemporary forms of leisure

(music, cinema, television, literature...) offered by the present society.



This investigation on women and videogames

With the perspective previously mentioned, this second investigation of the
Observatory of Videogames the Animation of the European University of Madrid
considered, specifically, to study in depth the habits and preferences of female

videogame players in Spain, in comparison with other leisure activities.

In this way, we wanted to know the relation established by women with videogames
(how it began, time of dedication etc.). Starting with a determined sample of Spanish
the female population, trying to find out how they play videogames in comparison with
other forms of contemporary leisure (music, cinema, television, Literature...). Next, we
pose preferences and lacks detected by women in videogames distributed in Spain,
what devices they use more or they think will use in the future, and what is their opinion
about the achievement and the adjustment of the European classification code for
videogames, PEGI.

Finally, we also set out to gather the opinion of the women on the existence of signs
against their dignity or, discrimination against their genre, both in the contents and in

the publicity of videogames as in other cultural activities.



2. — Methodology

Universal sample: women who live in Spain, who have access to Internet and/or are
students of Secondary Education and who filled the printed survey.

Type of survey (Sampling): Supervised Web Form filled in on the Internet: 51.77%;
supervised printed form 7.58% and non-supervised form, filled in on Internet and/or by
email 40.65%.

Survey: 5 questions of personal data (year of birth, level of studies, work activity,
marital status and province) and 21 questions of the investigation topics (19 with

options selection and 2 open questions for free answering).

Form reception dates: The survey was active from the 15" of June to the 25" of
November of 2006.

Sample size: 2,079 surveys were compiled. After the process of data filtering and
revision, some of the questionnaires with irregularities were discarded, leaving a total
of 1,788 valid surveys.

Origin of the valid surveys: With a base of 1,788 questionnaires the distribution of

the data collection is broken down as follows:

Source Frequency Percentage
Sponsor websites 649 36.30%
University Centers 561 31.36%
LAN Parties 365 20.42%
School Centers 135 7.58%
Unknown Origin 78 4,35%

The number of identified users who have voluntarily filled in the blanks for name,
surname, mobile phone and email is 1508. This data represents 84.35% of the

cases.

Sample Error: The sample error is of + - 2 which represents a margin of confidence of
95.5%




3. — Questionnaire

The questionnaire used for the collection of information establishes in first place a
division in accordance with age, studies, employment, marital status and Spanish
province of reference. After the personal data, the survey has 21 questions which focus
on the interests and objectives of the investigation "Women and videogames: Habits
and preferences of videogamers "

Initiation in videogames (question 1). This question tries to know how was the first
approach of Spanish women to this type of leisure, establishing different parameters
that include a family and social scope, or personal initiative. These are: parents,

brothers, friends, cybers or Internet.

The next questions are related to the distribution of leisure (numbers 2, 3, 4, 5, 6 and 7)
in order to know the cultural scope of the dedication of women to videogames as a type
of leisure in itself, and then the relation with other forms of leisure like television,
cinema, sport, music and literature. These questions allow not only the stratification of
the data in accordance with the time dedicated to play videogames but also the
possibility of having a comparative analysis among regular and sporadic video-gamers

and non-players with regard to other forms of leisure.

And, in addition, a comparison with the results of the Universidad Europea de Madrid's
study presented last year, named "Influence of videogames in the behaviour of users

and abilities developed in them ".

After this approach, we asked about favourite themes (question 8) and videogames
(question 15). This way we could know the general preferences between regular and

sporadic players.

However, we have tried to find out the thematics video gamers demand. For this
purpose, there were 2 questions (16 and 17) that establish a structure of 19 different
possibilities or leave the option of giving a free answer, in case they do not find the

right answer among the given possibilities.



And regarding videogame contents, they were asked about their knowledge and
acceptance of the European classification PEGI, ranking videogames by recommended

ages in accordance with contents (questions 13 and 14).

In the same way, on the basis of this segmentation (regular and sporadic video
gamers) we gathered information on the favourite devices at the time of filling in the
guestionnaire as well as purchase intention of new devices in the near future
(questions 9, 10, 11 and 12).

Another interesting aspect is the sociability generated after the use of videogames.
(question 18). As in the previous report, we were particularly interested in finding out
the development of habits in their personal or social tendencies. Therefore, we asked
about the playing of videogames: on their own "against the machine" or with friends,

relatives or strangers.

And finally, there were some questions regarding the dignity and explicit discrimination
of women in videogames and also in videogame advertising. In these particularly
delicate matters, we have studied the individual person (in this case women in their
relation with videogames) in their environment and taking into account their habits.
Therefore the questions are related not only to videogames but also to television,
cinema, home video and literature (questions 20 and 21).
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4. — Research team

Main researcher

Prof. Dr D. Joaquin Perez Martin. (joaquin.perez@uem.es). Academic Director of the

Master in Design and Programming of Videogames of UEM (Universidad Europea de
Madrid). In charge of the “Observatorio del Videojuego y la Animacion” of UEM and
technological manager, webmaster and teacher of “Infografia y multimedia” of the
Faculty of Communication Sciences. Also in charge of the contents of
http://www.canalaudiovisual.com and administrator of the distribution lists of the R+D
Plann: audio-visual contents and new technologies (CAV-NT) and the observatory of
videogames and animation (OB-videogames). Collaborator for the New Technology

sections of “Radio Nacional de Espafia”.

Research team

Prof. D. Julio Ignacio Ruiz (jirdigitals@gmail.com) Professor of the Training Center of
RTVE, expert in Internet and Multimedia and person in charge of editing and publishing
(Publications IORTV); teacher of Multimedia at Universidad San Pablo-CEU and
teacher and coordinator of the masters of Fundacion San Pablo-CEU: "TVi: production
of television programs and interactive contents "; Publisher and administrator of the
bulletin distributed by the National NREN RedIRIS "CAV-NT: Audio-visual contents and
New Technologies "; publisher and producer of Canalaudiovisual.com. Bachelor
degree in Journalism and Audio-visual Communication (Universidad Complutense de
Madrid), Specialist Technician in Production of Programs of Television (IORTV.
Madrid), Master in Multimedia Authoring For Broadcast Professionals (European
Program Media Il - Irish Radio and Television Institute - European Broadcasting Union.
Dublin).

