
636310771077
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355355

14951495
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P ar t-t imeP ar t-t ime Free lancers

23%23% 67%67%
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32%
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P C/Mac 71 %
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37 %
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Small VGs
(up to 6 months
 of development)

Large VGs 
(more than 6 months

of development)

Percentage of female 
workers in relation to 
the total amount of 

workers with
employee status

Female workers 
occupying STEM* 

positions in relation to 
the total amount of 

female workers

* science, technology, 
engineering and mathematics
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Micro

Smal l

Me dium

S & M E *  d i s t r i bu t i o nS & M E *  d i s t r i bu t i o n
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2022 EDITION*

* Survey conducted in 2022 on activities carried out in 2021

https://observatoriovj.unraf.edu.ar • Contact: hernanrevale@unraf.edu.ar



*Relevamiento realizado en 2022 sobre actividades del 2021

Report Production

Hernán Revale / Juan Ignacio Minotti / Octavio Cerutti

Andrés Rossi - Director of the Bachelor’s Degree 
in Video Game Production and Digital Entertainment

Hernán Ravale - Director

Mariano Obeid - President
Miguel Martín - Executive Director



Number of responses to 
previous and current reports
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Micro

Smal l

Me dium
32%

14%

54%

SIZE*
Distribution of people

 surveyed by 
province and CABA

* According to S&ME AFIP classification-Services category by number of employees
Workers with employee status and full-time freelancers were counted

CABA

Buenos  A i re s

Córdoba

Mendoza

S anta  Fe

O thers

37%

11%

12%

12%
6%

22%
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Legal structure Seniority

20 05 -  20 09

2010-  2014

2015-  2019

2020-  2022

20 0 0 -  20 04

44%

16%
28%

7%5%S ole  P ropr ietorsh ip

No  reg ist rat ion

S impl i f ie d  S tock  
Corporat ion  (S .A .S . )

L imi te d  L iab i l i t y  
Company  (S .R .L . )

Reg istere d  
Taxpayer

40%

16%

14%

13%

13%
4%

Corporat ion  (S .A . )
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Year of 1st video game launched

20 05 -  20 09

2010  -  2014

2015  -  2019

2020 -  2022

39%

31%

24%
6%

Did the entrepreneurial team or partners have past experience in 
creating another business/company in the field of video games?

YES

43% 57%

NO
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Rose

Remaine d  the  s ame

Droppe d

33%

56%

11% 11%

77%

12%

* Calculated as a projection of human resources hired by professional profile (employees and freelancers).

Turnover in 2021 vs. 2020 Turnover projection for 2022

Below 2021

A bove  2021

S ame as  in  2021

U$S 72.341.040Estimated industry size
by employee projection* 
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Number of workers in professional roles

0

Graphic Artists

Programmers

Producer

Administrative

Business Intelligence

Testing

Game Designer

Business Development

Technicians

Screenwriters

Sound Engineers

Marketing/promotion

Community Manager

Voices

Translators

200 300 500100 400 600

Fre e lancer

Workers  w i th
employe e  status
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27%

Average number of 
director/managerial 

positions held by women

67%

Female workers occupying 
STEM* positions in relation to 
the total amount of female 

workers

0,3%

Percentage of transgender 
and non-binary people in 

the industry

23%

Percentage of female 
workers in relation to the 

total amount of workers with 
employee status

30%

Proportion of studios/companies that 

have taken actions reflecting on 

diversity and gender issues in 2021.

GENDERGENDER

* science, technology, engineering and mathematics
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“Campaigns during 
Pride Day”

“Formation of teams with a 
gender perspective”

“Cycle of network conversations to 
reflect, discuss and debate on 

gender and stereotypes”

“Developments for the 
LGBTIQA+ community”

“Talks on gender topics and 
consultancy with national 
communities (WINGAR)”

“Talks on the role of women and 
their growth in the e-sports 

industry”

“We shared reports and webinars on gender 

and inclusive work cultures, as well as 

recommended readings, series and movies 

that address these issues”

“Design of video games 
with gender perspective”

“Development of a non-binary 
avatar and inclusive language 

generation system in all 
communication”

“Development of a game that 
addresses disability issues”

“Participation in the ‘Crear Juegos en Argentina - N3  

Videojuegos con perspectiva de género y diversidad’ 

[Creating Games in Argentina - N3 Video games 

with a gender and diversity perspective] call”

Examples of some actions carried out
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Technical skills 
needed for
the industry

