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Abstract
This thesis analyses the sale of virtual items in online gaming environments as part
of a range of new business models that are tied to the rise of the internet. Based
on a deeper understanding of motivating factors that drive players of different
games towards their individual purchasing decisions, suitable management
decisions can be undertaken. By understanding the needs of the gamers and
tailoring marketing and sales efforts respectively, a higher level of customer
satisfaction can be achieved. Thus, the research question for this thesis can be
formulated as:
“What factors influence the decision-making process of gamers when buying
purely decorative items in online games?”
Previous research on this relatively new industry is scarce. To ensure a high value
of the results, a multi-faceted mixed-method approach will be used, consisting of
quantitative surveys as well qualitative interviews, and combining explanatory and
exploratory research.
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1 Introduction
During the 2019 League of Legends World Championship, a unique partnership
between the French fashion label Louis Vuitton and the games developing
company Riot Games, was announced. This collaboration featured virtual and reallife components. The real-life component being a Louis Vuitton style trophy case.
But more interestingly, regarding this thesis, the artistic director for women's
collections, Nicolas Ghesquière, also designed a set of virtual clothes for one of
the League of Legends characters called Qiyana 1. This seemingly uncommon
collaboration between a high-end, expensive fashion brand and a free-to-play
online game, ultimately gave the inspiration for the topic of this thesis. Although it
would be interesting to know the decision-making process, success rate and more
for this collaboration, a deeper understanding cannot be achieved without first of
all understanding the basic motivations and underlying processes for gamers to
purchase virtual items in online games in general. As became apparent during the
initial research phase, using purely decorative items as a revenue stream for
gaming companies is a relatively novel development, although simultaneously
already being a big and lucrative industry. Decorative items are defined as items
that serve no other purpose than the modification of audio-visual gaming elements,
without containing any game-play advantages. Buying an increased magazine for
a weapon is considered a functional purchase for example, whereas paying money
to only change the colour of the weapon is considered a decorative purchase.
Generally, only limited amounts of exploratory research are publicly accessible
about the factors that influence gamers when buying decorative or functional items.
At the same time, no literature was available regarding purely decorative items.
Through conversations with people involved in the industry, on the side of players,
as well as professionals, it became apparent that gaming companies conduct their
own research, which is usually not made available to the public. Thus, the goal of
this thesis is to lay the groundwork in understanding the decision-making process
of gamers when purchasing decorative items for games.
One central aspect of management nowadays is to collect and constantly update
information about a company’s supply chain, value creation and customer
relationship. A supply chain that takes into consideration all pieces of information
is capable of constantly creating new intangible assets 2. Thus, to understand how
1
2

The Verge - Louis Vuitton is designing new skins for League of Legends
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skins should be marketed and sold to players, it is inevitable to understand which
factors influence gamers decision-making process, as knowing your audience is a
key

factor

to

ensure

longevity

and

success

for

every

company.

Since the psychology behind human purchasing behaviour is complex and
previous literature scarce, in order to produce expedient results, it was decided to
exclude mobile games from this research. It is assumed that the inherent game
mechanics and target groups for mobile games are different to console and
computer games and in turn also change or alter the factors that influence the
purchasing decisions of players. To ensure the maximum level of knowledge gain,
this thesis consists of multiple consecutive parts and uses a mixed method
approach.
Regarding this thesis, in a first step the findings assumed from previous literature,
which made no separation between factors that influence the decision-making
process for decorative or functional items, had to be adopted regarding strictly
decorative elements. To validate these factors, a quantitative survey was
conducted with players of different games that have purchased decorative items
before. The results of this survey then served as the basis for the following
qualitative exploratory interviews. Exploratory research was deemed necessary,
as the topic of decorative elements as marketing and monetization strategy is
deemed novel in the context of scientific research and the existence of additional
factors that were not considered by previous research was assumed. During these
interviews, a range of new factors was discovered. Furthermore, during the
interviews it became apparent that a separation of gamers in different target groups
was necessary, as the opinions of the interview participants showed strong
deviations. Although there is a wide range of criteria that allow the separation of
players in different user groups, based on the interviews the factors of age, gender
and the respective games played, showed to have influence on the replies of the
participants of differing degrees. Thus, a second survey was conducted to firstly
test the factors adapted from the first quantitative research as well as the factors
adapted from the qualitative interviews, and secondly to examine the influence of
the previously mentioned factors.
The final goal of this thesis is to reach an understanding of the purchasing process
of gamers, which will in turn allow us to understand how decorative elements can
be used as marketing and monetization strategy in online games successfully.

2

2 Virtual Items
The sale of virtual items as a revenue model is still a relatively new concept, dating
back to the early 2000s 3. There are several distinctive types of virtual items
available in the different gaming environments. They can take on the form of
wearable gear that increases the characters powers, consumable items which
enable access to increased abilities or gaming aspects, or they can also be purely
cosmetic and are only used to alter the audio-visual representation of the player´s
avatar or equipment 4.
Nowadays, the sale of three different types of goods dominates the global
economy, which are virtual goods, digital goods and physical goods 5. Whereas
the definition of physical goods is unequivocal, the separation between digital and
virtual goods is more intricate, since all virtual goods are also digital in nature.
Digital goods are for example music on Spotify, movies on Netflix, podcasts and
more, while virtual goods can be equipment, currencies, furniture, and other things
that are used in the environment of a specific game 6. What separates virtual goods
from digital goods is that they are inherently rivalrous, meaning that if one person
is using a certain virtual good, others can't use it at the same time, whereas it would
be possible to share the digital version of a song with a friend, while still owning
the song afterwards 7. Additionally, according to Fairfield, virtual goods are also
persistent and interconnected. Persistent meaning that the item must not fade after
being used and interconnected meaning that other people in the same environment
must be affected by or must be able to interact with the virtual item 8.
Virtual items in games can in turn be categorized in two groups, decorative items
and practical items. Since the separation between decorative and practical virtual
items is an essential part of this thesis it is therefore discussed in more detail in the
next chapter.

Hanner, Zarnekow – Purchasing behavior in Free-to-Play Games p. 3327
Fields & Brandon – Social Game Design p. 189
5
Hamari, Keronen - Why do people buy virtual goods: A meta-analysis p. 1
6
Hamari, Keronen - Why do people buy virtual goods: A meta-analysis p. 1
7
Fairfield – Virtual Property p. 1053 ff.
8
Fairfield – Virtual Property p. 1054 f.
3
4
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2.1 Decorative and Practical Items
The separation of virtual items into those who serve a practical purpose and those
who serve an aesthetic purpose is widely accepted, although there might be
different terminologies as well as items that fall into both categories 9.
Practical virtual goods or functional virtual goods include all items that implicate
functional advantages for the player´s

10

. They include unique weapons and

powerups that will increase the player´s offensive or defensive powers and
generally have a positive impact on his gameplay

11 12

. Selling functional items is

very risky for game developers as it can easily make the game feel unbalanced.
Players that spend real money on functional upgrades can become overpowered
and lose interest in the game which no longer feels challenging

13

. At the same

time, players that don't spend real money will feel a sense of unfairness and will
quickly become demotivated if they have the feeling that in order to be good it is
inevitable to spend money

14

. It is also alluded that in a player vs player

environment getting killed by another player is an emotional incident. The killed
player is likely to want revenge on his killer, which in turn makes it more likely for
him to also spend money on a functional item. Although this is objectively the goal
of game developers, this will ultimately lead to a toxic atmosphere in which players
spend money motivated by negative emotions and in which marginal players are
pushed out of the game 15 16. Additionally, if players feel like the game is designed
with the purpose to force them to spend money to have a fun experience, this can
also have greatly negative impacts. A famous example here being EA´s game Star
Wars: Battlefront 2. Although theoretically all items were accessible without
spending money, players in reality needed overwhelming amounts of gameplay to
unlock these elements without paying additional money (more than 4.500 hours).
This kindled an immense backlash from the community, resulting in EA losing more
than $3 billion on the stock market 17.

Wu – Nested Network Effects p. 159
Fields – Mobile & Social Game Design p. 191
11
Lin – Cash Trade in Free-to-Play p. 124-125
12
Flunger – Free-to-Play Business Model p. 2
13
Fields & Cotton – Mobile & Social Game Design p. 191
14
Fields & Cotton - Mobile & Social Game Design p. 191
15
Wu – Nested Network Effects p. 159
16
Fields & Cotton – Mobile & Social Game Design p. 191
17
Lim – Blood in the Water
9

10
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Decorative or ornamental elements, also called “skins” 18, on the other hand have
no impact on the gameplay other than changing the aesthetics of elements in the
game´s environment. They can alter a player´s avatar, the used gear, the objects
in his possession and even his surroundings in the game world 19. Decorative items
enable players to customize their gaming experiences to a certain degree. As
mentioned above, selling items that have functional characteristics to the players
in many cases leads to negative impacts on the gaming experience. Selling purely
decorative items doesn´t directly influence the gameplay and therefore, has fewer
negative impacts, although it also carries with it certain, albeit distinctively fewer
risks

20 21

. Risks that still need to be taken into consideration are for example the

seamless integration of the aesthetics into the gaming environment, meaning that
the design of items must not contradict the game´s environment or atmosphere

22

.

Another example is the possibility of icons and designs to upset players through
their inherent properties (religious, historical etc.), which is especially important for
games that let players design their own skins 23.
Lastly, there is a group of items that include both functional and decorative
characteristics 24. This would for example include items that bring about gameplay
advantages through for example refining the inventory management system,
implementing a more favourable crosshair or a more lucid mini map, et cetera.
The purchase of virtual items in games is called a microtransaction and will be
discussed in chapter 4.

3 Virtual Consumption
Over the last years different researches have published studies around motivating
factors for purchasing virtual goods and adapted related consumption theories like
the Theory of Planned Behavior, the Theory of Extended Self, the Model of Desire,
the Technology Acceptance Model, the Theory of Reasoned Action and more

25

.

However, outsiders still often deem spending real money on virtual goods as
irrational. Where material goods are useful, tangible, and valuable, virtual goods

Chu et al. – Skins for Sale p. 125
Flunger – Free-to-Play Business Model p. 2
20
Fields & Cotton – Mobile & Social Game Design p. 195
21
Wu – Nested Network Effects p. 159
22
Fields & Cotton – Mobile & Social Game Design p. 196
23
Fields & Cotton – Mobile & Social Game Design p. 195
24
Wu – Nested Network Effects p. 165
25
Guo & Barnes – Virtual Item Purchase Behavior p. 79 f.
18
19
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are intangible and therefore nugatory, as well as reproducible, and thus worthless.
Summarized, spending real money on virtual items is considered irrational by some
26

. Historically, games were played mainly by younger people and children, so the

incomprehension of virtual consumption was accordingly prevalent with older
people and parents

27

. With the passing of time, the ever-increasing number of

gamers around the world and the increasing number of elderly players, this
condemnation of virtual consumption is not as prevalent in modern times anymore
28

. Rather than condemning virtual consumption in general, criticism nowadays is

aimed towards specific practices like exploitative game design, aggressive
revenue strategies and most notably, loot boxes and gambling 29.
The current position of the United Kingdom´s Gambling Commission for example
defines virtual items in a way that only concedes them a real-world value if they
can be exchanged for cash or other items that have an inherent real-world value
30

. Gaming companies on the other hand, acknowledge that virtual and material

economies share many equal traits. The prime example being the games
development company Valve hiring the Greek economist and later Greek Minister
of Finance Yanis Varoufakis to work on a shared in-game currency and to analyse
the game economies 31.
But although virtual consumption is becoming more socially accepted and
revenues reached more than $16,5 billion in the free-to-play market in 2019 alone,
there is still an active debate about virtual consumption theories and their practical
implementation

32

. Additionally, the amount of research conducted on virtual

consumption in the online game segment is limited and existing studies are usually
based on different consumption theories. Since there is no universal virtual
consumption theory and all studies this paper is built upon either partly or
completely confirm their respective theories, all confirmed relevant factors that
influence the motivation to purchase decorative virtual items will be inherited and
tested without this paper adopting its own virtual consumption theory.
Thus, in the next chapter, the consumption theories of each relevant study adapted
for this thesis will be examined and briefly depicted in a chronological order, as
well as a summary of the study focus and the most important findings of each

Lehdonvirta – Virtual Consumption p. 12 ff.
Lehdonvirta et al. – Virtual Consumerism p. 1 f.
28
Statista - Number of active video gamers
29
Alha et al. – Professionals´ Perspectives p. 2
30
UK Gambling Commission: Virtual currencies 3.8
31
Makuch for Gamespot: Valve hires economist
32
Statista - Free-to-play (F2P) games market revenue
26
27
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paper. Their respective methodologies used will then be further analysed in the
methodology chapter.