Sonia Portillo Martinez. Coordinator of postgrade training projects at the Instituto de
Estudios Bursétiles. University Specialist in Foreign trade by the UNED and in Private
Banking by the IEB. Bachelor degree in Musicology and Graduate in English Philology
at the Universidad de Valladolid. She has a wide previous experience as an
international consultant in projects of investment and economic development, as well

as in international projects within the Spanish NREN.
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5. - Collaborating organizations

Asociacion de Videojugadores (Videogamers Spanish Association),
created in May 2006, is a non profit Association of national scope
whose members have the objective to foment the relation of
videogamers with videogame distribution and development companies and among
videogamers. It has the commitment to help, inform and contribute towards the training

of users in the matter of videogames http://www.asociaciondevideojugadores.com.
The British Council is an educative institution that offers a
bilingual and bicultural curriculum for students from 3 to 18
years old who will be able to choose between Spanish and British Universities in the

future: http://www.britishcouncil.org/es/spain.htm

Canal Audiovisual, http://www.canalaudiovisual.com is a

digital portal for audio-visual contents, created during the
year 2000. It is a platform for exhibition and promotion of audio-visual and multimedia
creations of independent authors. Its main objectives are to present information of the
audio-visual world as well as to offer complete technical user's guides of new
technologies like the multimedia or , and to give
information of the Spanish and International legislation of the sector.

Meristation http://www.meristation.com is the online

videogames magazine produced in Spanish which has

the highest number of followers. It contains different

thematic sections such us news, tricks, guides, demos and forum for all consoles:

PlayStation, Nintendo, Game Boy, Xbox, PC. It was completely created and developed
with the work of a small group of people mad about videogames.

OcioJoven http://www.ociojoven.com appeared in August 1999 and

nowadays has more than 1,000 articles published every month and
around 7,000 messages in daily forums. Communication between our
users is constant. It is more than a digital portal, it is a great community.

Vandal http://www.vandal.com is an online videogames magazine

written in Spanish with contents updated daily. It has very large
sections of games, tricks, PlayStation 3, Xbox 360, Wii, PlayStation
2, PSP, Nintendo DS and more.
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6. - Identification data

Some significant data of the profiles of women who filled in the survey:

Age Groups

Older than 35 years old 13.43%
From 18 to 35 years old 68.82%
From 14 to 17 years old 11.39%
From 7 to 13 years old 6.17%
Younger than 6 years old 0.17%

Marital status:

67, 6% of the women are single (with or without partner), 15, 7% are married (with or

without children).

Working activity:

There is a great proportional balance between working and non-working women. The
workers are 51,7% and those who do not work 43,9%.

Studies Percentage
DA/DK (don’t answer / don’t know) 115
Other 20.9
Music and dance 0.3
Arts and Design 0,8
Doctorate 1,8
University Degree (science) 19.2
University Degree (arts) 13.6
Occupational Training (arts) 0,8
Occupational Training (science) 8,1
Second year of Secondary Education (sciences) 3.0
Second year of Secondary Education (arts) 21
First year of Secondary Education (sciences) 2.9
First year of Secondary Education (arts) 1.1
Second Level of Secondary Education 7.0
Second Level of Secondary Education 5.0
Cycle Primary Education (3écycle) 0.8
Primary Education (2™ cycle) 0.8
Primary Education (1% cycle) 0.3
Total 100,0
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Spanish province of reference

In order to get a reference data of the repercussion of the survey within the Spanish
provinces, the analysis of the data showed that there were surveys coming from every
province of Spain, being Madrid, Barcelona and Valencia those with the highest rating

of participation.

Province Percentage Corufia 1,2 Las Palmas | 1,1
Alava 0,3 Cuenca 0,1 Pontevedra | 1,1
Albacete 0,9 Gerona 1,0 La Rioja 1,0
Alicante 4,3 Granada 1,4 Salamanca 0,6
Almeria 1,3 Guadalajara | 0,4 Tenerife 0,6
Asturias 2,5 Guipuzcoa 0,6 Segovia 0,4
Avila 0,3 Huelva 0,4 Sevilla 2,8
Badajoz 0,3 Huesca 0,1 Soria 0,7
Baleares 1,2 Jaén 1,6 Tarragona 1,1
Barcelona 10,5 Ledn 0,6 Teruel 0,2
Burgos 0,7 Lleida 0,7 Toledo 0,8
Caceres 0,5 Lugo 0,2 Valencia 11,9
Cadiz 1,5 Madrid 28,1 Valladolid 1,4
Cantabria 1,0 Malaga 3,0 Vizcaia 2,0
Castellon 1,4 Melilla 0,1 Zamora 0,3
Ceuta 0,2 Murcia 2,5 Zaragoza 2,1
Ciudad 0,5 Navarra 0,8

Real Ourense 0,2

Cordoba 1,3 Palencia 0,3

14



7. Data analysis

The analysis of Habits and preferences of female videogamers shows the following

conclusions:

7.1 Distribution of Leisure

7.1.1. Videogames

More than half of the women who participated in the survey (54,63%) regularly spend
part of their leisure time playing with videogames (several times a day, everyday or
almost everyday, or several times a week), 17.61% play less than once a month, or

never.

