
EA SPORTS: “IT’S IN THE GAME” 
           PROFILES AND PERSONAS 



What do all EA brand users have in common? 

They consume EA content over a video game platform. This 
requires a ~$300 investment in a gaming device. 
 
They must learn to master an Xbox 360, PS3 or Wii 
controller with many buttons.  This requires a lot of 
dedication and coordination! 
 
These are more dedicated gamers and almost all men who 
are under the age of 35  
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How did we get to the users? 

A $50 Philz Gift Certificate 
lured Stanford undergraduate 
gamers to a FIFA tournament  
held on campus: 
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We found casual gamers 
through our personal network 
and at Gamestop 
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…people loved to talk about video games 



1. POWER USER 
2. SOCIAL 
ENTHUSIAST 

3 Personas Emerged 

3. Post-Modern 
Gamer 



1 The power users 



2 The Social Enthusiasts 



3 The Post-Modern Gamer 



Comparison: Realism and Start-up Time 

Value Realistic  
Experience 

Realism  
unimportant 

Start-Up Times 
Important 

Willing to Wait 
For Content 

Power 
Users 

Post-
Modern 

Social 
Enthus. 
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Comparison: Social Media Activity / Demographic SIze 

Large Consumer 
Base 

Small Consumer 
Base 

Active on social media 
about video games 

Not active on social 
media about video games 

Power 
Users 

Post-
Modern 

Social 
Enthus. 



Concluding Thoughts 

Power users are the most critical of the brand and are 
willing to share their impressions in a public setting 
 
Social Enthusiasts and Post-Moderns appear to be the 
largest and highest spending groups. However, these 
groups will not drive buzz around the brand 
 
Power users will tend to favor features that enhance 
the games realism. Social Enthusiasts and Post-
Moderns would tend to favor features that enhance a 
game’s accessibility 
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