3.1 Virtual Consumption - Literature Review

In their paper Game Design on Item-Selling Based Payment Model in Korean
Online Games (2007), Oh and Ryu research virtual item sales inside subscription
model based games, as well as item-sale based games on the examples of “Kart
Rider” and “Special Forces” from Korea. While doing pioneer research, Oh and
Ryu did not base their paper on a specific virtual consumption theory since they
focused on game design aspects that can affect purchasing decisions. For
example, they analysed the impacts of real-money versus virtual-money trades,
distribution methods, and more on the consumer. Importantly, Oh and Ryu also
made the distinction between what they call “ornamental” items and “functional”
items

33

. Although their findings are not adopted in this thesis, their study is

included since it can be considered as the first work that took a closer look at
elements that can influence player purchasing behaviour of virtual items in games.
Vili Lehdonvirta (2009) uses a sociological approach to understand consumer
purchasing behaviour in his study “Virtual Item Sales as a Revenue Model:
Identifying Attributes that drive Purchase Decisions”. Referencing several
established studies and theories about the sociology of consumption (The Marxist
Theory, Veblen´s Theory of Leisure Class, Campbell´s Spirit of Modern
Consumerism, Campbell´s I Shop Therefore I Know That I am” and Featherstone´s
“Consumer Culture & Postmodernism” 34), Lehdonvirta argues that physical goods
can be seen as having three attributes: Functional attributes, emotional attributes
and social attributes. Combining these findings with the previous study of Oh and
Ryu, he further argues that virtual items can be separated into functional and
ornamental items, but ornamental items can in turn be separated through their
inherent hedonic or social attributes. Acknowledging that previous research has
only made a vague separation of functional versus decorative items, he tries to
analyse virtual goods in terms of their functional, emotional and social attributes 35.
In their paper Virtual Consumerism (2009), Johnson, Wilska and Lehdonvirta
analyse virtual consumption from a sociological perspective. The paper is based

Oh, Ryu – Game Design
Lehdonvirta – Virtual Item Sales p. 101 - 103
35
Lehdonvirta – Virtual Item Sales p. 103
33
34
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on historical sociological consumer research and is aimed towards reaching an
inclusive understanding of virtual consumption. The cited sociological literature is
based on the literature used in Lehdonvirta´s Virtual Item Sales as a Revenue
Model (2009), but includes a range of additional authors (like Bourdieu 1984;
McCracken 1988; Simmel 1904/1957, Douglas & Isherwood 1978, Baudrillard
1994, 1996 and more)

36

. Several different motivating sociological and

psychological factors could be identified. Johnson et al. conclude that the virtual
consumption of items is a “real” form of consumption, since virtual items fulfil the
same social and aesthetic roles as material items 37.
In their paper Virtual Item Purchase Behavior in Virtual Worlds: An Exploratory
Investigation (2009), Guo and Barnes analyse existing literature related to the
fields of human behaviour and online purchasing. They use four established
theoretical models to understand motivational influences on consumer behaviour
(the Theory of Reasoned Action, the Theory of Planned Behavior, the Technology
Acceptance Model and the Unified Theory of Acceptance and Use of Technology
) that are subsequently paired with a range of newer constructs (Moon, Kim and
Teo et al.´s Technology Acceptance Model in the Internet; Dahlberg et al.´s TrustEnhanced Technology Acceptance Model; Doolin et al.´s Conceptual Model of
Online Purchasing Behavior; Hsu, Lu, Mahler and Roger´s Critical Mass; Lee et
al.´s Trust Model)

38

. Through focus groups, they identified latent psychological

factors and key determinants, as well as contextual factors that influence players’
motivations to purchase virtual items in virtual worlds. Contextual factors here
relate to game design elements, such as quality of the virtual world, items,
resources and the quest system. They identified 12 factors that have significant
influence on consumer purchasing decisions in virtual worlds. In the end, they
conclude that the data suggests shopping online and shopping in virtual worlds is
closely related, whilst not being completely identical. They conclude that the
Theory of Planned Behavior and the Technology Acceptance Model can be partly
or completely applied to the purchase decision-making process in virtual worlds
and develop a preliminary conceptual model on purchasing behaviour in online
worlds 39.
In Cleghorn and Griffith´s paper Why do gamers buy ‘virtual assets’? An insight in
to the psychology behind purchase behavior (2015), exploratory empirical research
Johnson et al – Virtual Consumerism p. 1064
Johnson et al – Virtual Consumerism p. 1072 f.
38
Guo, Barnes – Virtual Item Purchase Behavior p. 79
39
Guo, Barnes – Virtual Item Purchase Behavior p. 92 f.
36
37
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is conducted to answer different questions around the purchase of items in virtual
worlds, not only in regards to motivating factors but also effects on psychology,
social benefits, emotional benefits, self-expression and more. Referring to
Manninnen and Kujanpää (2007) who analysed value structures in massive
multiplayer online games, and highlighted the crossover between virtual and real
economies

40

, Cleghorn and Griffiths argue that virtual markets and real markets

work similarly in the way of demand, fluctuation and desired profits

41

. They

identified several psychological motivating factors that influence purchasing
decisions in virtual worlds

42

. Those findings were then compared to findings of

previous studies and models (e.g. Nir Eyal´s Model of Desire – 2012).
Reviewing these studies, it can be stated that although there is no universal
consumption theory, similarities between material consumption and virtual
consumption are apparent. All research presented is aimed towards finding social
and/or psychological elements that impact consumer purchasing behaviour.

4 Microtransactions
Many sources define microtransactions as part of a business model in which a
customer pays a small amount of money to receive some form of virtual good 43 44.
Nowadays, this definition

seems to be outdated. Although

the

word

microtransaction includes the word “micro”, this attribute does not necessarily refer
to the size of a singular monetary transaction anymore. There are records of
multiple virtual items being sold for more than $100,000, for example the Crystal
Palace Space Station in the game Entropia Universe, which was sold for $330,000
in 2009 45.
Thus, Erica Neely (2019) uses a simplified yet more suitable definition, by simply
defining microtransactions as any kind of transaction in which a user pays money
for a virtual item 46.
Microtransactions can be categorized based on different characteristics, like the
transaction method and the currency used. Regarding the currency, virtual goods
are either bought with real money, which is called real-money-trade, or through an
40

Manninen, Kujanpää - The Value of Virtual Assets p.21 f.
Cleghorn, Griffiths – Why do Gamers buy Virtual Assets p. 86
42
Cleghorn, Griffiths – Why do Gamers buy Virtual Assets p. 99
43
Mike Colagrossi - Microtransactions
44
Lexiko - Microtransactions
45
Jelle – Most Expensive Virtual Items Sold
46
Neely – Come for the Game p. 3
41
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in-game currency, which is called virtual-money-trading. Virtual money can either
be earned by playing the game or exchanged for real money47. It is possible for
games, e.g. Assassin’s Creed Odyssey, to include both types of currencies at the
same time. The premium currency in Assassin's Creed Odyssey is called Helix
Credits and can be used to buy the same items as the currency that can be earned
in game 48. Other examples for types virtual currencies are coins, diamonds, gold,
shards and more.
Lastly, if an item can be directly bought through a shop interface, it is considered
a direct trade. If items cannot be directly bought because there is a factor of
randomness involved, like with loot boxes, these trades are considered indirect

49

.

5 eBusiness Models
Investopedia defines a business model as the plan a company has to reach
profitability in a certain market with a particular business or product 50. Some of the
traditional business models are direct sales, franchising, advertising and more

51

.

The rise of the internet, starting in 1995, disrupted how markets and companies
are set up and how consumers make their purchasing decisions. Nowadays, the
internet is host to some of the biggest companies in the world, like Facebook and
Google, whose core technologies are uniquely tied to the internet and cannot be
transferred into the physical world 52. Thus, it was realized that an augmentation of
the traditional business models with a range of new and specific eBusiness models
was necessary 53.
While traditional business models centre around production as the core element of
their added value, the rise of the internet and the technological shift required a
permutation to the processing of information and the exchange of digital (and
virtual) goods and services as new core elements

54

. Although there is a wide

variety of different revenue models, Laudon and Traver, as well as Meier and
Stormer, state that most companies use one of the following strategies:
Advertising, subscription, transaction fees, sales or affiliates 55.

Flunger et al. – Free-to-Play business model p. 5
Ubisoft Support – Helix Credits
49
Chu et al. – Skins for Sale p. 125
50
Kopp – Business Model
51
Kopp – Business Model
52
Laudon, Traver – eCommerce 2016 p. viii
53
Laudon, Traver – eCommerce 2016 p. viii
54
Meier, Stormer – eBusiness & eCommerce p. 2
55
Laudon, Traver – eCommerce 2016 p. 58 f.
47
48
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Figure 1 below shows a schematic of the different revenue models for eBusinesses
according to Birkhofer, while separating indirect and direct revenue streams and
distinguishing customers and suppliers. There are five different revenue models
that are represented in Figure 1.

Figure 1: eBusiness & eCommerce (Meier und Stormer 2008)

5.1. The advertising model
In the gaming context, the advertising model is primarily used in mobile games
where around 70% of Android games and 80% of iOS games used it as their main
revenue model in 2017

56

. In order to generate revenue, these games either

implement advertisements into their game or they offer the possibility to watch
advertisements for a reward to the customer, while the advertisement partner pays
the game company per impression 57. Since the first goal of this thesis is to analyse
motivating factors for consumer purchasing decisions of decorative elements, the
advertisement model can be disregarded since there is no transaction between
customer and gaming company. Additionally, mobile games are excluded from the
research.

56
57

Statista - Gaming Monetization
Fields, Brandon – Mobile & Social Game Design p. 81
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5.2. The Transactional-fee Model
The transactional-fee model generates revenue through charging a transaction fee
to the customer, which could for example be determined by the time of usage, a
delivery fee for downloaded content or a service fee

58

. It could be argued that in

recent times, companies include the transactional-fee model as part of a hybrid
revenue model strategy. One of the most prevalent examples would be Valve with
its digital distribution service Steam, which enables gamers to purchase and play
games. Depending on the total revenue generated by a game, Steam takes a share
of 20% to 30% from every game sold

59

. Additionally, Steam also established its

own marketplace that allows for the trade of virtual in-game items on a player-toplayer basis. For every sale, 10% of the revenue goes to the publisher and 5%
remains with steam, while the player gets the remaining 85% 60.
As shown in Figure 1, the transactional-fee model is depicted as a direct revenue
model on a business-to-customer basis, whereas Steam functions as an indirect
platform business on a customer-to-customer basis 61. However, it is also possible
to buy skins for Steam games through external websites. Steam still takes a fixed
fee from transactions on external websites, but it could be argued that in this case
transactions are done on a business-to-customer basis while still being categorized
as indirect revenue stream, which does not match the definition of a transactionalfee business model

62

. Additionally, there is no other major game development

company that uses transactional fees as a revenue source. Thus, the
transactional-fee model can be mainly disregarded in the context of this thesis.
However, Steam´s Counter-Strike: Global Offense revenue model is regarded as
one of the most complex and intricate revenue models, so it will be analysed in
detail as a case example in a later chapter.

5.3. The Admission Model / Pay-to-Play
After Meier and Stormer (2008), the admission model charges a form of entrance
fee for access to a product or service

63

. In the gaming sector, this model can be

traced back 150 years to the past, when the first slot machines were set up in San

Meier, Stormer – eBusiness & eCommerce p. 59
Steam - New Revenue Share Tiers
60
Steam Community – How much money on the Steam Marketplace?
61
Total CS:Go – Skin Trading Sites Comparison
62
Brustein & Williams – Virtual Weapons
63
Meier, Stormer – eBusiness & eCommerce p. 59
58
59
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Francisco. Players had to pay every time they wanted to play, which is why the
admission model is commonly referred to as “pay-to-play” model 64.
The pay-to-play model underwent some changes due to the advent of gaming
consoles and arcades in the early 1970s 65. Since it was now relatively easy to own
the required hardware, players that did now only had to pay a single time to gain
the ownership of a game

66

. This limited the maximum profit that could be

generated with a single game.
Another big change for video games was the rise of home computers like the
Commodore 64 or the Apple II in the 1980s. Since their processing power was
superior to the previous consoles, they also allowed for more complex games

67

.

In the early years of gaming, it was possible for a handful of game developers to
program a whole game without any knowledge in the fields of computer science
and physics 68. With modern games, this was no longer the case. The game Grand
Theft Auto V for example, which is considered the most expensive game
developed, was coded by more than 1.000 people spread over several different
countries

69

. Leslie Benzies, President of Rockstar North, said that the level of

detail in GTA V is 10 to 15 times higher compared to the previous game GTA IV
and thus also required 10 to 15 times more people to work on it

70

. Estimates for

the production cost of the game range from $137 million to more than $200 million
71

. These increasing development costs made it necessary to generate more

revenue, which led to the concept of “Games as a Service” 72.
The basic idea behind this concept was to circumvent the limitation of selling a
game to a customer only once. Instead, game developers wanted to build up a
lasting relationship that allowed willing players to spend additional money on new
extension to the game

73

. Nowadays, these extensions are commonly referred to

as “Downloadable Content” or DLC for short

74

. DLCs can contain additional

gameplay elements, such as new quests and new areas, but also new practical or
decorative elements that can in turn be sold through microtransactions for even

64
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more revenue in game

75

. One of the first providers of DLCs was the game

development company Cavedogs for the game Total Annihilation in 1997

76

.

Cavedog used the internet in its early stages as a new distribution channel to
publish their additional content to their players.
But the ever-increasing power of home-computing systems combined with the
proliferation of the internet did not just open up new distribution channels, but also
gave birth to a range of new types of games. For example, multiplayer games that
turned into Massive Multiplayer Online Games (MMOGs), in which dozens or even
hundreds of players could play with or against each other simultaneously 77. These
new types of games in return brought with them new challenges, opportunities and
hence business models.