30,00%:7 -
O Several times a day

25,00%+ @ everyday or almost everyday

20,00%+ O Several times a week
OOnce a week

AN

15,00% .
B Two or three times a month

10,00%1 OOnce a month
5,00%:- B Less than once a month
ONever or practically never

AN

0,00%-

Only 10,29% of the women play several times a day. Regarding dedication time, the

resulting structure is as follows:

Several times a day 10,29%
everyday or almost everyday 17,61%
Several times a week 26,73%
Once a week 10,96%
Two or three times a month 10,96%
Once a month 04,58%
Less than once a month 09,00%
Never or practically never 08.61%

In order to make a proper analysis, we grouped this data into three basic groups:

15



REGULAR videogamers: those who play at least once a week (65.59%
of the universal sample).

SPORADIC videogamers: those who play once every month or several
times (26.5% of the universal sample).

NON-videogamers: Those who do not play or they play less than once a

month. (17.61% of the universal sample)

The working circumstances do not seem decisive in the spare time dedicated to
videogames. The most enthusiastic working players are 52.3% and the regular players

who do not work 47.7%. This proportion is similar for non-Players.

7.1.2 References to other types of leisure: television, cinema, sports,

music, reading.

Videogamers have other ways of spending their spare time (television, cinema, sports,
music, literature) in very similar proportions to non-players.

The main dedication to other types of leisure activities (television, cinema, sports,
music, reading) is also very similar between players and non-players.
Thus the analysis shows the percentage of dedication to the different types of leisure

activities, as follows:

Television

Habit of television Video-gamers Sporadic VG Non VG
DA/DK 0.3 0 0
Never or practically never 3.8 1.4 3.2
Less than once a month 0.5 0.4 0.6
Once a month 0,0 0.3 0.0
A couple of times a month 0.8 0.7 1.3
Once a week 43 5.8 5.7
Several times a week 18.5 15.1 23.2
Everyday or nearly everyday 41.0 39.2 42.9
Several times a day 30.6 37.4 23,2

16




Habit of television

504 O DA/DK
B Never or practically never

401 OLess than once a month

30+ OOnce a month

204 B A couple of times a month
OOnce a week

101 B Several times a week

0- OEveryday or nearly everyday
Video-gamers Sporadic VG Non VG B Several times a day

The percentage of women who watch television daily or several times a week, is

around 90% of all the videogame and non-videogame players.

Cinema
Habit of cinema Video gamers Sporadic VG Non VG
DA/DK 0.1 0 0.3
Never or practically never 6.2 5.8 7.3
Less than once a month 16.0 22.3 22.2
Once a month 21,6 18.7 13.7
A couple of times a month 37.7 331 39.7
Once a week 16.7 16.2 15.9
Several times a week 2.7 11 1.0
Everyday or nearly everyday 1.0 0.0 0.0
Several times a day 0.9 0.0 0,0
Habit of cinema
ODA/DK
40 B Never or practically never
30 OLess than once a month
OOnce a month
20 B A couple of times a month
10 OOnce aweek
B Several times a week
° Video gamers Sporadic VG Non VG OEveryday or nearly everyday
B Several times a day

Regarding the cinema we find that around 50% of the women who were surveyed go to

the cinema once or twice a month.

Sports

17




Sport present parallelisms between users who never practice it or nearly never, the
percentage being around 25%, as shown in the table below, and those who practice
sports one or several times a week being 34.2% for regular videogamers, 30.9%
sporadic videogamers and 34.6% for non players.

Habit of sport VG Sporadic VG Non VG
DA/DK 4,2 1,8 1,0
Never or practically never 248 27,7 29,5
Less than once a month 12,6 15,1 13,7
Once a month 3,3 3,2 3,2
A couple of times a month 7,5 9,7 8,9
Once a week 13,1 15,8 14,0
Several times a week 211 15,1 20,6
Everyday or nearly everyday 9,0 9,7 7,6
Several times a day 1,4 1,8 1,6

Habit of sport

ODA/DK
B Never or practically never

OLess than once a month

OOnce a month

B A couple of times a month
OOnce aweek

B Several times a week

VG Sporadic VG Non VG OEveryday or nearly everyday
B Several times a day

Music

Music turns out to be the type of leisure that more assiduity reaches among the women
surveyed. In fact, half of them listen to music several times a day and around 93%

several times a week.

Habit of music VG Sporadic VG Non VG
DA/DK 0,4 0 0
Never or practically never 1,5 1,8 1,6
Less than once a month 0,8 0,4 1,3
Once a month 0,4 0,7 0,3
A couple of times a month 1,2 0,7 1,9

18



Once a week 1,9 1,8 2,9
Several times a week 11,0 11,9 9,5
Everyday or nearly everyday 32,5 32,4 34,6
Several times a day 50,3 50,4 47,9

Habit of music

ODA/DK
r 60 B Never or practically never

50 OLess than once a month

40 OOnce a month

30 B A couple of times a month

20 OOnce a week

10 B Several times a week

VG Sporadic VG Non VG 0 OEveryday or nearly everyday

B Several times a day

Reading

Reading reaches levels between 55% and 60% among surveyed women who read
several times a week, everyday or nearly everyday or several times a day. These
percentages decrease until about 20% regarding women who never read or read less

than once a month.

Habit of reading VG Sporadic VG Non VG
DA/DK 0,5 0,4 0,3
Never or practically never 8,5 9,0 7,3
Less than once a month 10,2 9,4 8,6
Once a month 8,5 6,1 7,0
A couple of times a month 8,5 8,6 12,1
Once a week 6,1 10,8 6,7
Several times a week 20,2 16,9 24,8
Everyday or nearly everyday 24,2 24,8 23,8
Several times a day 13,1 14,0 9,5
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Habit of reading

251
ODA/DK
20+ B Never or practically never
154 I OLess than once a month
OOnce a month
101 B A couple of times a month
5- O Once a week
M Several times a week
0- VG Sporadic Non VG O Everyday' or nearly everyday
VG B Several times a day

7.2 Initiation in videogames

More than half of the surveyed women (55,21%) started playing videogames when they

were given or lent a videogame by their family (parents, brothers or sisters, etc.).

The link of this initiation to the family is higher for regular videogamers (59.4%) than for

non-players (42,5%).