Other skills needed
for the industry

0% 25% 50% 75% 100%

Programming skills

Oral and/or written English

Knowledge of agile methodologies such as Scrum

Use of versioning systems like Git

Testing knowledge (QA)

Knowledge of probability and statistics

Use of spreadsheets

63%

54%

47%

25%

25%

86%

86%

0% 25% 50% 75% 100%

Multidisciplinary knowledge

Recreational culture

Team leadership

Business development

Report drafting

50%

49%

22%

65%

82%

58%Proportion of employees 
with a university degree
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Ranking of the 
hardest to

find profiles
To what extent do you consider

that the outsourcing of personnel 
abroad makes it hard to find personnel 

for your own company/business?

5º Art

4º Production

3º Game Design

2º Development

1º Commercialization

None  –  A  b i t

Interme diate

Qu i te  a  b i t  –  A  lot
54%

24%

22%
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Actions for
personnel retention

0% 25% 50% 75% 100%

Possibility of flexible working hours

Possibility of home office

Financial incentives

Training

Extra vacation days

Stake in the company

Trips abroad

Prepaid premium plan

Extra maternity/paternity benefits

Salary in USD

65%

62%

50%

35%

26%

24%

15%

15%

85%

82%

78%Proportion of studios with employees 
who have carried out personnel 

retention activities

To what extent do you consider 
that the actions implemented for 

personnel retention were effective?

None  –  A  b i t

Interme diate

Qu i te  a  b i t  –  A  lot63%
34%

3%
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Distribution of activities
carried out by

micro-sized studios

Deve lopment  and  s a le  
of  own v ide o  game s

S a le  of  v ide o  game deve lopment  
ser v ice s  to  other  companie s

O ther  act iv i t ie s  not  re late d  
to  v ide o  game s18%

29%

53%

Distribution of activities 
carried out by small-

and medium-sized studios

Deve lopment  and  s a le  
of  own v ide o  game s

S a le  of  v ide o  game deve lopment  
ser v ice s  to  other  companie s

O ther  act iv i t ie s  not  re late d
to  v ide o  game s

41%

10%

49%
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Activities that are
secondary to video
game production

Sectors or industries 
outside of video games for 
which your company works

0% 25% 50% 75% 100%

Advertising

Software

Film

Public Sector 23%

10%

30%

73%

0%

10%

20%

30%

40%

50%

Gane D
esig

ner

Unity
 Program

m
er

2D Anim
atio

n
2D Art

Productio
n

Graphic D
esig

n
Music

UI / 
UX

Sound Productio
n

Conceptu
al A

rt

Unreal P
rogram

m
er

3D M
odelin

g

3D Anim
atio

n

Scrip
tw

rite
r

Busin
ess 

consu
lta

ncy

47%

38%

35% 35%
32%

29% 29%

26% 26% 26% 26% 26% 24% 24%
21%
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Own video game marketing destinations (B2C)

U.S .A .  and  Canada

Argent ina

Europe

A s ia

Áfr ica

Oceania17%

8%

4%

53%15%

2% 1%

Re st  of  L at in  
Amer ica

Argent ina

U.S .A .  and  Canada

Europe

A s ia34%

13%

4%

36%13%

Re st  of  L at in  
Amer ica

Micro Small- and medium-sized
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Service marketing destinations (B2B)

U.S .A .  and  Canada

Argent ina

Europe

A s ia

Oceania
34%

8%

44%

12%

1%1%

Re st  of  L at in  
Amer ica

Argent ina

U.S .A .  and  Canada

Re st  of  L at in  
Amer ica21%

11%

54%
14%

Europe

Micro Small- and medium-sized

Type of customer to whom your
company/business offers services

0% 25% 50% 75% 100%

Advertisement and advergame companies

Other video game studies

Companies with IP (Viacom, Disney)

State (jurisdiction - university, ministry)

NGOs

34%

34%

20%

78%

51%
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Number of games being developed and launched by size

44

27

20%

Deve lopment  s tar te d  in  2021  and  not  launche d  yet

0
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34

5

L aunche d  on ly  in  2021

0
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Smal l  VGs  (up  to  6  months  of  deve lopment) L arge  VGs  (6+  months  of  deve lopment)
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Types of video games developed

0%

40%

30%

20%

10%

50%

60%

37%
34%

29% 27% 26%

18%
13% 11% 10% 8%

6% 2%

Casual/
Social Action

Adventure/ 
Graphic 

Adventure

Educational Puzzles RPG/
MMORPG

Strategy Shooters

10%

Sports/ 
Racing Simulators Serious

Games
SandboxAdvergames
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Target age 
for video games