5.4. The Subscription Model
The first commercial massive multiplayer online game was published in 1981 and
was called Islands of Kesmai. It allowed for up to 100 players to play at the same
time and charged gamers an hourly rate of $12 78. This compared to today's prices
is an extremely high amount, which alludes to one of the challenges multiplayer
games had to overcome: Increased costs compared to single-player games.
Especially in the early times, it was still expensive to set up, run and maintain
servers, while the limited bandwidth only allowed for a relatively small group of
gamers to play the game simultaneously

79

. For the gaming companies, the

implementation of a subscription model, usually charged on a weekly or monthly
basis, led to regular revenue streams and, if the user was retained for long enough,
also a higher total income 80 81.
The subscription model can be paired with an admission model, in which the
customer must buy the game as well as pay a subscription fee. One famous
practical example for this hybrid revenue model was World of Warcraft, which was
originally sold for $49,99 when it was released in 2004 and charged a monthly
subscription fee of $14,99, with the first month of online play being free

82

. World

of Warcraft reached its peak in October 2010 with 12 million subscribers that
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generated $180 million in revenue per month

83

. Where admission model games

only needed to sell their game once, for subscription-based games, user retention
became a new and crucial metric that was just as important as the acquisition of
new users 84.
Although Business Insider placed World of Warcraft as the fourth top-grossing
video game franchise of all time in 2015

85

, the subscription revenue model also

faces some limitations. One of them being the fixed maximum amount of money
you can generate from each user, although there are usually players who would
spend more money on the game if given the opportunity 86. While often overlooked
in financial reports, these non-perceived potential profits have a negative impact
on the overall goal of profit maximization 87. Nowadays, there is also debate about
the so-called “Subscription Fatigue”. Researchers suggest that evidence shows a
trend of a rising fatigue of consumers to sign up for an additional subscription
service, simply because they are already signed up to several others

88

.

One way to maximize possible profits is to implement the option for
microtransactions in the game.

5.5. Price-Model for Products = The Microtransaction-Model
As was explained previously, buying items in-game is called a microtransaction.
They can be decorative or functional in nature, meaning players can change their
looks or increase their powers by spending money. Due to the competitive nature
of most multiplayer games, the latter can lead to negative player reactions

89

. But

even purely decorative items can cause resentment because gamers feel that the
game has already received sufficient funds through admission and subscription
revenues 90.
The price-model for products and services consists of a dynamic pricing model that
forgoes fixed prices, but rather lets the market set the prices freely on basis of
demand and supply. One of the most common forms of trade in the price-model
for products is the auction 91. The price-model for products found its implementation
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in the online games world through the microtransaction-model, which in turn is
often used in so called “free-to-play” (F2P) games.
Free-to-play refers to the game itself being complementary to download and play
without restrictions, while incentivizing the player to spend money on virtual goods
through microtransactions that improve the gameplay experience for the player

92

.

The free-to-play model can be further separated in purely free-to-play and pay-towin (P2W). Free-to-play games only offer decorative items with no influence on the
gameplay. Pay-to-win games on the other hand allow players to purchase
functional items which bring about competitive advantages, which is why they are
called pay-to-win

93

. Over the last years, the pay-to-win business model has

declined in popularity as the practice of spending money for gameplay advantages
is widely considered unfair or cheating 94.

5.5.1. History of the Free-to-Play Business Model
The free-to-play model was first implemented in Asia due to socio-economic
reasons and quickly conquered the worldwide digital gaming market, also
propelled by the previously mentioned limitations of earlier revenue models 95. One
of the biggest challenges for online games in the Asian-Pacific region was that a
majority of the games were pirated and thus generated no revenue for the gaming
companies, if they strictly used the admission revenue model. This excessive
piracy accrued mainly because players in Asia were poor and often couldn't afford
their own computer and thus eluded to Internet Cafés

96

. The subscription model

combined with a free-to-play approach helped to partly overcome this issue, since
it was impossible to play the games online without an active subscription 97.
But since many players could not afford the relatively expensive subscriptions, the
free-to-play model advanced mainly for the reason of price segmentation. By
offering items with prices that proliferated over a wide range, it was possible to
generate the maximum revenue each individual player was willing to pay 98. Since
testing the game was free, free-to-play games attracted a big user-base from all
social backgrounds, which in turn sparked positive network effects

99

.
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The profitability of a free-to-play game is set by the total amount of players in the
game, the number of players that get converted into paying users and the average
amount each player spends 100.
The free-to-play model nowadays exceeds all other business models in terms of
generated revenue. Including mobile games, $87,1 billion in revenue were
generated through the F2P business model out of a total market worth of $109,4
billion for digital games, which translate to a revenue market share of around 80%
101

.

The free-to-play business model is an example of the focus shift from the times of
industrial capitalism to modern times. Whereas in the times of industrial capitalism
the supply chain was centred around and controlled by the manufacturer, it is
nowadays centred around the customer. To survive, companies must be able to
adapt their products to the individual needs of the customers 102.

5.6. eBusiness Model Hybrids
In the following part, sub-categories and hybrid eBusiness models of the previous
cases will be briefly introduced to guarantee an unmitigated understanding of the
relevant topic.
Freemium: Generally, a freemium game is free to download and play up to a
certain point, at which in-game restrictions will limit the games playability. There is
a discussion about whether freemium games must include microtransactions or
not (see Davidovici-Nora 2019, Neely 2019, Fields & Brandon 2012). DavidoviciNora defines freemium games as pay-to-play games with a demo period

103

,

whereas Neely and Fields & Brandon also include free-to-play games that force
players to buy compulsory in-game items through microtransactions to further
progress in-game 104. The difference between a free-to-play game and a freemium
game is thus seemingly, that the latter makes the purchase of in-game items
inevitable, whereas free-to-play games make the purchase optional.
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Shareware: Shareware is similar to the freemium model, but instead of offering a
limited version of the game like a demo, the full, uncopyrighted software is offered
on a limited time trial basis 105.
Freeware: Unlike Shareware, freeware is free for an unlimited time but with limited
content. Additionally, the software is copyrighted 106.
A Battle Pass rewards gamers through a range of additional content like item
drops, skins, missions, maps and more for progressing in game and completing
different challenges. The battle pass is often seen as the preferable alternative to
microtransactions, as it remunerates players based on progress and not financial
power. Simultaneously, rewards from the battle pass are clear, as there is no
gambling involved

107

. The battle pass is usually considered to be part of the

microtransaction business model, with Fortnite being its most prominent operator.
In Fortnite, the battle pass runs on a subscription basis though, where players must
pay around $9,50 every quarter

108

, although there were also options to earn the

Battle Pass for free through extensive gameplay in 2019

109

. Additionally, it could

be argued that a battle pass is incidental with offering games as a service and
hence also part of the admission-fee model.

6 Case Example: Counter-Strike: Global Offense
In the following part of the paper, the revenue model of Counter-Strike: Global
Offense (CS:GO) will be examined in detail. The goal of this case example is on
one hand to reveal the similarities between the real-world economy and the virtual
economy, and on the other hand to ensure that the reader has an extensive
understanding of how complex eBusiness models can be.
The CS:GO revenue system can be seen as one of the most advanced revenue
models in the online games segment, as it even allows for the trade of skins on
external websites, that use different methods of gambling practices to increase the
total skin-market turnover. In addition to using CS:GO as a prime example for
understanding the conglomerate of modern game revenue strategies, this case
study will also briefly showcase one of the biggest criticisms about the free-to-play
microtransaction model, which is the gambling aspect.
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Counter-Strike: Global Offense is a multiplayer first-person shooter that uses the
free-to-play business model, meaning it can be downloaded and played free of
charge without any restrictions. It was developed by Valve and Hidden Path
110

Entertainment and is hence part of the Steam network

. It is possible to buy a

prime status for 13,25€, but it's also available for free once a player reaches level
21, which is said to take around 100 – 200 hours

111

. The prime status unlocks a

range of additional skins and cases and will pair prime users in matchmaking

112

.

From November 18th, 2019 until March 31st, 2020 a battle pass called Operation
Shattered Web was available for the price of 13,25€

113

. The battle pass included

a range of new player and weapon skins, sprays, tags, missions, and maps 114.
The game uses a real-money microtransaction revenue model through the sale of
a variety of mainly cosmetic upgrades, such as weapon and player skins, gloves,
pins, music-kits, sprays, patches and gloves that are sold on a player-to-player
basis through a curated stock-like exchange market called the Steam Marketplace
115

. Additionally, a small range of semi-functional items can be bought directly from

Steam through the Steam Shop, which are accessible in-game.

6.1. Obtaining Skins
There are different ways players can obtain skins. The game uses a level-1 to
level-40 weekly ranking system that gets reset every Wednesday. Whenever a
player reaches level 2, they either get a weapon skin or a spray (a spray is a graffitilike image that can be emitted on walls and is limited to 50 uses)

116

. This is the

only way a player can get a free skin inside the game. The standard way of getting
skins in the game is through so-called crates. A player can earn a maximum of 2
crates per week simply by playing the game 117.
There are different types of crates that are categorized based on their content,
such as weapon crates, tool crates, explosive crates and more 118. Although crates
are free, the player needs a fitting key to open the crate in order to get a
randomized share of the content. Keys can be directly bought through the Steam
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Shop and cost 2,30€. After using a key, a random selection of items is disbursed
from the crate´s content, based on the item’s individual rarity.
Additionally to keys, the Steam Shop offers a very limited selection of semifunctional items, like nametags, experience-boosts or increased inventory space,
but no skins. The skin trade on a player-to-player basis is curated through the
Steam Marketplace, on which Steam takes a piece of the revenue from each sale
119

. The transaction fee is set at 5%, but for CS:GO, and a range of other games,

Steam takes a higher fee of 10%. On the Steam Marketplace, there is a maximum
price cap for a single listing that is currently set at $1,800 120.
Another way to buy skins is through a variety of external websites that are officially
not associated with Valve but allow the login through the Steam account and can,
therefore, be seen as part of the direct game environment 121. Officially, Steam has
denounced all cooperations with any third-party website and declared in 2016 that
they will be requesting third party websites to cease all operations, but there are
still many external websites online to this day (June 2020)

122

. These external

websites can be categorized in two groups. Firstly, the supply of skins and
secondly gambling.
The maximum price cap on the Steam Marketplace is one of the reasons why
external marketplaces that, for example, don´t have such a maximum price cap
gained popularity, as the price of items can vastly exceed the limit of $1,800.
Currently, the most expensive decorative item sold in CS:GO is the Souvenir AWP
Dragon Lore skin, which was sold for more than $60,000 in 2018 123.
Skin-trading websites can work with different methods, from selling self-composed
crates that can cost several hundred Euros

124

, to the direct sale of skins

125

and

even skin-rentals on weekly or monthly basis 126.

6.2. Item Prices
The item price consists of a variety of different factors: Rarity, exterior quality or
float, pattern, used stickers, if it is a souvenir and if it has stat-tracking. By
examining how complex the composition of item prices in the CS:GO environment
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are, similarities between the real-world economy and virtual world economy
become apparent.
There are eight different rarity levels of skins that are perceptible through colour
coding, with white being the most common and gold being the rarest. Additionally,
every skin has a so-called “float” or wear value between 0 and 1 that determines
how scratched or worn the skin looks. Depending on the value there are five levels
of the exterior quality that range from factory new to battle scarred 127. The exterior
quality has an influence on the visual depiction of the item, and thus its price, but
does not deteriorate over time 128. Stickers can be put on weapons and since they
also have their own value based on rarity, they too influence the price of the
weapon they are on. StatTrak is an add-on that can be part of a weapon and it
depicts the number of player-kills the owner of the weapon has gotten with that
129

weapon

.

A skin can also be categorized as a souvenir, which means it was given out as part
of an official major tournament hosted by Valve. Players who watch at least 1 round
of a major tournament on the streaming website Twitch or through CS:GO have
the chance of winning a souvenir item randomly 130.
The price of a range of items can also vary depending on the exact composition of
a skin´s pattern, the skin´s positioning on the weapon and the colour patterns,
which are randomized. Some elements of a pattern, for example a heart shaped
element, are more favoured and thus, if the pattern depicts it in a blatant position,
the skin´s value is raised. Based on the player´s first-person view of the avatar
(only the right hand plus weapon are visible) a weapon has a frontside, which is
constantly in the field of view of the player, and a backside, which is always facing
away from the player. Consequently, if the favoured pattern is depicted on the
backside of the weapon this will decrease its value

131

.

Ultimately, the price for the same weapon skin can differ greatly. For example, the
StatTrak AK-47 with a factory new exterior quality and pattern number 321 is worth
around $10,500, while the minimal wear (worse than factory new) StatTrak AK-47
with pattern 661 is worth more than $32,000, and the AK-47 with a well-worn
exterior quality and pattern 256 is only worth $7 132 133. At this point, there are more
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than 16 Steam accounts with virtual items that exceed the worth of $100,000, with
one of them even topping a quarter of a million dollar 134.

6.3. Gambling
Although Steam uses real money, players are not allowed to withdraw any money
they have in their accounts. This rule might seem unfair at first, but coming back to
the example of the United Kingdom´s Gambling Commission mentioned in the
Virtual Consumption chapter, by not allowing players to withdraw their money, all
CS:GO items are considered items without value and in turn make all types of
gambling with and around those items legal

135

. The German State Parliament of

Brandenburg also stated in 2017 that the content of loot boxes is immaterial and
thus doesn't fall under gambling laws, although being considered a dimetric good
136

.

The United Kingdom´s Gambling Commission further acknowledges that some
games offer the option to turn virtual items into real money, which would in turn
make gambling with them illegal, also under German law

137

. In reality, some

external CS:GO skin-trading websites (e.g. Skinbaron.de) allow the players to
withdraw their money via PayPal, Bitcoin and other methods, which in turn means
that any skin on any website can be cashed out, since they can be transferred
between the websites

138

. Government officials see Valve in the responsibility to

act against those types of websites, but although this statement was made in 2016,
to this day, there are still a vast variety of gambling options available on external
websites 139.
As previously mentioned, the definitions of gambling can differ from country to
country, with countries like Belgium banning the sale of loot boxes as gambling in
April 2018. The official press release of the Dutch Ministry of Justice explicitly
names Counter-Strike: Global Offense as one of four guilty objects of study 140.
There are two different types of gambling associated with Counter-Strike,
disregarding the gambling aspects of loot boxes themselves. Firstly, there is a
range of websites that use casino games like Roulette or even a simple coin-toss
141

. But instead of using of real currencies, they allow the player to gamble with
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skins, while enabling players to cash out their winnings either directly on the
website or through other external websites like Skinbaron.de. Secondly, there are
websites for eSport match-betting, for example for Counter-Strike, League of
Legends, or Dota 2. They work like most other types of sport-betting websites,
using predetermined odds

142

. When placing a bet, the skins are transferred to a

Steam account managed by the betting website and after winning, those skins,
plus a share of skins other people lost, get transferred back to the winning players
accounts 143.