On the contrary, a very low percentage become interested in videogames by means of
a cyber (1,84%) or Internet (5,76%) although an analysis on habits demonstrates that
videogamers surf the Internet as much as non-videogamers (1,8%) while only
videogamers go to the ciber (2,3%) in opposition to sporadic videogamers as well as

non-videogamers (0,3%).

When the initiation is based on friendship ties, the proportion of the male friends
(17,16%) is higher than the female friends (5,43%).

20



e . O DA/DK
Initiation in the videogames

B A friend lend or gave you a

25 videogame
20 OA friend (female) lend or gave
you avideogame
1577 OBrothers or sisters lend or
Lok gave you a videogame
B Your parents lend or gave
5 you a videogame
0 OOther relatives lend or gave

you a videogame

This proportion in favour of the male friends stays so among both videogamers (16.9%

as opposed to the 4.5%) and non-Players (15.9% as opposed to 6%).

By purchase of videogames, the study reflects the following numbers:

. . . O DA/DK
Initiation in the videogames

B A friend lend or gave you a

30- videogame
254 O A friend (female) lend or gave
A you avideogame
201 O Brothers or sisters lend or
151 gave you avideogame
10+ B Your parents lend or gave you
5 avideogame
O Other relatives lend or gave
0+ . you avideogame
VG Sporadic VG Non- VG B You saw it in aciber
Inicio VG Sporadic VG Non- VG
DA/DK 0,6 0 4,4
16,9 18,7 15,9
A friend lent or gave you a videogame
. ) 4,5 5,8 6,0
A friend (female) lent or gave you a videogame
. . 21,0 22,7 19,0
Brothers or sisters lent or gave you a videogame
. 25,2 16,9 9,8
Your parents leny or gave you a videogame
. . 13,2 16,5 13,7
Other relatives lent or gave you a videogame
o . 2,3 1,8 0,3
You saw it in a ciber
You saw it on Internet 6.7 2,5 51
Others 9,5 15,1 25,7
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7.3 Sociability generated from the use of videogame

Half of the women (48,16%) usually play against the machine.

The second option is family. In this sense, a 22.2% of the surveyed women play with
the family, emphasizing that sporadic players and non-players are the ones who

usually play with the family whereas regular players prefer to do it with friends.

14, 43% of the women who were surveyed play with friends on the Internet being this
percentage higher in regular players (22,6%) and there are very few (2.85%) who play

with strangers on the net.

The data shown below capture the percentages of the nearly 1,800 women who were

surveyed:

By age we find a greater proportion of gaming with relatives (66%) in the age range
‘from O to 6 years old’ curiously followed by ‘older than 35 years old’. 27.4% of them
play with relatives. Among the other ages the percentage goes up to around 20% in the
ages between 14 and 18 and 13 and 17 in shich the relatives they play with happens to
be brothers.

Sociability of the habit of videogame

ODA/DK
B Versus the machine

O Net playing with friends
ONet playing with strangers
B With relatives

OOthers
VG Sporadic VG Non VG
Sociability of videogames VG Sporadic VG Non VG
DA/DK 4,0 1,4 8,3
Versus the machine 48,9 48,9 46,7
Net playing with friends 22,6 11,2 9,5
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Net playing with strangers 3,1 1,8 3,2
With relatives 16,7 29,9 20,0
Others 4,5 6,8 12,4

Women of ages from 7 to 35 years old play in the Net with friends being the highest

percentage those over 18.

The lower the age, the smaller the proportion of women who play with strangers on the
Net: starting from an irrelevant 0.9% of women from 7 to 13 years old to a 4.2% of

women over 35.

Sociability by ages

70+
60
50+ O DA/DK
40 :
30 B Versus the machine
ig O Net playing with friends
0- O Net playing with strangers
0-6 years 7-13 14-17 18-35 More B With relatives
years years years than35 B Others
years

SOCiabi”ty by age group | o-e years | 7-13 years 14-17 years 18-35 years More than 35 years
DA/DK 0,0 9,2 5,0 3,8 8,0
Versus the machine 33,0 48,6 49,8 47,5 51,1
Net playing with friends 0,0 13,8 12,4 22,3 6,8
Net playing with strangers 0,0 0,9 2,5 29 4,2
With relatives 66,0 21,1 21,9 16,7 27,4
Others 0,0 6,4 8,5 6,6 2,5

7.4 Videogaming devices

Almost three of every four women play on a computer PC (71,81%).

By game habit It is possible to verify that mainly women videogamers are PC players,
and that sporadic videogamers also use personal computers. Nevertheless, a tendency
is shown towards the console because of the fact that they have a console in their

family as well as the lower use of the mobile phone for playing videogames.
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Console by habit VG VG VG Sporadic | Sporadic | Sporadic | Non Non VG | Non
VG VG VG VG VG
PC Console | Cell PC Console Cell PC Console | Cell
Phone Phone Phone

DA/DK 1,79 0,34 0,34 2,16 1,08 1,44 3,17 2,54 4,44

Not now but 10,06 19,95 19,95 14,75 21,94 24,10 15,87 25,40 14,29

maybe in the

future

Not and do not 9,55 41,35 41,35 10,07 9,35 39,21 31,43 46,35 58,73

believe | will play

in the future

Yes and think to 78,60 38,36 38,36 73,02 67,63 35,25 49,52 25,71 22,54

go on playing with

console

By ages, the range of age between 7 and 13 years old is where we found a higher re-

affirmation (79,8%) of the use of the personal computer as a videogame platform,

followed closely by the range between 18 and 35 years old (74,8%)