Target platforms 
for video games

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

0-3 years 7-13 years 14-18 years4-6 years 19-35 years 36-60 years Más de
60 years

6%

14%

32%

60%

89%

19%

50%

0%

10%

20%

30%

40%

50%

60%

70%

80%

PC / Mac / Linux Browser Nintendo 
Switch

Playstation Xbox VR Arcade ARMobile

71%

61%

21%
17% 17%

14%
10%

6%
3%
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Video game development tools

3D Programs Animation software used

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

56%

Flash

Dragonbones

Unity internal tool

Spine

After Effects

Adobe Animate

35%

29%

22%

16%

5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

81%

Other

Blender

Maya

3D Max

Z Brush

28%

26%

25%

9%
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Programming language used Engine for data analysis

0%

Unity Analytics

Firebase

Google Analytics

Google Play Console

Game Analytics

Amplitude

ITunes Console

Facebook Analytics

Tableau

Fabric

36%

26%

14%

10%

8%

6%

6%

2%

40%

64%

10% 20% 30% 40% 50% 60% 70% 80%0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

80%

46%

27%

21%

13%

C#

C / C++

JavaScript

HTML5

Python

Java

PHP

ActionScript

11%

7%

7%
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Video game development tools

Frameworks and engines Production methodologies

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

72%

Water Flow

Scrum

Agile

Kanban

Lean StartUp

53%

34%

10%

3%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

77%

42%

14%

11%

11%

Unity 3D

Unreal Engine

HTML5

Gamemaker/
Construct

Godot

Phaser

Cocos 2D

FIxel / Haxel/
Derivado de Flash

10%

3%

3%

Adobe Animate 1%
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Proportion of financial sources used

Micro Small- and medium-sized

Contr ibut ions  by  the  entrepreneur  /  owner  /  par tner

Cash  f low of  the  company  /  bus ine s s

Conte st s  /  awards

O thers

Loans  f rom fami ly/ f r iends/acqua intance s

P ubl ic  se ctor  grant s

P ub l ishers

35%

5%
5%

43%
7%

3% 2%

Contr ibut ions  by  the  entrepreneur  /  owner  /  par tner

Cash  f low of  the  company  /  bus ine s s

Conte st s  /  awards

O thers

Loans  f rom  fami ly/ f r iends/acqua intance s

P ubl ic  se ctor  grant s

P ub l ishers

22%
64%

8%

3%
1%1%1%
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Main financial sources DESIRED

Micro Small- and medium-sized

F inanc ing  through  P ub l isher

Greater  persona l  f inanc ing

Greater  par t ic ipat ion  of  loans  w i th  lower  
co l latera l  re qu i rement s

F inanc ing  through  crowdf unding

Greater  par t ic ipat ion  of  pub l ic  subs id ie s

Greater  par t ic ipat ion  of  cre d i t s  w i th  subs i-
d ize d  rate s  and/or  increase d  terms

O ther

Incorporat ion  of  new par tners  or  shareho lders

F inanc ing  through  P ub l isher

Greater  persona l  f inanc ing

F inanc ing  through  crowdf unding

Greater  par t ic ipat ion  of  pub l ic  subs id ie s

O ther

Incorporat ion  of  new par tners  or  shareho lders

11%

8%
5%

5%

57%8%

3% 3%

24%

37%
15%

15%

3%

6%

- 58% of micro studios claim to have missed the opportunity to make investments or carry out projects due to lack of funds
- 45% of small- and medium-sized studios claim to have missed the opportunity to make investments or carry out projects due to lack of funds
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Average reinvested earnings of small- and medium-sized studios: 69%

Average cost structure of
small- and medium-sized studios

Human Re source s

Taxe s

Inve stment  and  Deve lopment  ( I+D)

Overhead  cost s  (admin ist rat ive  and  commerc ia l )

Raw mater ia ls  /  input s

58%18%

6%
9%

9%
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Ranking of main
obstacles in
their activity

6º

7º

8º

9º

10º

5º

4º

3º

2º

1º Economic instability

Difficulty with payments and collections abroad

Increased tax pressure in relation to salaries

Access to financing

Lack of qualified personnel/lack of proper salary

Legal certainty

Market dominated by established companies

High cost of development

Uncertainty regarding the demand for my product

Political uncertainty

 //  ANNUAL SUMMARY