6.4. Summary
Summarized, Counter-Strike: Global Offense uses the price model for products
through the free-to-play business model paired with decorative microtransactions.
Additionally, it is possible to pay for prime status.
The Steam Shop offers a range of semi-functional items on a business-to-player
basis. The Steam Marketplace uses a stock-exchange-like-interface for player-toplayer sales, taking a fixed fee of all transactions. Item prices are based on demand
and supply and a range of item-specific factors.
Additionally to being used to alter a player´s avatar, skins are also used as currency
on online gambling websites. If skins cannot be traded back for cash, they are
considered immaterial goods in many countries. In reality, skins can easily be
traded back for cash, which would make all forms of gambling with them illegal.
Yet, the skin gambling market is still flourishing with an estimated $5 billion in skins
being wagered in 2016 144.

7 Methodology
The mixed method research methodology was chosen for this thesis, which
combines quantitative data with qualitative research. The goal of this thesis is to
identify factors that influence consumer purchasing behaviour of decorative virtual
items in online games. As stated before, previous literature is relatively scarce and
no research has been done exclusively regarding decorative items, as functional
items were always included in all studies. Factors found by previous research can
be adapted for this thesis, with the exclusion of motivators focused on purely

142
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functional attributes. Based on the limited generalizability of previous results, which
are explained in detail in the literature review in the methodology part, further
quantitative testing is needed. Thus, in the first step of this inquiry, a quantitative
survey will be conducted with gamers.
In the second step, qualitative methods will be used to generate an in-depth
understanding of consumer purchasing decisions for virtual items. And as gamer´s
purchasing decisions are based on complex multifaceted deliberations and
feelings, it is assumed that additional factors only related to the purchase of
decorative elements might emerge through the interviews, which were not
considered in previous research. The findings from the first quantitative survey and
the qualitative interviews will be combined and lastly tested through a second
quantitative

survey.

7.1 The Mixed Method Research Methodology
The mixed method research methodology is sometimes also referred to as
methodological triangulation, blended research, integrative research, mixed
research and more

. In his article “Toward a definition of Mixed Methods

145

Research” R. Burke Johnson combined 19 definitions by different leaders in the
fields of mixed method research to come up with the following definition:
“Mixed methods research is the type of research in which a researcher […]
combines elements of qualitative and quantitative research approaches […] for the
broad purposes of breadth and depth of understanding and corroboration.”

146

To gain a comprehensive understanding of this definition, it is worth looking at the
early mentions of the mixing of qualitative and quantitative methods. In his article
“Unobtrusive Measures: An Inventory of Uses” from 1976, Thomas J. Bourchard
examines different research methods in the field of sociology and comes to the
conclusion that there are no perfect methods and that each method has its
weaknesses and should, therefore, be supplemented with a different method. If the
same results are gained using two different methods with different weaknesses, it
in turn greatly increases the validity of those findings

147

. Subsequently, when the

same results are gained using the same method, but a different sample, for
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instance, this will simply lead to correlated errors rather than increase the validity
of findings

148

. Furthermore, the mixed method methodology can also lead to a

more “holistic, and contextual portrayal”

149

and thus, increases the level of

understanding regarding a specific topic 150.
The process itself can be categorized by different characteristics, like the
simultaneous and the sequential triangulation. With the simultaneous approach,
qualitative and quantitative methods are used simultaneously. During the collection
stage of the data the two methodologies only have a limited amount of interaction,
but during the interpretation stage the results of both inquiries supplement each
other. With the sequential approach, the results of the first inquiry are used as basis
for the following inquiry

151

. Additionally, based on the emphasis of the different

methods used, the mixed method research can also be categorized in qualitative
dominant, quantitative dominant and equal status research

152

.

Regarding this thesis, the sequential triangulation was chosen with an equal
emphasis on qualitative and quantitative research. Originally, it was planned to
only do one quantitative survey, to test the generalizability of factors found by
previous researchers, since quantitative research can generate data that shows
“trends, attitudes, and opinions of a population” 153. These results then serve as a
basis for further qualitative research, with the aim to reach an in-depth
understanding of the decision-making process of gamers. Judging by the data
received through the two methods, it became apparent that due to the nature of
the survey, the validity of the results was limited, as the statements were seemingly
heavily influenced by the respective games played by the participants, which
became especially obvious during the qualitative research. This led to a pivot in
the specific research approach. While the quantitative survey still functions as the
basis for the qualitative interviews, it was deemed necessary to conduct additional
research following the interviews, to reach a higher level of validity for the factors
gained through these interviews. Thus, a second questionnaire was developed,
and a second survey was conducted. While the first questionnaire was given out
to players of different games, the second survey was split up in two parts that were
both focused on gamers of one specific game each, with a questionnaire that was
based on the statements received in the interviews as well as the results from the
148
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first survey. This was done to test the influence the game has on the decisionmaking process of gamers. Due to the limited space, it was not possible to include
the design and results of both surveys in the thesis. Since the results of the second
survey are deemed more valuable and valid, the design and analysis of the first
questionnaire was moved to appendix C1, with the exception of the summary of
the results from the first questionnaire, which will be displayed before the
qualitative in-depth interviews.

7.2 Methodological Literature Review
While the previous literature review focused on examining the different
consumption theories used by researchers, this literature review will focus on the
different methodologies used in the studies adapted for this thesis. The factors
adapted from the literature can be found in appendix B1.
The amount of relevant studies about factors influencing consumer purchasing
decisions for virtual items is limited and has not differentiated between motivating
factors for purely decorative items and functional items. Additionally, most research
focused on trying to build a holistic synopsis of influencing factors, meaning that all
factors that influence consumer purchasing behaviour were examined. This
includes gameplay and game design elements as well as factors related to the
different business models. As the space for the thesis is limited, factors related to
gameplay, game design and business models will not be further examined. This
thesis will only focus on psychological, social, and individual factors in regard to
decorative elements. The validity and transferability of the results needs to be
guaranteed by examining the different research methodologies used.
“Virtual Item Sales as a Revenue Model: Identifying Attributes that drive Purchase
Decisions” is a goods-centred

154

exploratory study based on the analysis of a

range of massive multiplayer online role-playing games (MMORPGs) through
information-oriented sampling by Vili Lehdonvirta. The information-oriented
method can yield in-depth information but does not allow for statistical
generalizations. Follow-up studies can use the findings as a basis for further
studies 155. The findings were extracted on the basis of first-hand user experiences,
interviews with developers and professionals (2), informal discussions and
previous literature. The data was collected between 2005 and 2007, but for the
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most part, not exclusively for the paper. The results are structured into functional,
hedonic, and social attributes, while the functional attributes can be disregarded in
the context of this Thesis

156

. The study generated two functional attributes, six

hedonic attributes and one social attribute that influence consumer purchasing
behaviour.
In “Virtual Consumerism” Johnson et al. use the case-study method to extrapolate
findings from the Finnish game Habbo Hotel. Habbo Hotel is a previously popular
massive multiplayer online game that at its peak had around 9,5 million active
users per month with 90% of players being between 12 and 18 years of age

157

.

The game was chosen due to its maturity (published in 2000), the possibility of
real-money trades and its focus on virtual commodity consumption. The data used
was gathered between 2004 and 2007 and consists of 12 interviews, the
examination of 24 fan sites and first-hand use experiences 158. The purpose of the
study was to clarify purchasing motivations and the social dynamics that influence
the virtual consumption for Habbo Hotel users 159. Johnson et al. came up with six
different sociological factors that influence consumer purchasing behaviour which
were adopted for the quantitative survey. The limitations of this study are a lack of
evaluation (ranking) of the different factors and a lack of generalizability.
In “Virtual Item Purchase Behaviour in Virtual Worlds: An Exploratory
Investigation”, four focus groups with 24 participants that play a range of free and
paid MMORPGs were interviewed in a semi-structured format to collect information
on variables that influence consumer purchasing decisions. For the interviews,
Guo and Barnes divided the purchasing process into three stages: Motivation,
behavioural intention, and purchase behaviour. Due to the unrepresentative
samples, their findings don´t allow for a generalization, but can be used as basis
for subsequent research

160

. The study yielded 17 factors that influence players

purchasing behaviour without further categorization, including factors based on
game design elements, as well as factors based on functional items 161. Thus, only
a selection of their findings will be adopted for this thesis.
In “Why do Gamers buy ‘Virtual Assets’? An Insight in to the Psychology behind
Purchase

Behaviour,”

Cleghorn

and

Griffiths

use

the

Interpretative

phenomenological analysis method interviewing six gamers that regularly bought
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virtual items. The study resulted in seven superordinate themes: Motivation for
purchases, social aspects, emotional attachment to the avatar, psychological
rewards and impacts, self-expression, stock-market gaming, and impulse buying
versus research

162

. These seven themes consist of two to seven subcategories

each. Not all these subcategories are self-explanatory, with some of them having
negative impacts on driving consumer purchasing behaviours. One example is
“self-torment,” which is named as a subordinate theme regarding the superordinate
theme of psychological rewards and impacts

163

. After consulting the text, it

becomes apparent that it's a lack of self-torment which can drive consumer
purchasing behaviours and decisions. In addition to not being self-explanatory, the
themes relate to decorative elements, as well as functional items. Thus, after
elaborating the precise meaning of all factors, only a selection was adopted for the
quantitative survey. Since the study was qualitative and based on a very limited
number of interviews, further quantitative testing is again needed to ensure the
generalizability of the results.

8 The Quantitative Surveys
The first quantitative study is based on the findings of previous literature, which
was mainly conducted qualitatively. Since previous research made no separation
between functional and decorative items, the first quantitative survey will be used
to test the adapted factors that influence purchasing behaviours in online games
for purely decorative items. Not only will this survey allow the validation or rejection
of those factors, but also a ranking of how important players think each of those
factors is. The results of this survey will then be used as a basis for further
qualitative research, which in turn is then used for a second qualitative survey. The
second survey will feature questions generated through the combined results of
the first quantitative research and the qualitative research. Additionally, it will be
used to validate or reject three inductively generated hypotheses. As such, the
influence of the game’s genre, the influence of the age of the participants and the
influence of gender will be analysed. In order to test the influence a game has on
the results, the survey will be split up in two separate parts that will be given to
players of two different games. The selection of games is based on the statements
given by the participants of the qualitative interviews. Game number one is a
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strategy game called League of Legends, the second game is an open world roleplaying game called Guild Wars 2. Thus, in total three different surveys will be
conducted with two different questionnaires. Due to the limited space, the design
and interpretation of the first survey was moved to appendix C1 and C2. Thus,
while there are many similarities between the two questionnaires used, the
following parts will focus on the design of the second survey.

8.1. Questionnaire Design
When designing a questionnaire, it is important to pay attention to several factors.
The questions should be relevant to the research question, they should be easy to
understand with simple syntax and wording that leaves no room from interpretation
by the participants, questions should not be suggestive in a way that influences the
participant’s

answer

and

should

also

not

contain

164

negatives

.

Questions related to the same topic should also be grouped together, as it can help
to reduce the mental strain of participants in answering those questions

165

. The

questionnaire mainly features closed-ended questions, as its main purpose is not
to generate new factors influencing consumer purchasing decisions of decorative
items, but to firstly validate and evaluate previous findings and secondly, prove the
three inductively generated hypothesis

166

. For the evaluation, Likert-scales are

used. With Likert-scales, the researcher must decide on the number of scales as
well as their denotation. While there is no set favourable standard for the number
of scales, as their understanding is also dependent on the respective mental
capabilities of survey participants, it holds true that the longer the scale, the harder
it is for the researcher to label it and for the participant to intuitively understand.
Research suggests that the reliability of a scale reaches its peak with a scale length
of 5 to 7, with bipolar labels ranging from “completely disagree” to “completely
agree”

. For this thesis, a 5-level scale including a “neutral” option was

167 168

chosen.
Questionnaire revision is another part of survey design. While being helpful in
identifying problematic questions that are not clearly understood by participants,
studies suggest that the revision process only has limited positive influence on
revised questionnaire results

169

. Nevertheless, the questionnaire was firstly
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revised by a qualified psychologist and secondly, discussed with a selection of
gamers that have purchased decorative items in online games, through a
qualitative discussion. After posting the survey, the Head of Analytics and User
Research for Guild Wars 2 John Hopson, who coincidentally also took part in the
survey, noted that he approved the survey, which can be seen as valuable
acknowledgement.
For the sake of comprehensiveness, the factors influencing gamers purchasing
decisions of virtual decorative items for this thesis were categorized in several
clusters

170

. The original questionnaire consisted of six clusters derived from

previous research (see appendix C1), which were expanded to a total of 7 clusters
after conducting the qualitative interviews, which are explained extensively in the
qualitative analysis. One additional cluster was then added for the second
questionnaire, that featured a range of questions that were derived from the
interviews and are centred around game-inherent factors. This was done with the
intention of being able to further examine the influence the game type has on the
answers of the participants. An overview of the questions can be found in appendix
E1.
In order to enable a direct comparison between the surveys for the two games, the
questions had to be formulated in a way that makes them reasonable for players
of each game, although the games feature different mechanics and gameplay
elements. Thus, question 36, 37 and 50 have slight adaptations in their exact
wording, which can be again found in appendix E1.