Console by age group 7.13 7.13
0-6 years | 0-6 years | 0-6 years years 7-13 years years
Cell Cell
PC Console phone PC Console phone
DA/DK 0,00 0,00 0,00 7,34 7,34 11,01
Not now but maybe in the future 0.00 0.00 0.00 6.42 11.01 20.18
Not and do not believe | will play in the
future 33,33 0,00 66,67 6,42 12,84 28,44
Yes and think to go on playing with console 66.67 0.00 3333 79 82 68.81 40.37
Console by ages 1835 18-35
14-17 years | 14-17 years | 14-17 years | years | 18-35 years years
PC Console Cell phone PC Console Cell phone
DA/DK 1,99 2,49 3,48 2,06 0,74 0,66
No now but maybe in the future 12,44 13,43 12,94 11,45 17,05 19,44
No and do not believe | will play in the
future 14,43 21,39 42,79 11,70 9,80 43,25
Yes and think to go on playing with
console 71,14 62,69 40,80 74,79 72,41 36,66
Console by ages More than | More than 35| More than
35 years years 35 years
PC Console Cell phone
DA/DK 3,38 2,53 1,27
Not now but maybe in the future 16.03 15.61 2405
Not and do not believe | will play in the
future 24,47 23,63 55,27
Yes and think to go on playing with console 56.12 5823 19.41

Regarding game frequency the re-affirmation in present and future use of PC players is

very high (75,1%) and lower between nonplayers (49,5%).
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The personal computer has a whole life ahead as a platform for videogames

among women.

The mobile phones are the support they use the least out of the three possible
platforms, although one out of five think they will play in the future. The younger they
are, the more reasserted the mobile phone is as s videogame platform in the present

time and future.

This re-affirmation is enormous in ages between 7 and 13 years old (40,4%) and very
small over 35 (19,4%) and, consequently, the most reluctant ones to play with mobile
phones now and in the future are those of the age group of over 35 (55,3%) however

the opposite happens with those of ages between 7and 13 years old (2,8%).

Many expectations are opened in mobile phones as a platform of videogames for

younger women.

The percentage of women who play with console and think of playing in the future is
quite high (68,84%) very closely followed by the percentage of women who play on a
computer PC. By ages, consoles are the favourite and women think they will still be so

in the future, in the range between 18 and 35 years old (72,4%).
By ages we cannot observe any great rejection towards consoles (they do not play and
don’t think they will play in the future), and the percentages move between (23,6%) for

women over 35 and (9,8%) of the range between 18 and 35.

The proportion of players who play with consoles and think they will go on using them
is much higher (71,9%) than between the non-Players (25,7%).

The rejection to play with console related to the answer “No and do not believe |

will play in the future” is higher for non-Players (46,3%) than for players (8,2%).
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7.5 Intention to acquire a third generation console

Regarding the possession or purchasing a third generation console, less than half of
the surveyed women (43,73%) say that they do not have and will not buy any console.

One of four (25%) think they will soon purchase a PS3 or a Nintendo Wii.

Percentage
ONon-purchse
43.74 of console
Non-purchse of console B Purchase of
XBOX 360
Purchase of XBOX 360 18,68 OPurchase of
PS3
OPurchase of
Purchase of PS3 25,13 Nintendo WII
Percentage
Purchase of Nintendo WII 2545
Per habits:
Purchase of console
by sporadic playing VG Sporadic VG Non VG
None 32,80 53,60 78,10
XBOX 360 24,50 10,80 5,40
PS3 31,50 20,10 10,50
Nintendo WII 31,70 19,80 8,30
Purchase of console by sporadic habit
80
60
ONone
40 B XBOX 360
OpPs3
L .
20 ONintendo WII
0

VG Sporadic VG Non VG
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7.6. European system PEGI of classification of videogames by

ages and contents

7.6.1. Knowledge of the PEGI code

Regarding the Pan-European Game Information (PEGI) age rating system, 64, 02% of
the players know it. This percentage contrasts with the 31, 02% who have not heard of
it.

By ages, women over 18 years old seem to be more aware of the PEGI code.
Naturally, the younger the female are, the less aware they are of the PEGI code. It is

evident that girls under 6 do not have criteria to know this code.

Knowledge of PEGI by 14-17 years 18-35 years More than 35
ages 0-6 years old | 7-13 years old old old years old
Si 33,00 40,37 47,26 55,19 50,21

No 66,00 58,72 52,74 43,49 47,68

7.6.1. Attitude towards the PEGI code

7.5.1.1 The PEGI code, ratings of contents by age

62.1 % of the women surveyed who admit to know the PEGI code confirm their
agreement with the system of rating by ages and contents whereas a 22.8% do not
consider it well focused and 14.7% do not look at it very often.

If we look at the numbers regarding game habits, we find that regular and sporadic
videogamers usually agree with the parameters of the PEGI code (63% regular VG and
65.5% sporadic ones). Nevertheless, non-players declare more often their
disagreement with the PEGI code (39,2%).

Attitude against PEGI by

habit of game VG Sporadic VG Non VG
Yes, | believe that the 63.0 655 473
recommended age and the
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content are suitable
No, | believe that they are
not well focused 213 22,7 39,2

| do not look at the code of

15,3 11,8 13,5
recommended age

Attitude against PEGI by habit of game

OVYes, | believe that the
recommended age and
the content are suitable

B No, | believe that they are
not well focused

Ol do not look at the code
of recommended age

VG Sporadic VG Non VG

7.7 Preferences and lacks detected by women in videogames

7.7.1 Favourite Themes

Themes like ARCADE, GRAPHICAL ADVENTURE and SIMULATORS, are the
favourites among women with percentages around 35%. SPORTS, RACES, ON LINE
GAMES and PUZZLES have an intermediate position, while videogames for
CHILDREN and EROTICS are the games they least liked.

