
2 0 1 5  V I R T U A L  R E A L I T Y

CONSUMER REPORT

VR EXPERIENCE
= INSTANT SOCIAL IMPACT COOL!

Of those that use VR, the most 
frequently used word is...

When it comes to a 
viscerally engaging 

VR experience,

Of those that have 
tried the technology...

seek to 
try it again

will tell their 
friends

GAMING IN VR TAKES A BACKSEAT TO TV, MOVIES
& VIDEO CONTENT IN VR

66% 60%vs.
Interested in TV / 

Movies / Video in VR

Generation Z Millenials Generation X Baby Boomers

Interested in gaming in VR

The industry has already witnessed 
media integration, with a joint 
partnership between Netflix and 
Oculus announced in Q3 of 2015. 

Segments of the 
population interested 
in trying Interactive 
Entertainment

76% 66% 55%67%

FINANCIALLY OUT OF REACH 
THE FIRST WAVE OF HIGH-END VR HMD’S WILL BE

OF MILLENIALS WHO OWN 
GAME CONSOLES ARE  

VR DEVICES IN 2016

FOR THE MAJORITY OF VR USERS
Willing to spend 
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$500 $1,000

Willing to spend 
$1,000+

MOST LIKELY TO PURCHASE

50%

According to the survey, half of Playstation’s 
constituency will be considering VR in 2016, 
which puts them into the front-runner 
conversation for VR adoption.

2016

MINORITIES ARE 
MOST PASSIONATE FOR VR

On average, minorities score...

than Caucasians in terms of their positivity and excitement 

5% HIGHER

COULD BENEFIT 
WITH A NEW, 
PASSIONATE 
FAN BASE

VR BRANDS 
THAT CATER 
TO MINORITY 
INTERESTS

Of teens and tweens 
interviewed...

WOULD “DEFINITELY” OR 
“PROBABLY” ASK THEIR 
PARENTS FOR A VR DEVICE

GET READY PARENTS!
GENERATION Z IS CRAVING VR

79%
73% 70%

64%

IS THE MOST 
PASSIONATE 
SEGMENT 
IN VR 

GENE
RATION Z 

M
ILL

EN
IAL

S

GE
NE

RA
TIO

N 
X

BA
BY

 BO
OM

ER
S

AGE GROUPS 
MOST EXCITED 
TO EXPERIENCE 
VIRTUAL REALITY  

Realidad

Virtual!
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