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Key takeaways 

▪ The current VR userbase skews more towards male Millennials, but there 
is optimism among Gen Z around the future potential of VR gaming  

▪ VR gaming is viewed as an exciting immersive experience with potential for 
not just gaming but also learning and socialising 

▪ There are concerns of headaches and the price of VR, noticeably among 
those in their 30s who are currently the most common users of VR gaming 

 

The current VR userbase skews towards male 

Mil lennials  - VR gaming frequency is strongest 

amongst its core audience of regular  gamers 

Currently, a tenth (9%) of gamers play games on a VR System (PlayStation VR2, Meta Quest 4, 

Valve Index etc.) This proportion skews higher towards male gamers at 11% compared with 7% of 

female gamers. Millennials are the core age range for playing games on VR systems the most, with 

14% of gamers aged 24-35 and 11% of those aged 35-44 enjoying VR. 

 

 

A whopping 41.1 million Brits (79% of the sample) are aware of VR gaming in some capacity, whether 

they be active VR players or those who have heard of the concept. Of this group, 13 million adults 

(24% of the sample) have played games with a VR system at some point and 1.2 million (2% of the 

sample) play VR games frequently.  

VR gaming has had its strongest impact on the target market of frequent gamers. Of the 10.1 million 

UK adults who are regular gamers, over two fifths (44% of the sample) have tried VR gaming, 

equating to 4.4 million gamers. Of those, 770,000 play VR games frequently (). VR is clearly 
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resonating with gamers, and with recent developments in VR technology, the numbers who frequently 

play these games can only be expected to increase. 

 

 

VR gaming is seen as a fun and excit ing new 

experience - but there are concerns  around its 

s ide effects  

According to the study’s respondents, most VR experiences occurred in their homes, with three in ten 

playing on either a VR console they own (30%) or a VR console at a friend’s house (28%). Just over a 

fifth (22%) have had a VR experience in a dedicated gaming venue/ arcade.  

Perceptions of VR gaming amongst those who have experienced it are largely positive: many (39%) 

describe it as “fun”, exciting” (34%) and “immersive” (30%). “Exciting” was particularly resonant for 

Gen Z (aged 18-24), with 41% saying they feel this way about VR. 

There is some undercurrent of concern to be aware of, with just over a tenth (12%) finding their VR 

experience “nauseous” or “headachy”. Concerns around headaches come through particularly strong 

in women (16%) and those aged 24-35 (18%). These concerns are considerably lesser amongst 

those who already play VR games frequently at only 4%, and 3% as they are more used to 

experiencing VR on a regular basis. 
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Immersive VR experiences often spel l  t rouble: 

players  report  bumping into their surroundings  

and gett ing into s i l ly s i tuations  

We asked gamers who had experienced VR in the past to share some of the mishaps or accidents 

they’d encountered whilst playing or watching someone else play in VR. Many comments were 

related to people bumping or hitting into furniture in the room with their VR set-up, often due to the 

immersive experience: 

“ T h e  f e e l i n g  o f  b e e n  un a w a r e  o f  w h a t ’ s  g o in g  o n  a r o u n d  y o u  a n d  

k n o c k i n g  t h i n g s  o v e r ,  i t  f e e l s  d i f f ic u l t  t o  s o m e t i m e s  t e l l  i f  y o u  h a v e  

m o v e d  f u r t h e r  i n t o  a  d i f f e r e n t  a r e a  o f  t h e  r o o m  t h a n  in t e n d e d ”  

“ I  a l m o s t  f e l l  p l a y i n g  a  z o m b i e  g a m e  b e c a u s e  I  f o r g o t  t h a t  I  w a s  

a c t ua l l y  i n  m y  l i v in g  r o o m  i n s t e a d  o f  t h e  g a m e ”  

“ I  p un c h e d  a  l a m p  s h a d e  a s  y o u  c a n ’ t  s e e  w h e r e  y o u  a r e  g o i n g  in  r e a l  

l i f e .  I  w a s  p l a y in g  a  b o x in g  g a m e ”  

“ M y  b r o t h e r  t h r e w  t h e  c o n t r o l l e r  a t  t h e  t v  a n d  m a n a g e d  t o  g e t  i t  s t u c k  

i n  t h e  t v  s c r e e n  w h e n  p l a y in g  a  h o r r o r  g a m e  f r o m  a  j u m p  s c a r e ”  

“ O n  o n e  g a m e  t h e  c h a r a c t e r  s w i m s  u n d e r  w a t e r .  W a t c h i n g  m y  p a r t n e r  

t a k e  a  d e e p  b r e a t h  j u s t  b e f o r e  t h e  d iv e  l i k e  h e  w a s  g o in g  u n d e r  i n  r e a l  

l i f e ! ”  
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Young men are the most l ikely to consider 

purchasing a VR console ; the price of VR is  a 

concern for Mil lennials despite being the most 

f requent VR gamers   

Over half (54%) of people who have experienced VR before but do not own a VR device of their own 

would consider purchasing one in the future. 18-24 year olds and men are the groups most likely to 

consider purchasing a VR device at seven in ten (69%) and six in ten (60%) respectively. 

Similarly, 54% of all gamers feel that VR offers a level of immersion you cannot get with other types of 

gaming to the point players lose awareness of their surroundings.  

However, there is a notable 45% of gamers who believe that price of VR headsets means they are not 

quite worth it yet. This sentiment is most common amongst the 25-34 and 35-44 year old groups at 

just under half (48%) and just over half (53%) of gamers from these age groups. Paradoxically, these 

are the age groups most likely to play games on a VR device currently.  

This links to the most common barriers to consideration of a VR console. Amongst those who said 

they would not see themselves purchasing a VR console, a considerable number (44%) mentioned 

price as a barrier. A quarter (25%) also mentioned concerns around it making them feel sick, which 

ties into previously highlighted concerns around nausea and headaches. A fifth (21%) also mentioned 

concerns around not having enough space to have a VR set-up which links up with many of the 

comments around VR accidents.  
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There is  great interest in the learning 

applications of VR; half of Gen Zs are excited by 

the potential for VR social is ing  

When asked about various activities and if VR would serve as an interesting addition to any of them, 

learning came through most strongly, with 44% interested in the applications of VR in learning. Dating 

and gambling appear to be the activities with the least interest, with eight in ten (80%) saying the 

application of VR in these activities would not interest them. Younger respondents and men display a 

higher level of openness towards adopting VR in different activities on average. Using VR for 

socialisation is particularly appealing to Gen Zs with half (51%) being interested in socialising in VR 

compared with the 27% average. 
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About Opinium 
 

OPINIUM is an award winning strategic insight agency built on the belief that in a world of 

uncertainty and complexity, success depends on the ability to stay on pulse of what people think, feel 

and do. Creative and inquisitive, we are passionate about empowering our clients to make the 

decisions that matter. We work with organisations to define and overcome strategic challenges – 

helping them to get to grips with the world in which their brands operate. We use the right approach 

and methodology to deliver robust insights, strategic counsel and targeted recommendations that 

generate change and positive outcomes. 

www.opinium.co.uk    |    research@opinium.co.uk    |    0207 566 3190 
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