%

Arcade 35,12
Graphic aventure 34,34
Simulators 34,28
Roll 23,38
Accion 21,87
On-line 21,76
Strategy 20,53
Puzzles 18,74
Reces 15,55
Sports 14,32
Educative 10,23
None 6,04
Children 5,76
Erotic 1,85
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Genres

OArcade B Graphic aventure OSimulators ORoll

B Accién OOn-line B Strategy OPuzzles
B Reces B Sports OEducative ONone
B Children B Erotic

7.7.2 Favourite videogames

The ten favourite videogames of the women surveyed are:

videoGAME %

The SIMS 13,37
Final Fantasy 5,48
Mario Bros. 3,80
The Legend of Zelda 3,75
Tetris 3,41
World of Warcraft 2,80
Need for Speed 2,13
Pro evolution Soccer 1,85
Tekken 1,85
Resident Evil 1,73
SingStar 1,73
Counter Strike 1,62
Animal crossing 151
Monkey Island 1,40
Age Of Empires 1,23

7.7.3 Lacks detected in videogames supply

Women think that there should be more supply of games of these themes:
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Thematic %

Strategy 48,49
Solving problems and enigmas 38,37
More elaborated plots 34,28
Cooperative mode 33,22
More interactive 29,53
With more female main characters 24,61
About fantastic arguments and characters 21,25
About films and literary plays 21,20
About love and romantic adventures 20,13
About houses, cities and port building 18,46
About interior and decoration 17,28
About simulation of historic situations 15,16
About clothes and make up 14,77
Action and fights 13,31
About business simulation / companies, stock

markets... 11,97
Sports 10,85
About battles and historic moments 10,40
About simulators of airplanes, ships, cars 6,88
About prosecutions and shooting 6,60
Others 5,09

On a second level, we find women would like to have more interactive videogames, or
with more feminine protagonists, of fantastic arguments and characters, and also
based on literary works and films, love and romantic adventures.

Those they lack less are the videogames of persecutions and shooting and those of

airplanes, ships and cars, as well as those of historical battles, and sports.

7.7.4 Sexual orientation direction of the supply of videogames

36.32% of the women surveyed think that videogames are male orientated. This belief
is slightly higher for sporadic video-gamers (38%) than for regular players and non-
players (35%).

Regarding the evolution of the supply, 13.1% think that more and more videogames
are focused on the female public, although 5.08% of the women think that they are
more focussed on the male public.

Orientation by habit

VG Sporadic VG Non VG
In general, orientated to male public 35,29 38,13 35,56
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The percentage of those who think that videogames are more and more focused on the

male public is small, regular players (4,09%), sporadic players (5,76%) and non-

More and more orientated to female public 16,88

More and more orientated to male public 4,09
Do not see any orientation 15,00
This is an absurd debate 21,40
DA/DK 2,47

Orientation by habit

40

30

20

10

VG Sporadic VG Non VG

players (5,4%).

In general, 13.48% think that videogames do not have genre orientation at all, and

15% are those who do not see any orientation at all.

One of five women (19,47%) think that the debate on male orientation on the supply of

videogames is an absurd debate: Regular players (21,4%), sporadic players (20,5%)

and non-Players (16,5%)

12,59 9,84
5,76 5,40
14,03 11,43
20,50 16,51
7,55 15,87

OIn general, oriented to male
public

B More and more oriented to
female public

OMore and more oriented to male
public
ODo not see any orientation

B This is an absurd debate

ODA/DK

7.8 Discriminatory sexism in cultural ways of leisure

7.8.1 Sexism on television, home video, cinema, videogames and in

Literature

Lttle more than half of the women (56,4%) say that manifestations against women’s

dignity or, in general, discriminations towards their genre have been seen mainly on

television programs.
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Sexism and discrimination against women

DA/DK
Videogames
cinema-video
Literatura

lelevision programes

%
9,34
15,27
15,38
3,41
56,49

Sexism and discrimination against women

60

50

40

30

20
10

%

O DA/DK
Bvideogames
Ocinema-video
Oliterature

B lelevisién programes

In second place but far from TV, we find manifestations of sexism in an almost identical

proportion (15,38%) home video, cinema and videogames (15,27%). Sexism detected

by women surveyed in literature is not remarkable (3,41%)

Discrimination in contents

Bvideogames
Ocinema-video

B lelevisién programes

60
50 ODA/DK
40
30
20 Oliterature
1017/
0
VG Sporadic VG Non VG
Discrimination in contents VG Sporadic VG Non VG
DA/DK 7,16 6,47 14,60
videogames 14,15 18,71 17,14
cinema-video 16,79 13,31 13,02
literature 3,67 4,32 1,90
lelevision programes 58,06 57,19 53,33

7.8.2 Sexism

in

advertisement

videogames and Literature works.

Dismination in the publicity of contents

DA/DK

Publicity of videogames

32

of television,

video-cinema,

%
9,96
16,83



Publicity in cinema- video 15,21
Publicity in literatura 1,34

Publicity in television programes 56,54

Dismination in the publicity of contents

ODA/DK

60 B Publicity of videogames

50 OPublicity in cinema- video
40 OPublicity in literatura
30 B Publicity in television programes
20

10 L

0

%

With regards to advertisements, slightly more than half of the women who were
surveyed (56,54%) say that they have seen more manifestations against women’s
dignity or, in general, discrimination towards their genre on television programs. In
second place, although far from TV programs, we find videogames (16,83%) and then
cinema-video programs.

Sexism detected by women in Literature advertisements is almost irrelevant (1,34%).

It can be observed that the proportions on the appreciation of manifestations against
women’s dignity or, in general discriminatory attitudes towards their genre, are very
similar for the advertisement of works and for the works themselves in all these types

of leisure (television, home video, cinema, videogames, Literature).

Discrimination in advertisement VG Sporadic VGs Non VG
DA/DK 6,91 9,35 16,51
videogames 15,43 20,14 20,00
cinema- video 17,22 14,39 9,52
Literature 1,53 0,72 1,27
television programes 58,74 55,40 52,70
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8. — Conclusions

The study "Women and videogames" is based on 1,788 valid surveys. The number of
users who, voluntarily, have filled in the blanks for name, last names, mobile phone
and e-mail is 1,508. This figure represents 84.35% of the total number of surveys.