9 The Quantitative Analysis
Due to the different purposes of the two surveys, different quantitative methods
were used in each analysis. While the purpose of the first inquiry was to show
general attitudes and tendencies of gamers towards different statements, the
second survey was additionally conducted to examine the influence of the game’s
genre, age and gender. For the analysis, two different correlation methods were
used. Since the ordinal data collected through the Likert-questions in the surveys
is non-parametric and independent, the Mann-Whitney U test was chosen for the
comparison of two sets of data and the Kruskal-Wallis-Test for the comparison of
more than two sets of data171. Both of these tests don´t compare means, but assign
170
171
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ranks to the specific values, which is why the Mann-Whitney-U-Test is also referred
to as the Wilcoxon rank sum test 172. For the Mann-Whitney U test, the data is split
into two groups that are to be compared. Regarding this thesis, this was done to
firstly, compare the influence of the game type, and secondly, the gender of the
survey participants. To test the influence of age, the participants were split in more
than two groups. For gender, due to the limited survey size, only female and male
participants were compared and participants with diverse gender were excluded.
When using the Mann-Whitney U test, the null hypothesis always assumes that
there is no significant influence between the two factors that are being observed.
The null hypothesis is declined in cases where the calculated significance is equal
or smaller than the value of 0,05, which means that the probability that the null
hypothesis is correct is smaller than 5% 173. Using SPSS, the effect strength called
“r” can be calculated, and the influence of a factor can be categorized in weak (r <
0,1), middle (0,1 ≤ r < 0,5) and strong (r > 0,5) effect strengths

174

.

To calculate the influence of age on the survey results, the participants were
categorized in 3 age groups. For the analysis, in a first step the Kruskal-Wallis-test
was used, which uses the same null hypothesis as the Mann-Whitney-U-test, but
can be used for the comparison of more than two variables. In cases where the
results of the asymptotic significance from the Kruskal-Wallis test was smaller or
equal to 0,05, the Mann-Whitney U test was again used to calculate the effect
strength of the influences between each of the three different age groups

175

.

9.2. Analysing Likert-Scales
Except for the introductory questions, all the remaining questions in the
questionnaires are 5-step Likert-type questions that produce ordinal data. In order
to allow statistical analysis methods, a number is allocated to every scale on the
Likert-scale, with 1 being assigned to “Completely Disagree,” 2 to “Partly
Disagree,” 3 to “Neutral,” 4 to “Partly Agree” and 5 to “Completely Agree”. There is
an active discussion about including “neutral / don´t know” answers in Likert-type
questions as well as their proper handling in statistical analysis. The question is
whether neutral questions should be excluded from the analysis and be counted
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as missing answers or not 176 177 178. Since there is no universally accepted answer
to this and the questionnaire offered “neutral” as an answer, for this thesis they will
be included in the analysis.
For the analysis of the first survey, it is important to differentiate between Likerttype items and Likert scale data. Likert items are the individual questions and
statements given to participants, whereas a Likert scale is a combination of at least
four Likert items that form a contentual cluster together

179

. For this thesis, this

means that the individual questions in each cluster are Likert-type items, whereas
the cluster itself forms a Likert scale. Likert items are considered non-parametric
ordinal data, whereas Likert scales are considered interval scale data and
therefore allow for different data analysis methods

180

. The methods used to

analyse Likert items produce results regarding singular questions, whereas the
methods used to analyse the Likert scales allow statements about a whole cluster.
For Likert items, frequencies can be used to show the variance of answers while
the median and mode will be used to show central tendencies

181

. According to

Stevens (1946), the mean is usually not an appropriate calculation method for
ordinal data, as the difference between the scale levels cannot be considered
equal. But he also states that it can be useful when used cautiously in certain
instances 182. This implies that the mean can be used as an indicator of tendency
that implies a higher general level of agreement the higher it is and, conversely, a
higher level of disagreement the lower it is. But it cannot be used to predicate the
exact value of agreement in the sense that a 4,4, for example, means that people
agree with the statement 10% more than if the value was 4, but only that the
general level of agreement is higher. Regarding this thesis, it will be used together
with the variance to analyse the distribution of votes in both surveys.
Calculating the internal validity of single questions has only very limited benefits
and will thus be excluded from this thesis

183

. But for the cluster or Likert scales,

Cronbach's Alpha will be used to show the scale reliability for the first
questionnaire, and the variance will be used to account for the dispersion of the
distribution 184.
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Regarding the analysis, a factor can be seen as partly approved if the mean is
situated between 3,5 and 3,99, and completely approved when it´s situated
between 4 and 5. Accordingly, a factor can be seen as partly rejected if the mean
is situated between 2,49 and 2 and completely rejected if it is situated at 2 or lower.
For questions with a mean between 2,5 and 3,5, no meaningful tendency is
discernible.

9.3. Summary of the first Survey
Here is an overview of all factors that were either completely approved, partly
approved, partly rejected or completely rejected based on the survey results. A
complete overview of the exact means and variances for all questions can be found
in appendix C2.

Completely Approved:

●

Not looking like a new player

●

Buying skins for offline games

●

Wanting to look cool

●

Higher price = cooler skin

●

Wanting to look pretty

●

Getting

●

Deciding independently

●

Playing for a long time

●

Enjoy the game

Partly Approved

●

After buying a skin I feel good

●

Having money left over

●

Skin marketplace is positive

Partly Rejected

●

Looking like ideal self

●

Cultural background

inspiration

from

others
●

Caring

about

recommendations
●

Belonging to a group

●

Disliking other players

●

Feeling bad after buying a
skin

●

Substitution for shopping in
real-life

Completely Rejected

●

Replacement for going out

To summarize, wanting to look cool was voted the most important factor that
influences the purchasing decision of players with a mean of 4,75 out of a
maximum of 5. Out of a total of 378 participants, only 5 said they at least partly
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disagree with this statement. The second most important factor with a mean of 4,62
was that players generally must enjoy the game for which they buy skins. Players
also on average completely agreed that they decide independent of others when
they purchase a skin, signalled through a mean of 4,41. With equal means of 4,36,
the last completely approved factors are the desire to look pretty with a skin and
that the respective game has to be played a lot before a decorative item is
purchased. Interestingly, looking pretty showed the highest divergence in the
dispersion of opinions with a variance of 0,974, which indicates that some players
care about looking pretty a lot, whereas others care about it less.
When looking at the partly approved factors, although the survey suggests that
players generally have no high price sensibility when it comes to buying skins, a
skin is usually only bought when the person has some money left over at this
time, which is indicated by a mean of 3,98. This shows that gamers in general
enjoy wearing skins, but that it doesn't have the highest priority in their life, and is
rather considered a form of luxury good. Coming in sixth place is the positive
feeling most gamers get after buying a skin, which serves as positive
reinforcement, indicated by a mean of 3,8. Possibly the most interesting result of
this survey for a practical implementation could be the fact that players see it as
positive if they have the opportunity to sell their skins via a marketplace, which
was indicated through a mean of 3,71, although the very high variance of 1,98
indicates

strongly

varying

opinions

about

this.

The only factor that was completely rejected with a mean of 1,96 asked, if buying
skins is seen as a replacement for going out for the players. Since space is
limited, the partly rejected questions and the questions that showed no clearly
identifiable tendency are excluded from this summary. But a statistical analysis for
each

of

the

factors

can

be

found

in

appendix

C2.

Summarized, 5 questions were completely approved and 3 partly approved, out of
a total of 32 questions, which translates to 25% of all cases. At the same time, 11
questions were partly rejected and one completely. 12 questions showed no clear
approval or rejection as they were situated around the neutral value. This number
could have been reduced by removing the option to give neutral answers in the
Likert-scale. But forcing participants to voice opinions even in cases where maybe
no clear tendency is perceptible would lead to a distortion in the answers and thus
limits the survey result´s usefulness. It also must be noted that the previous
statements only give evidence for the general population of gamers. Thus, even
statements that were completely rejected by the majority of gamers might still
positively influence some of the participants. Ultimately, except for question 4,
35

every question had a dispersion of votes throughout all options of the scale.
Question 4 asked players if they want their character to look cool and through the
variance of only 0,38 signalled the highest consensus in the opinions of the
participants. And although nobody chose that they partly disagree with this
statement, 5 people said they completely disagree with it. Thus, there are always
exceptions to the general opinion and there are no universally applicable factors
for all gamers. Additionally, there are limitations to the survey results, like the
solitary collection of the sample through Reddit or the possible influence of social
desirability bias. The high disparity in opinions in the results also indicates that
there are individual differences that influence the decision-making process, but it
also seems likely that the respective games the players play have significant
influences on the results, which was also confirmed through general feedback
given by the participants on Reddit. Playing a first-person game or third-person
game would, for example, have influences on the emotional attachment to the
avatar. The emotional attachment would also be influenced by the fact whether a
game has a story, like role-playing games usually do, or not, like most egoshooters. The influence of the game and other factors need to be further elaborated
through the subsequent research.

10 The Qualitative Inquiry
The aim of the qualitative inquiry is to firstly gain a deeper understanding of the
decision-making process of the participants and secondly to examine, if there are
factors that influence that decision-making process in regards to purely decorative
elements in online games, that were not considered by previous literature. Thus,
in-depth interviews were chosen as the qualitative research method. in-depth
interviews require specialized skills from the interviewer. Regarding this thesis, the
researcher conducting the interviews received his qualifications during his
bachelor’s degree in Business-Psychology.

10.1. In-Depth Interviews
The in-depth interview is a specialized interview technique that aims towards
finding exhaustive profound motivations and convictions of an interviewee
regarding a certain topic. The basic principle of in-depth interviews goes back to
36

Freud's psychoanalysis. As the American marketing expert and psychologist
Ernest Dichter, who is commonly referred to as the father of motivational research,
puts it: “Whatever your attitude toward modern psychology or psychoanalysis, it
has been proved beyond any doubt that many of our daily decisions are governed
by motivations over which we have no control and of which we are often quite
unaware.”

185

. Through its long duration of at least 2 hours and the required

specialized skills and knowledge of the interviewer, in-depth interviews are
supposed to unveil psychological coherences based in the sub-conscious of the
interviewees

186

. Thus, if done correctly, in-depth interviews are a versatile

research method that can generate rich data that allows to understand a person´s
behaviour, decision making process and motivations in their respective context 187.
The basic principle of in-depth interviews is that inherent psychological processes
can be unveiled through narratives 188.

10.2. Structure and Procedure
The structure of in-depth interviews ranges from lightly structured to heavily
structured 189. As the purpose of interviews in the context of this thesis is to convey
an in-depth understanding of the decision-making process and motivational factors
that influence gamers, partly based on the results of the quantitative survey but not
limited to it, a semi-structured interview was chosen

190

. In a semi-structured in-

depth interview, the interviewer has a range of topics that need to be covered and
can interact with the interviewee by asking questions and encouraging discussion
in a conversational style 191.
One of the strengths of in-depth interviews is that due to their open nature,
interviewees can talk about topics they deem important in their own terms, which
can result in new and relevant information about a topic

192

. Hence, the interviews

are mainly explanatory, but due to their narrative nature, also exploratory.
Additionally, with semi-structured interviews compared to other forms of interviews,
the interviewer can act as “knowledge-producing participant,” 193 rather than being
an ostensibly objective entity. The structure of the interviews will follow the
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structure of the quantitative questionnaire. The topics that need to be covered are
represented through the six clusters previously mentioned, which can be found in
the appendix C1.

10.3. The Role of the Interviewer
The role of the interviewer is to create an atmosphere in which the interviewee
feels safe to express themselves freely, while cautiously steering the conversation
towards extracting relevant information

194

. To keep the flow of the interview, this

steering should be done with the least amount of interventions possible, which is
why a semi-structured interview format was chosen

195

. This means that the

interviewer will ask questions that open the conversation about certain topics and
based on the quality and content of the interviewee’s answers, follow up questions
will be asked to extract in-depth information about motivations. The interviewer
must have expertise in the field of research, as well as certain practical skills in
interviewing techniques

196

. With semi-structured interviews, it can also be

assumed that the replies gathered from a participants will change depending on
the respective interviewer, as the progression through the interview, the wording
of questions and their content will differ based on the person conducting the
interview

197

. Qu and Domay compiled an overview of a range of interview

techniques that can be used by the interviewer to maintain the flow of the interview,
as well as a positive relation to the interviewee. It is, for example, important that
the interviewer stays as neutral as possible during the interview as to not influence
the directions of the interview through non-verbal communication like nodding,
showing surprise, shock, disagreement, or any other form of sentiment 198. As was
mentioned before, the interviewer needs to be qualified to conduct in-depth
interviews. The researcher conducting the interviews for this thesis has received
an intense training for in-depth interviews during his three-year bachelor’s degree
in Business-Psychology and has conducted in-depth interviews on numerous
occasions in the past, for example, for Junge Helden e.V. about the opinion of
Germans in carrying an organ-donor identification. But conducting interviews on
the purchasing behaviour of gamers should be relatively straightforward, as the
underlying thematic is not very sensitive, and the interview participants have shown
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a high interest in participating in the interviews. This in turn does not mean that the
results of the interviews will be automatically of a high quality, but that a high oral
fluency can be expected when talking to the interviewees, as they are eager to talk
about their experiences and opinions. At the same time, this also highlights one of
the limitations of the in-depth interviews sampling, which is that due to the limited
number of participants and their willingness and ability to speak fluently or “from
the heart,” gathering a completely random sample of participants is difficult. The
small sample size also strongly limits the ability to generalize findings

199

. This

again shows the usefulness of a mixed-method approach in this thesis, as the
combination of generalizable quantitative research and in-depth understandings
through the qualitative interviews is extremely helpful, which is why an additional
quantitative survey will be conducted following the interviews.