Most of the women who were surveyed are studying at a university or have a university
career or a module of professional training. As far as it concerns to personal relations,
there is majority of single women who have a partner (47,53%) followed by single

women without partner (20,7%).

This sample is composed by a highly qualified population with stable and independent
personal relations.

The main conclusions of the analysis of the total data are explained in the following

points:

8.1. Distribution of leisure time

Regular and sporadic videogamers spend their leisure time not only playing
videogames but also watching television, cinema, practising sports, listening to
music, reading, etc., in very similar proportions to the way non players spend
their leisure time. What we find very important is that the same priorities given to
each type of leisure (television, cinema, sports, music, reading) are also very

similar between players and non players.

This trend pulverizes the myth of videogames being "isolating" cultural elements
of other types of leisure and "insulators" of other activities. Women have
integrated videogames in their leisure time in similar proportions. It seems to be
anecdotic that non video gamers spend more time of leisure listening to music than
videogamers, but both dedicate almost the same proportion of time to read books,
practise sports, or go to the cinema.
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8.2. Initiation in videogames

Parents are in general the ones who initiate their daughters in videogames by giving
videogame presents to them. Consequently, they ought to be responsible for this kind
of leisure and ought to be properly informed about the correct development of this
habit. This responsibility is very important if we take into account that, in next place it is

the brothers who initiate their sisters in the use of videogame.

Cie . . ODA/DK
Initiation in the videogames

B A friend lend or gave you a
videogame

OA friend (female) lend or gave
you a videogame

OBrothers or sisters lend or gave
you a videogame

301

B Your parents lend or gave you a
videogame

OOther relatives lend or gave you
avideogame

B You saw itin aciber

VG Sporadic VG Non- VG

OYou saw itin Internet

More than half of the surveyed women (55,21%) started playing videogames
when they were given or lent a videogame by their family (parents, brothers or

sisters, etc.).

Not only this initiation in the videogames through the influence of the family can
be surprising, but also the low rating of individual or external initiation in

videogames (ciber: 1,8%; internet: 5,7%).

Combining this information related to the great importance of parents in the initiation of
women in videogames with the data of the PEGI code, we can conclude that parents
are responsible of the purchase of their daughters’ videogames and it is not the

other way round, as one may think.
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8.3. Sociability

Nearly half of the surveyed women (47,93%) usually play against the machine,

but one of three (37,52%) play with friends or relatives.

With regards to this data we can conclude that the facts that determine the individual
game against the machine are: the self narrative structure of the videogames (specially
the commercial ones), and the present social habits of leisure.

This individual use of cultural supports is shared for almost identical reasons by books,
and as a consequence of the digitalization, by television, music and video. However, in
the case of going to the cinema and practising sports, women still prefer to share these

activities with friends and family.

Despite the individual gaming trend, we have to pay attention to the relatively
high percentage of women (almost two of five) who prefer to play videogames
with friends and relatives. This means that, to a certain extent, the video gamer
does not reduce her sociability because of the condition of the narrative

structure of videogames, demonstrating thus her sociable nature.

Sociability of the habit of videogame

50
40
30
20

ODA/DK
B Versus the machine

O Net playing with friends
ONet playing with strangers
10 B With relatives

0 OOthers
VG Sporadic VG Non VG

2.85% of female videogamers play with strangers on the network. By ages we find that
the proportion increases according to the ages: from 0.9 % of women between 7-13
years old to 4.2% in the range of over 35. This means, the number of video gamers
who play videogames with strangers in the network is very reduced, stating in addition
that the younger the women are, the smaller the proportion of videogamers who play

with strangers in the network is.

37



Sociability by ages
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304
20
10

ODA/DK

B Versus the machine

0-6 years 7-13 14-17
years  years

18-35 More
years than 35

O Net playing with friends
ONet playing with strangers
B With relatives

OOthers

years

This data is very important because it breaks with the present social alarmism that

presents women, especially young ones, as if they were stuck into Internet

connections, at least regarding videogames.

8.4. Videogaming devices

Personal computer has a whole life ahead as a platform for videogames among

women: Almost three of four women play on a computer PC (71,81%) and a higher

percentage (75,1%) have opted for the PC as a favourite platform for the future.

However, it should not be left aside the fact that the percentage of women who play

on consoles and think they will go on using them is very close (68,84%) to the

percentage of the PC users.

451
401
351
301
251
201
151
101

N N N N N N N N

Percentage

ONon-purchse
of console

B Purchase of
XBOX 360

OPurchase of
PS3

OPurchase of
Nintendo WII

In this sense, little more than half of the
surveyed women state that they have
the intention to purchase a third
generation console in the future
(56,3%). Regards which console they
would choose, they voted equally for a
PS3 (25,72%) but for a Nintendo Wii
(25,44%) and less for Xbox 360
(18,68%)

Also it is necessary to pay special attention to the evolution of mobile phones as

future favourite videogame platform. Nevertheless nowadays the mobile phone is

the platform they use less (34,78%), the women who were surveyed also say that 1 of
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5 intend to play in the future on mobile phones. And what's more, the younger the
women are, the present and future use of the cell phone as a videogame platform is
more reaffirmed, being the ages from 7 to 13 years, the range in which 2 of 5 intend to

play with the mobile phone in the future.

8.5. PEGI Code

The PEGI code is one of the most important European initiatives in the rating of
interactive games, designed to ensure that minors are not exposed to games that are
unsuitable for their particular age group. Although it is not perfect and there is no law to
support it, it has improved other rankings, such as ones for books and films. It is even
better than the television program rankings, where very recently some rankings by
ages and times have been approved, although not fully accomplished, in spite of these
rankings having been dictated by different governments.

In this sense, the PEGI code is much more known by video gamers (64,02%) than
among non players (31.2%). This data is natural: the more they are interested in
videogames and the more they play, the higher is the possibility of looking at the
covers of the videogames where the PEGI code rank is contained. 84.3% of the video

gamers declare that they always look at the rank of age recommended by PEGI.