10.4. Transcription and Content Analysis
As the first step, an in-depth interview must be transcribed to enable a
methodological content analysis. The transcription is a precise depiction of the
interview and thus, usually includes all forms of acoustic utterances, such as
laughter, sighs, long breaks and other forms of signals that give an indication of
the emotional state or thought process of the interviewee

200

. The manual of

transcription (3rd edition) summarizes some important transcription rules, such as
the approximation of informal contractions into standard language (e.g. wanna =
want to), the exclusion of stutters and word doublings, the indication of pauses of
at least 3 seconds with the use of brackets and points (…) and more 201.
For the analysis, a simplified version of Mayring´s Content Analysis was chosen.
Simplified because the qualitative survey does not have to meet the criteria to be
able to stand on its own, as it is supplemented by an additional quantitative study.
Thus, the questions of validity and reliability are of lesser importance in the
qualitative part, as these questions will be answered through the subsequent
quantitative survey. Thus, only a selection of processes is assumed to make the
analysis fit the mixed method approach of this thesis, as well as its spatial
limitations.
Hence, after transcribing the interviews, the interviewer must read through the
transcripts and highlight all relevant information regarding the topics of interest,
199
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which are then allocated to the respective topics or clusters of the interview
guideline. Information that is relevant, but does not fit to one of the laid-out clusters,
must be allocated to a new cluster or category

202

. Regarding this thesis, these

categories were deductively derived from previous literature and are represented
by the clusters of the quantitative questionnaire. Additionally, in the case of evident
manifestation of topics not covered by the deductive clusters throughout the
interviews, further categories can be formulated inductively

203

. Through the

consolidation of statements into the different categories, a systematic approach
towards the content analysis can be accomplished. Individual statements between
interviewees towards a certain topic can be easily compared and universal
propositions become apparent. In the analysis part, rather than giving summaries
of the different interviews, each cluster will be analysed with the statements given
by all participants.

10.5. Sample
The participants of the qualitative interviews are native German speakers.
Although this thesis is written in English, the interviews are conducted in German,
which is due to the fact that the interviewees were all native German speakers.
The idea to conduct the interviews in English was taken into consideration, but indepth interviews are a highly complex and precise procedure, and the loss of
knowledge due to limitations in linguistic competence in English should be avoided.
●

Participant 1: Female, 21 years old, has bought skins for League of
Legends

●

Participant 2: Male, 33 years old, has bought skins for World of Warcraft,
League of Legends, Guild Wars 2, Final Fantasy XIV and more

●

Participant 3: Male, 35 years old, has bought skins for Heroes of the Storm,
Fortnite, Atellier, The Legend of Heroes and multiple other JRPGs

●

Participant 4 was excluded from the analysis when it became apparent that
he did not buy cosmetic items, but functional items.
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11 The Interview Analysis
As will become apparent when reading the analysis of the interviews, the
statements given by the participants will partly be contradictory. This is a
phenomenon that often arises when people are challenged to actively think about
their decisions for the first time 204. This does not mean that the statements are not
valid, but that the participants were simply not conscious of their real motivations
behind certain actions initially. These contradictions can be partly rooted in human
nature, for example, compartmentalisation, but in some cases, can also be
considered shortfalls of the interviewer

205

. To understand the influence of

compartmentalisation, the statements were categorized in different clusters and
subcategories. To counter the deficits in the interviewing techniques, the interviews
are supplemented with a quantitative survey.

11.1 Social Hierarchies and Interaction

The Social Hierarchies cluster was the cluster with the most allocated statements
and was split up into two subcategories. Due to the nature of the results gathered,
the social hierarchies cluster, which was adapted from the design of the first
questionnaire, was renamed into the “Social Hierarchies and Interaction” cluster.
The subcategories were built by allocating statements with similar contentual
meaning. They contain statements of all three participants, with participant 3
having the most frequent remarks. This might be partly due to the different games
the participants play, as the level of player interaction, gameplay and the virtual
world itself influence the perceived importance and role skins play for the players,
which will be further elaborated in later topics of the analysis. Additionally, the
subcategories partly have fluent borders, but should be comprehensible. For
example, the subcategories “Showing Off” and “Player Interaction” have fluent
borders, as it is impossible to show off without interacting with other players. But
as will become apparent, showing off means putting yourself above other players,
while player interaction is aimed towards building friendships and enhancing the

204
205
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enjoyment of the gameplay. An overview of all statements can be found in the
appendix B1.5..

Seeing and Being Seen
Seeing and being seen is likely to be the most ambiguous of the subcategories in
the social hierarchies cluster. The statements given by all 3 participants for that
cluster do not include any form of valuation, meaning that the interviewees didn´t
say that they want to be seen for the sake of eliciting a certain reaction, but that it's
simply a necessity to be able to be seen by other people after having purchased a
skin. A positive reaction is inherently desired, but simply getting any form of
reaction is obligatory and cannot be mitigated through intrinsic motivations. As
interviewee 3 put it “[…] in multiplayer games, I would actually only buy things if I
really want to be seen” 206. Thus, skins that attract a larger amount of attention are
also seen as more interesting. Interviewee 2, for example, bought the DJ Sona
Ultimate Skin in the game League of Legends despite its high price of 3.250 Riot
Points (around 20€). The skin is purely decorative, but lets the player pick from a
range of musical interludes that are audible for all other players in proximity. As
interviewee 2 said, he would have not bought the skin if the music was only audible
for him, but the fact that it was “global”

207

convinced him in the end

208

.

Consequently, this should mean that players are not willing to spend money on
skins for offline games. However, at least one of the participants bought multiple
skins for offline games, but those skins served a different purpose than mentioned
here. Additionally, eliciting a reaction does not necessarily have to be related to a
real player. Participant 2 also stated, that if non-player characters (NPC) in offline
games would show a reaction to a skin, he could imagine also buying skins for
offline games 209.

Showing off / Impressing others
Showing off and impressing others is one of the most frequently mentioned clusters
but was not unambiguous in its meaning for the participants. Most of the
statements are allocated to participant 3, who played a range of RPGs and
Japanese role-playing games (JRPGs). His statements of wanting to impress
people can be separated into impressing people by being able to afford certain
skins and impressing people by looking cool

210

. But wanting to impress others is
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also just one part of the reason why he buys skins. Aesthetics are still more
relevant to him, as he said the distribution of importance is 66% aesthetics and
33% wanting to impress others

211

. This statement is also supplemented by

participant 2, who also says that liking the skin yourself is of primary importance
and participant 1, who says that playing is usually about winning, but it's even better
if you can look cool while you are winning

212 213

. Simultaneously, showing off can

also be seen as an obstacle to buying new skins. Especially if those skins are
expensive. “I mean, sometimes it actually poses a problem, when I would like to
buy a skin that looks amazing, but I expect, especially in real multiplayer-games,
that people will come and say, look at him, he spent 50€ for that.” 214. This supports
the previous statement that a positive reaction is desired, extended by the fact that
a negative reaction is dreaded.

11.2 Player Interaction, Recognition and Feedback

As was mentioned in the introduction to this cluster, the difference between this
subcategory and the previous ones is the aim of having positive interactions with
other players, such as building friendships, or enhancing the general enjoyment of
the gameplay. Player interaction, recognition and feedback is the second-most
mentioned subcategory in the social hierarchies cluster, but is only made up of the
statements of participants 2 and 3. This again is due to the fact that participant 1
only bought skins for League of Legends. This is also why participant 2 only has a
limited number of statements here as well, as he also spends a majority of his
gaming

time

and

money

on

League

of

Legends.

Interviewees 2 and 3 agree that having a high grade of interactivity and player
interaction serves as a big motivator in designing avatars and buying skins

215 216

.

To be precise, the goal in designing the avatar is to get the praise and positive
feedback of others

. As participant 3 put it “As a human […], you know who

217 218

you are by receiving feedback from others.” 219. It must be specified that the desired
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form of praise is not aimed towards having bought a specific skin, but rather an
appreciation of a player’s creativity and design choices

220

. This is also why

participant 1 is not represented in this subcategory, since in League of Legends
it's not possible to customize your character or combine different skins or parts of
skins together

221

. Having a unique look can also lead to a higher recognition by

other players, which is again more important in role-playing games 222.

Prestige and Status
Prestige and status are topics that were partly already covered inherently in the
previous subcategories. But gaining prestige through a certain skin is only possible
in a few special circumstances that need further elaboration. For example, none of
the participants felt like owning an expensive skin is prestigious. Expensive skins
often times, especially in League of Legends, have a higher inherent quality than
cheaper skins, which is the only reason why they are seen as better

223

. In the

interviews, two different skin types emerged as prestigious. The first ones are skins
that cannot be bought, but earned through gameplay, for example, by reaching the
gold rank in League of Legends or by completing difficult missions e.g. in Destiny
2 224

225

. The other types are skins that are only available during an early stage of

the game, like the first season or even the Beta-phase, which show other players
one´s own veteran status

226 227 228

. As participant 3 elaborated, the skin is not

meant to signal to other people that they are in turn new players (colloquial =
noobs), but “if you ever get in a certain situation, I have the authorization to call
somebody else a noob”

229

. Participant 1 said that in League of Legends, she

usually prefers a skin that she finds aesthetically pleasing. Only in games where
performance is at the centre of attention is the gold prestige skin chosen

230

. She

also added that in her earlier years when she didn't yet own a lot of skins that she
felt skins were a status symbol. But now that she is older and owns more skins,
she doesn't feel that way anymore

231

. Participant 2 stated something very similar
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when he said that when he bought his first skin, he also wanted other people to be
jealous of him 232.

11.3 Self-Expression and Ideals

The self-expression cluster is split up in four different subcategories. After
analysing the statements given by the participants, it became obvious that the way
the players expressed themselves inside a game was primarily aimed at
representing general ideas of ideals, rather than trying to represent the ideal
version of the players themselves. As will become apparent after reading the
summaries for the subcategories, these representations of ideals are closely
related to the cluster of Immersion. The difference is that being immersed in the
game can act as a motivator to purchase decorative items, whereas buying
decorative items can also be motivated by wanting or trying to achieve a higher
level of immersion. Thus, a player that is trying to design their avatar in a game, is
on the one hand trying to authentically express his or her ideals of what they think
is suitable for the character, while simultaneously trying to make their character
look as cool or pretty as possible. Based on the statements by the survey
participants, a stealthy assassin for example would have to meet the ideal images
the interviewees have of the traits, a real-life assassin is assumed to possess to
some degree, meaning he wouldn't be designed as a big, conspicuous looking
person, but rather delicate and unobtrusive

233

. Thus, the players are expressing

their own ideals regarding certain aspects in order to enhance the level of
immersion that is already prevalent in the game, which is why this cluster is now
called self-expression and ideals. Summarized, immersion is the effect of the
player´s self-expression and not the motivator. This will become more obvious after
having read both topics, self-expression and ideals, and Immersion.

Representing Ideals
As was already elaborated exhaustively in the introduction to this cluster,
representing ideals does not necessarily mean that players are looking to
represent their own ideal selves 234. As participant 2 put it: “I would never refer that
to myself. But I would want to design for example a strong male character that fits
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into the world. Where you just say okay, this is my knight, he should be like 2,05
meters, have loads of muscles and such, yeah.” 235. Or as participant 3 put it: “ And
it´s really like that for an archer, the female version, probably influenced by social
imprint, the female version of an archer looks more like I imagine an archer to be
like, like agile and graceful, but also a little bit fragile, which is why I would choose
a female character as an archer, whereas for a tank in a heavy amor, I also want
him to be a huge behemoth in a heavy armour and not a chick whose heavy armour
is actually a belly top.”

236

. These ideals are often times stereotypical, or at least

very traditional role models, but they are also as realistic as possible, which again
serves the purpose of not disrupting the level of immersion in a game 237. But there
are also exceptions to this rule, when a real-life interest or a comedic factor
outweigh the interest to stay authentic, which in turn is also dependent on the
specific game played. Participant 3 gave the example of the champion Kog´Maw
in League of Legends, who in his original form is a void-born beast of bug-like
shape that emits acid on its prey and enemies, but with the Pug´Maw skin can be
turned into a pug

238

. Participant 3 said he feels like this skin does not fit the

character but although it is hard to find valid sources, by his claims it is a highly
successful skin, which is also backed by Reddit threats and comments

239

. Thus,

based on the character of the respective player, the exact definition of ideals and
authenticity are very subjective.

Representation of Self
Depending on the game, the avatar can act as a representation of the player’s self.
This is especially the case with role-player games, which is going to be examined
in more detail in a later topic. This statement is also validated by participant 1, who
only plays League of Legends, which is not a role-player game but an action realtime game. She stated that due to the fact that it is neither possible to customize
the look of the avatar itself, nor to customize the composition of a specific skin or
to combine different parts and looks, to her representing her ideal self in League
of Legends is not important at all

240

. Participants 2 and 3 partly object to that

statement, as they both play role-playing games and state that their avatar is, in
one form or another, a representation of their selves, although there are differences
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in the individual perceptions of their avatars 241 242. Participant 2 said that role-play
characters can be used to represent ideal versions of himself

243

, whereas

participant 3 said that his characters are not an absolute representation of his
character and only display certain traits that in normal day life cannot be expressed
. As he said “I carry my own self… I mean I play games partly because there are

244

aspects of my character, I mean my real self, that are there, that I don't think are
important in real-life. I mean I don't really want to own a weapon […] but in the
game, yeah, I want to express aspects of my character, which I usually wouldn't
do, or more specifically, that wouldn´t otherwise be important, there I just want to
act out on them.”

245

. Designing an online character, giving it certain traits and

playing with it can thus be seen as a sort of venting-mechanism. But it also has to
be specified, that neither of the participants gave the impression that this aspect
plays a major role in their skin-purchasing decisions but is rather a role-playing
inherent characteristic. Participant 3 also added that an interesting aspect of
playing role-playing games to him was discovering alternative selves, but that this
was more interesting to him in an earlier stage of his life when his own character
wasn't as solidified yet 246.
Although this could be also regarded as a separate subcategory, skins related to
the cultural background of players are not interesting to any of the participants

247

248 249

. Except for one instance, when participant 2 said that he doesn't have any

interest in representing German culture online, but when the European team G2
made the world finals in League of Legends in 2019, he said that he would have
bought all G2 skins that would have come out if they won the finals (which they
didn´t) 250. To understand this motion, it is important to understand that in League
of Legends for many years there was a large gap between the skills of western
players and eastern players in international tournaments, which is why it can be
assumed that, in terms of skill-level the east looked down on the west. So, when
G2 was at the brink to overcome this obstacle, it suddenly would have become
prestigious to wear their skin. So, in this instance, wearing a European skins
suddenly becomes a question of prestige rather than the representation of a certain
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culture, which is also underlined by the fact, that the participant was not even a fan
of G2.

Sexuality
Sexuality and perceived sexiness can influence a player's character building and
skin purchasing decisions in several ways, although it was shown to have different
levels of influence and importance in the interviews. Participant 1, who was the
female interview partner, stated that the bust size of a character or its depiction
through a different skin has an influence on her perception of a champion, although
due to the properties of the game this plays a bigger rule in the artwork, since the
proportions are not discernible in-game because of the small size of the avatars
251

. She also added that the depiction of a range of the female champions in League

of Legends are anatomically unrealistic but did not voice any form of discontent
with it

252

. Participant 3 said that he could imagine sexiness to influence his skin

purchasing decisions, but that to this point it didn´t happen yet 253. He also specified
that if he ever bought any kind of tantalizing skin, he would hide it from everybody
else, hoping nobody would ever find out about it, which is why he would exclusively
do it in single-player games

254

. Participant 2 differentiated between two different

ways in which sexual desires can influence his decision-making process. The first
type was real-life-related and applied to his relationship with his girlfriend, whom
he met through League of Legends, and who did cosplay. In this case, he bought
her a sexy skin for one of the League of Legends champions in the hopes that she
would also cosplay this character in real-life 255. The second type is game-related
when the avatar becomes an object of desire, simply pleasing to look at, and
possibly even a virtual girlfriend
behind his first skin purchase

256

. Attractiveness was also the main motivation

257

. Furthermore, since avatars can be seen as a

reflection of their players, having an enticing character in roleplaying-games can
also lead to philandering with different players 258.

Roleplaying
Roleplaying only played a minor role in the interviews, which is partly due to the
fact that it can mainly only be done in role-playing games and thus excludes
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interviewee 1, and partly due to the fact that participant 2 was more interested in
cosplaying. While roleplaying means trying to emote a fantasy or ideal, cosplaying
means dressing up a as a fictional character 259. Only participant 3 said he had an
interest in roleplaying, for example as Motoko Kusanagi or any kind of (cyber-)ninja
in general, in a cyberpunk environment and has done so in the past already 260. He
also elaborated that in the case of roleplaying, he would only do it for a character
he really likes and not with the intent to troll people or achieve a comedic reaction
261

.

11.4 Feelings of Immersion

The feelings of immersion cluster was split up into 3 subcategories. Again, the
different types of games the participants play influence the respective appreciation
and importance of feeling immersed in a game and how it influences the decisionmaking process. As was mentioned before, interviewee 1 does not play roleplaying games and thus showed less affection towards immersion. Comparably to
the introduction of the self-expressions and ideals cluster, not being able to
precisely customize champions leads to a weaker emotional attachment and
additionally a lower immersion in the game. Nevertheless, certain criteria must still
be met in order to guarantee an unimpaired gaming experience.

Authenticity
Authenticity is presumably the most important subcategory for this cluster and was
mentioned by all survey participants. There are two different ways authenticity
comes into play. The first one is that skins that are designed by a gaming company
must fit into the gaming world 262. The exact definition of authenticity heavily relies
on the opinions of the respective player. An example for this was already
mentioned with the Pug´Maw skin, where a rather dreadful monster can be turned
into a pug, which is apparently a highly successful skin. Another example stated
by participant 3 are bikini skins that are available in many JRPGs and which in his
opinion alleviate the ambience of a game 263. This example also goes to show that
since, based on his statement, bikini skins are available in several different
Japanese role-playing games, it can be assumed that there is a certain revenue
generated with them, too. Participant 1 also elaborated that her first impression of
259
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the Louis Vuitton collaboration was that the skin didn’t fit the world of League of
Legends, but that her opinion changed due to a variety of reasons like the brandrecognition value, the skin itself, the surrounding marketing efforts like the
animated music-video and lastly because the brand image of Louis Vuitton suited
the character of the champion Qiyana

. Like she said “[…] it looked fresh and it

264

also suits her since she is a little bit like, yeah, like a Popstar Bitch.”

265

.

The second way that authenticity influences the gamer’s decision-making process
was mentioned by participant 2, who said that the goal of having a high authenticity
even influences how the characters are played

266

. This means that if a character

has a certain role or job, the character design and playstyle will follow that role. In
Guild Wars 2, he controls a range of champions that have certain roles, like warrior,
guardian or thief. And not only does the design have to fit these roles, which was
already mentioned in the self-expression cluster, but that each of these roles also
carries with it an inherent characteristics that influence gameplay and decisionmaking 267. In situations where the player is given a choice, for example between
being ethical and returning a lost item or keeping it for their own sake, the decisions
that are taken are based on the different characters, where the thief would keep
the item and the guardian and warrior would return it. As he explained it, the
guardian and warrior are “strong, protective, honest, open and loyal”

268

. Thus, a

game should offer skins regarding the different roles characters can assume.

Lore and Story
The lore in a game refers to the background stories of a character or champion,
that are usually not learned during the game, but are additions that can be found
on the internet in fandom wiki pages or merchandise articles like a compendium
and such. Although both participants who played League of Legends owned a
version of the compendium “League of Legends – Reals of Runeterra” book, they
both agreed that lore is interesting, but less important than good story design and
also both only have a limited influence on the skin purchasing decisions

269 270

.

Participant 1 elaborated that she knows the lore of the champions she plays and
partly enjoys using different skins because it allows her to experiment with different
looks and put the champions in a different story

271

. Thus, it can be said that story
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and lore have a limited influence on the decision-making process but are
nevertheless crucial elements of a good game.

Emotional Attachment to Avatar
Participant 1 said that she only has weak emotional attachments to the champions
she plays, which is once again partly due to the game League of Legends and its
previously mentioned characteristics. But even the two participants who play RPGs
were reserved towards the idea of having an emotional attachment to their avatars.
When asked directly, participant 3 thought the question itself was interesting as he
never thought about it before, but he assumed that he probably has some
emotional ties to some of his characters

272

. Participant 2 also reacted sceptically

at first because he said he knows how to separate the real-world from the gamingworld, but after a while also stated that in RPGs, he does have emotional
attachments to his characters

273

. In the end there were no clear indications how

an emotional attachment actively influences the purchasing decisions for skins.

11.5 Extrinsic Influences
The cluster of extrinsic influences was split into 5 subcategories. Some of those
factors are social and thus resemble the subcategories of the Self-Expression
cluster. But where previously player interaction was a subcategory in which the
influence of the internal desire to be noticed by other players and the possibility to
interact with them served as a motivator to buy certain skins, in this cluster it is
examined how the level of player-interaction or other game-inherent factors
influence the player’s willingness to purchase skins, which can be seen as an
external influence on the player. Additionally, game-inherent and company-centred
motivators are examined.

Online and Offline Communities
As was mentioned in a previous chapter, playing in a relationship can influence the
purchasing decisions for certain skins, as sexuality can play a more central role,
for example

274

. Generally, real-life friends can also have a certain influence on

gamers, but only to a limited degree. Seemingly though, the closer the relationship
between two people, the more influence they have. In this regard, participant 1
mentioned her boyfriend, whom she plays with as well as her sister, whose
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purchasing decisions of a certain skin might lead to her buying the same one

275

.

This partly rests upon the factor of the “team synergies” in League of Legends,
which will be explained in the next chapter. Being able to talk about skins and show
them to other people in real-life is also seen as positive, although not excessively
done by any of the participants 276

277

. But even in those cases, it seems to be the

case for all participants that skins are primarily bought because of intrinsic
motivations. Thus, real-life friends and relations can act as a motivator but are
never the sole reason for a skin purchase. But participant 3 also stated that
although online friends usually have a limited influence, this is only the case as
long as there is also an offline community of friends available. In cases, where the
community of friends is strictly online or the more this online community is valued,
the more likely a gamer is to buy skins. In his example, during a time where his
social interactions where limited due to a variety of reasons, having friends online
became more important and he was willing to spend more money

278

.

Team Synergies
As became apparent in a previous topic already, skin exclusivity is seen as a
positive factor, if said exclusivity doesn´t stem from a high price 279. But in general,
the rarity of a skin is not necessarily seen as an important factor. On the contrary,
both interviewees who play League of Legends underlined the fact that having a
skin from the same series in a team is regarded as highly positive 280 281. Participant
2, for example, said that having the same skins would even motivate him to wear
skins he doesn't like anymore

282

. Interviewee 1 also stated that she is willing to

switch to a less-liked champion if this allows her to have a matching skin with her
supporting player

283

. The fact of Team Synergies seems to be a very League of

Legends-specific factor and might only be replicable for a limited range of games.

Level of Player-Interaction
The willingness to purchase skins is dependent upon the respective game being
played

284

. There are several game-related factors influencing this willingness.

Participant 1 doesn´t have any statements supporting this view, but both
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participants that play role-playing games or generally games with a third person
view, stated that the more player-to-player interaction a game has or the more this
interaction is valued as part of the game, the more important it becomes to be able
to customize their character

285 286

. Vice versa, the more the player is able to

customize their avatar, the more interesting skins become

287 288

.

Long Playtime
In the way that finding a skin optically-pleasing is a necessity, having the
expectation to continually play the game for a long time in the future is also seen
as a must

289 290 291

. Thus, games should have an indefinite playtime, which

especially in single-player games can pose several issues. For example,
Assassins Creed Odyssey is a strictly single-player game that offers the option to
buy skins. When connected to the internet, new missions are regularly made
available to the players to give the impression of an indefinite game. But since
many gamers found these missions to be too repetitive, this technique did not lead
to the anticipated results. As participant 2 put it, they were simply lacking content
to bind the player on a long-term basis which is one of the reasons why he didn't
consider buying skins for the game 292.

Supporting the Company
Saying thank you to the developers of a game and supporting them in the hopes
of more content in the future is another motivator in the purchase of skins

293 294

.

Participant 3 mentioned that based on this he has also bought skins that he never
wanted to wear, which is also one of the motivations he has to spend money on
skins in single player games

295

. But just like how the positive reputation of a

company can serve as a motivator, companies that fail to deliver on agreements
or promises made to the players will get punished accordingly, just like the previous
example of Star Wars Battlefront showed 296 297. Another example of this relates to
participant 3. When the makers of Fortnite re-released the beta skins which he had
bought, it led him to delete the game. Participant 2, for example, shuns Ubisoft as
285
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a company in general, as his opinion is that they don't show love to their games
but uses them as cash-cows 298 299.

11.6 Intrinsic / Individual Factors

This cluster was separated into 3 subcategories. It includes factors that change
based on the intrinsic motivations and interests of the respective person playing a
game. Some of these factors might be closely related to the individual person
making the statement but it's also possible that some of these factors hold true for
most gamers. The subordinate overlap between the following categories is that
gaming companies mostly have little to no influence on the respective factors. For
example, if a person doesn't have enough money to spend on decorative items in
a game, the company can´t do much to motivate the purchase of skins.

The Financial Situation
Having a stable financial situation was crucial to all 3 participants. Participant 2
said that during his time as a student he may have bought 2 or 3 skins total 300. But
once he started working, that amount increased to around 100€ per year on
League of Legends alone 301. Interviewees 1 and 3 also said that they only began
to buy skins at the time they started making their own money and wouldn't do so if
they found themselves in a situation with limited financial means

302 303

.

Nostalgia
Nostalgia was mentioned by two of the participants as an influence on their
purchasing decisions. Interviewee 2 mentioned an arcade skin in League of
Legends that he felt was interesting because it felt familiar and reminded him of
the first games he played 304. For participant 3, nostalgia is in fact one of the most
important factors for his decision-making process. He mentioned several examples
in different games, like the Atelier franchise or Heroes of the Storm, where
nostalgia was the primary reason in certain skin purchases

305

. He further

elaborates, that nostalgia also drives him to buy skins in single player games

306

.
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But he also clarified that for him, even having a factor of nostalgia isn't enough. He
said that he also needs to be overwhelmed by the look of a skin to be willing to
spend money for it 307. Participant 1 didn´t mention nostalgia which might be partly
due to the nature of the skins in League of Legends but also partly because she is
21 years old, whereas the other participants are in their thirties.