Knowledge of PEGI by ages

70
60
50
40 Osi

30
20 ENo
10
0
0-6yearsold 7-13years 14-17 years 18-35years More than 35

old old old years old

84,3% of the female videogamers who were surveyed confirm that they read the
age ranking recommended by PEGI and a very similar proportion comes from the
opinions of the non video gamers (86.5%). This specially stresses that the PEGI

code is known and visible, for the women surveyed.
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The strange thing is that, although it is true that as the age increases, it is higher the
proportion of women who know the PEGI code, when we look at the ranking of ‘over
35’, we can verify a negative jump, a noticeable step down. Here we have detected
some risks that would need immediate attention in order to keep the responsibility
towards children and teenagers. Let us remember that parents and other relatives
initiate in the videogames more than half of the women through gifts, loans, etc.
Parents and other relatives over 35 should verify and test the importance of the

PEGI code ranking by ages before purchasing or recommending a videogame.

We have seen that a high percentage of women know the PEGI code and look it up in
each game but, do they accept it? Do they find the recommended age and the
permitted degree of violence or other contents ranked by PEGI suitable? Then, almost
2 of 3 video gamers (63,0%) consider that the recommended age and the content is
properly labelled; whereas 39.2% of the nonvideogamers say that the code
recommendations are not well focused.

Opinion of PEGI code related to SPORADIC
game habit VG VG NON VG

Yes, | think that the recommended

0, 0, 0,
age and the contents match very well 63,0% 65,5% 47.3%
No, | do not think they are well 21,3% 22.7% 39,2%
focussed
| do not use to look the recommended 15,3% 11,8% 13,5%

age ranking.

This data along with the above mentioned ones allow us to conclude that although it is
true that the PEGI code is known and visible, specially among female videogamers,
somewhat more than the fourth part (27,7%) consider that the age and the content do

not match with the label.

8.6. Women preferences and lacks of present videogames

Regarding the favourite videogame themes for women, their preferences are clear:
ARCADE, GRAPHICAL ADVENTURE and SIMULATOR. Following this tendency, the
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resulting list evidences that the more voted videogame is "the SIMS". A list with the 15
favourite videogames is shown before, and obviously we can find these themes in a

higher proportion.

Some thematic lacks found by women in games at the present moment could be one of

the reasons why women are less interested in videogames than men.

The solution is clear. In first place we find that women should like there would be more

videogames of the themes listed as follows:

Thematic %

Strategy 48,49
Problems and enigmas 38,37
More elaborated plots 34,28
Cooperative mode 33,22
More interactive 29,53
With more female main characters 24,61
About fantastic arguments and characters 21,25
Related to films and literary works 21,29
Love and romance adventure 20,13

Next women said that they would like there to be a more interactive, with more female
main characters, of fantastic plots and characters, films and literary works, and love

and romance adventure supply of videogames supply of videogames.

8.7. Videogame trends

National and international statistics offer some relevant results on the use of
videogames as part of the leisure activities of the women in opposition to men.
Is there an initial rejection towards videogames because women think that "it is men’s

stuff"?.

One of three women surveyed (36,32%) think that videogames are male orientated.
Those who think this trend is increasing day by day are very few (5,08%). This
leads us to the conclusion that women as a whole do not think that videogames

are male orientated.
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Orientation by habit OIn general, oriented to male
public

B More and more oriented to
female public

40

30 OMore and more oriented to male
public
20 O Do not see any orientation

10 B This is an absurd debate

VG Sporadic VG Non VG ODA/DK

However, the percentage of those who think that videogames are becoming more
female orientated is also small: 13,1%, the same proportion as those who think that

videogames are non male or female orientated: 13,48%.

This way, the most convincing conclusion is that one of five women thinks that the

debate is absurd. Could it really be so in the future?

8.8. Discriminatory sexism in cultural and leisure supports

A sensitive point is the detection of sexism or postures against women’s dignity. In a
society that luckily becomes more egalitarian every day there still remains some sorts
of discriminatory sexism and cases of real violence of which we are told by the courts
and mass media.

In the introduction of this study, we mentioned a recent report that focussed its
analyses in topics of sexism and attacks to women’s dignity, on the matter of
videogames. Rejecting any type of controversy on the exactitude or reliability of this
report, we have tried to investigate which would be the result if we could place
videogames in the social context of forms of contemporary leisure (cinema, television,
Literature...). This means that as we have set videogames in context with other forms
of leisure, we have also put in context some possible manifestations against women'’s

dignity or in general, discriminatory attitudes against their genre.
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Then, more than half of the women surveyed say that they have seen more
manifestations against women’s dignity and, in general, discrimination against
their genre on television, as much in their programs themselves (56,4%) as in the
programs and products advertisements (56,54%).

Next, women find signs of sexism, - in almost identical proportion but to a clear
distance of television - in the cinema (15,38%) and videogames (15,27%). Regarding
literature works the signs of sexism is minimum (3,41%)

This criteria keeps the same proportion between videogamers and nonvideogamers. In
other words: most women (84,73%) consider that in videogames as a whole they do

not visualize a special discrimination towards women in relation to other cultural

supports,
Discrimination in contents
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The result is similar on the subject of literary works, video and television
advertisements:

Obviously, this does not mean that discrimination and sexism against women does not
exist in videogames. What's more, 84,27% of the total think that it is worse for other
cultural and leisure supports. It is possible that some videogames described as violent
recommended for people over 18 years old, have some significant scenes, but women
have clearly expressed that these contents are not worse than the ones contained on

TV programs and films (also ranked for people over 18 years old). In other words:
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videogames have placed themselves in this society with certain levels of sexism and
discrimination against women, that should be eliminated, and never should be
strengthen. Videogames, in the surveyed women’s opinion, neither lead nor represent

this reprehensible attitude.
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