Collectability
Collectability as a motivator was already mentioned in the introduction to this
cluster. For two of the participants completing a collection was seen as very
interesting, whereas participant 3 said he usually only needs 1 skin per character.
This mainly refers to the fact that he doesn't rotate his skins, but if a new skin is
more interesting to him, he will buy it as a replacement because of aesthetic
reasons and not to complete the collection

308

. Participant 3 stated that especially

in RPGs, he aims towards completing collections

309

. Interviewee 1 also had an

interesting story about completing a collection. In League of Legends there are
multiple events every year that feature unique skins that can only be bought with a
special currency that is usually tied with a season- or battle-pass. Since she missed
one of the events, she also wasn't able to buy the event-skins for her favourite
champion. When an ultimate skin, which is the most expensive version of a skin,
was later released for that champion she said that because she now wasn't able
to complete her collection that skin was too expensive for her, but if she hadn't
missed the event she would have bought it 310.

Economic Rationale
None of the participants mentioned the need or the interest to be able to buy and
sell skins on a player-to-player basis by themselves. When specifically asked if
they would appreciate having that option, the opinions slightly diverged. Participant
3 said that he never thought about this before but felt that it could disrupt the flow
of the game

311

. Participant 1 said that she would like to have the option to sell

skins that she doesn´t use and to be able to buy the previously mentioned event
skin that she missed

312

. But in general, the option isn't too interesting to her and

she also felt like the way the League of Legends economy works at the moment is
good, as it is neither possible to make money nor lose big amounts 313. Participant
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2 was the most inclined to the idea since he too possesses a range of skins he
doesn´t use and would like to have the option to sell on a marketplace

314

. But he

also stated that he would prefer the marketplace to work on an exchange-basis,
where skins can be Exchanged for another skin rather than the usage of real
money 315. But he and participant 1 also agreed that implementing a marketplace
in League of Legends would likely diminish the amount of free skins the players
get

316 317

. Summarized, implementing a player-to-player marketplace is not

necessarily seen as negative, but also isn't something the players desire. At the
same time, having a marketplace carries with it certain risks that need to be
considered.

Skin-Centred Factors
The skin-centred factors can be seen as an inductively generated cluster. Although
they could partly be categorized as individual or intrinsic factors, the players gave
a multitude of matching complimentary statements which shows the perceived
importance of this topic to all the interviewees and lead to their inclusion as a
separate cluster. Additionally, the individual cluster was defined by the gamingcompanies having a limited influence on the respective factors, which is not true
for the following subcategories. While it could be argued that the perception of
skins is very subjective, Riot games recently gave some insights into the reception
of their skins by League of Legend players around the world and mentioned that
there are differences based on the respective regions of the players but also that
there were some skins that were universally accepted

318

. Without going too deep

into the psychology of aesthetic perception, it seems to be the case that it´s not
only based on the individual conceptions of players, but is, for example, also tied
to the culture of a person and more. There are also several factors that were
already broached on in previous topics, like skin prestige. But where skin prestige
was previously considered from the perspective of the player, in this cluster the
factors influencing the purchasing decisions are centred around the skin itself and
its internal characteristics.

Artwork and Aesthetics
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As was already identifiable in several of the previous clusters, the aesthetics of a
skin is the most important factor that influences the purchasing decision of players.
It seems to be the case that finding a skin optically pleasing is a definite
prerequisite that needs to be met in all cases, at least judging by the statements of
the participants

319 320 321

. Participant 1 also specified that to her having an

aesthetically pleasing look is a lot more important than looking cool 322. The artwork
of the skin is also seen as particularly important 323. Participant 2 even said that at
least in League of Legends, the artwork is 80% of the importance, while the ingame design is only 20%, which is again due to the nature of League of Legends,
where the characters are depicted quite small 324.

Enrichment of Gameplay Experience
Being able to use skins is generally seen as a positive add-on to the gameplay
experience

325 326

. This is also why skins that introduce new elements or change

the status quo of a game are generally seen as especially interesting, like a newly
designed attacks, special weapons, new voice lines or unique pieces of clothing
327 328 329

.

Skin Quality
As mentioned, this topic was broached in previous topics, but not examined as a
skin-inherent factor. The participants felt like skins that can be bought aren't
prestigious but skins that can only be earned through achievements are, which
also means that a high price doesn´t make a skin more desirable 330. But skins that
are expensive often, at least in League of Legends, are seen as more desirable,
since they also have a higher quality

331

. Having a higher quality is directly

connected to the previous topic of having enrichments to the gameplay experience.
Thus, high quality skins are for example skins with better artwork, reworked attacks
and redesigned skills 332.
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Marketing
As mentioned previously, participant 1 was persuaded to like the League of
Legends – Louis Vuitton collaboration after being sceptical of it in the beginning
due to a range of accompanying marketing efforts 333. Additionally, in collaborations
brand recognition can elicit a spill-over effect that can positively influence
purchasing decisions 334.

11.7 Summary + Discussion

The interviews produced a range of rich and valuable insights into a player’s
decision-making process when buying decorative items for an online game,
although having a limited generalizability due to the small sample size. To counter
this,

an

additional

quantitative

survey

will

be

conducted.

While conducting the interviews, it became noticeable that there is a small range
of factors that seems to be true for all participants, like the expectation to be playing
the game for a long time in the future or a neutral to positive attitude towards the
development company. But there is a wider range of factors that were only relevant
for a selection of the participants. This reflects the results of the first quantitative
survey, in which the majority of factors adapted from previous qualitative research
was mainly rejected.
It remains to be seen how many of the factors generated through the interviews
can be generalized. But one thing that became obvious during the interviews and
is also considered a limitation of the first quantitative survey is the substantial
influence the type of game has on the decision-making process of the gamers. It
seems to be the case for example, that for games where player interaction and
character customizability are high, the decision-making process is more complex.
The players spend more time thinking about where and how they want to spend
their money, are less likely to buy spontaneously and value their own skins and
those of other people more. Thus, the following quantitative survey will be done on
two specific games to analyse the strength of influence of the game-type.
Furthermore, this makes a direct comparison between the finding of previous
research and the finding from the interviews less pertinent, as some of the research
was conducted only on players of a certain game while other was done with players
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from different games, just like the interviews. Nevertheless, there was a range of
factors that were validated to varying degrees.
When directly compared to the clusters of the factors adapted from previous
research, the cluster of self-expression had the highest consensus. It featured selfexpression, showing the ideal self, role-playing and the importance of aesthetics,
which were all confirmed during the in-depth interviews. The factor of showing the
true self could only be confirmed partly, while the factor of the importance of cultural
references was rejected.
The second highest congruence was found in the cluster of the individual factors,
although the majority of subcategories was only partly confirmed. This includes
impulse buying, which is only prevalent in certain games, the satisfaction in buying,
that was present but showed very limited influence on the decision-making process
itself, and lastly that buying skins is a replacement for going out, which was partly
confirmed by participant 3 during a certain part of his life. The only factor that was
fully confirmed was the importance of the personal resources or being in a
financially stable situation. The only factor that was fully rejected was the lack of
self-torment, which was related to players buying virtual clothes rather than reallife clothes due to discontent with their look or bodies. When examining the cluster
of building hierarchies, impressing others and wanting to be cool could be
confirmed in the interviews, whereas the social status and the skin exclusivity
seemed to be of limited relevance. Additionally, wanting to be superior and having
a

factor

of

luxury

were

of

little

importance

to

the

participants.

In the feeling of immersion cluster, enjoying to play the game was mentioned
several times, whereas the emotional attachment to the avatar only seemed to
have a very limited influence on the players, who were mainly not aware of these
attachments prior to the interviews. Another factor that was not mentioned and had
to be rejected was commitment to a virtual world, which is different to expecting to
play the game for a long time, meaning a gamer can play a game for a few hours
a

week

without

necessarily

having

a

high

level

of

commitment.

When examining the extrinsic influences, none of the factors could be approved or
rejected unconditionally. While social influence can have an influence on
purchasing-decisions, this is seemingly only true for very close offline friends or
family. Building or supporting lasting friendships with an online community was also
only approved in situations where the online community was of extremely high
value to the player, like in situations of struggle or escapism into virtual worlds.
Being impressed by others seemed to have the smallest impact, as during the
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interviews it was only mentioned that a participant was impressed by the creative
choices made by others, reflected by the ability to customize the avatar or combine
different

pieces

of

equipment

and

not

by

the

skins

themselves.

Lastly, the cluster of economic rationale played no role in the decision-making
process of the participants, although the implementation of a marketplace that uses
an exchange-model was considered interesting yet risky. The low importance of
an economic rationale in purchasing skins must be considered with high
constraints, as none of the players actually played a game that included a player
skin trade option. Another result of the interviews is the obvious influence of
individual factors on the decision-making process. An example of how those
individual interests can influence players differently is that although a high level of
immersion seems to be a factor that is prevalent for all gamers, the subjective
perception of what disrupts this immersion differs depending on the gamer. While
one player might find bikini skins to be out of place in a game, other people might
value their seductiveness without feeling a disruption in their level of immersion.
The results of this survey also produced a range of novel factors: Sexuality,
authenticity, team-synergies, nostalgia, collectability, the enrichment of the
gameplay-experience, as well as a range of skin-centred factors like the skin
quality, the importance of the artwork, and the positive effects of marketing and
collaborations.
As mentioned previously, it remains to be seen to what degree these factors will
be approved quantitatively. One of the questions that remains unanswered, for
example, is whether the participants of the interview reflect the average gamer, as
well as the question if a prototype-gamer even exists or if the gaming population is
heterogeneous, which based on the sheer amount of gamers, as well as their
agelessness, and the abundance of different gaming genres, seems to be likely. A
clear limitation of the interviews conducted for this thesis is the fact that not gamers
from all major genres of games were represented. Missing were for example
representatives of the ego-shooter genre, which is unfortunate since the economy
of Counter-Strike was explained in detail earlier. Coming back to the example of
Counter-Strike, it becomes apparent that there must be differences between the
sample of this interview and a proportion of CounterStrike players. As previously
stated, the interviewees said that owning items that are expensive isn’t considered
prestigious and that, for example, 20€ for an Ultimate Skin in League of Legends
were considered extremely pricey, whereas in Counter-Strike, some players are
willing to spend thousands of dollars on certain skins. Whether this difference is
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based in the ego-shooter genre itself or is specific to the game Counter-Strike
cannot be answered. Trying to mitigate some of these limitations, the subsequent
quantitative research will be split into two parts that will be given to players of a
specific game from two different genres. This will allow for the examination of the
influence the genre of a game has, without clarifying how much of that influence is
based on the genre or in the respective game itself. This is a question that has to
be answered by further research.
Based on the results of the interviews, a player’s gender seems to only have a
limited influence on the decision-making processes. While there were oftentimes
differences in the opinions of the female participant, these seemed to usually be
derived based on the fact that participant 1 only played League of Legends,
whereas the other participants either also, or solely played role-playing games.
While sexual desires only played a negligible role for the female participant, they
also weren't prevalent for participant 3. And while participant 1 said that in League
of Legends she only likes to play female characters, the reasons for that were
congruent with the reasons participant 2 named for playing female characters
regularly in games, like a higher level of detail and better designs in general. Thus,
the influence of gender will be part of the analysis of the following survey, as well
as the influence of the player’s age.
Summarized, it can be said that there are factors that influence all gamers that
purchase skins in online games, independent of their gender, age, and individual
differences. But the characteristics of that influence–like the level of intensity, the
perceived importance, and their subjective perception–can differ based on the
previously mentioned elements. The same holds true for the influence the genre of
a game has. While there are clearly distinguishable differences in the role of skins
depending on a game´s genre, there is also a range of universal truths that
transcend these genre borders. At the same time, evidence suggests that even
within the same genre there are differences in the perception of skins. Thus, while
this work can serve as a guideline for game development companies, a close
examination of the respective game-environment, as well as the target-group, is
necessary.
Following the results of the analysis, 3 inductively generated hypotheses are
formulated, which are going to get tested in the following quantitative survey:
-

Hypothesis 1: The respective game played has a significant influence on
the decision-making process on the players.
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-

Hypothesis 2: The gender has a limited influence on the decision-making
process of the players.

-

Hypothesis 3: Age has a significant influence on the decision-making
process of the players.

12 Quantitative Analysis
The second quantitative survey was split into two pieces. One survey was given
out to players of League of Legends, which is a free-to-play multiplayer online
battle arena game. The other survey was given to players of the free-to-play roleplaying game Guild Wars 2.
In the following analysis, firstly the general results of the two surveys will be briefly
presented. Afterwards, in order to approve or reject the three hypotheses, the
influence of the game´s genre, the influence of the participants gender, and the
influence of the age of the participants on the survey results will be analysed. To
use the limited space effectively, only significant findings will be included, which
are, in turn, limited to the parameters of the mean, variance and the correlation
metrics mentioned in the topic of quantitative methods. An overview of all results
can be found in appendix F1.

12.1. Sample
The two surveys were posted in the Reddit subforums of League of Legends and
Guild Wars 2. For the League of Legends survey, a total of 300 participants took
part, with 288 people finishing the survey. The remaining 12 people were excluded
since they never spend real money on skins. For the Guild Wars 2 survey, a total
of 397 people took part, with 347 people finishing it. The remaining 50 people also
never spent real money on skins.
Gathering participants only through Reddit can be considered a limitation to the
survey, as it is unclear to what extent this influences the results of the survey. It is
possible that the average Reddit user is not a representation of the average Guild
Wars 2 or League of Legends player, although it also remains unclear to which
degree an average player of these games even exists. It was assumed that only
people who have a certain passion for a game take part in the online discussion in
the forums of Reddit, which should not be detrimental to the general results.
Also, it should be kept in mind that this survey only included people who have
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already bought skins in the past. There might be a difference in factors that
motivate players who have bought skins before to do so again and factors that
motivate players to do their first purchase. Economically speaking, this would be
the separation between user acquisition and user retention. A study exploring the
reasons that motivated gamers to make their first purchase might yield interesting
results that could be compared to this study.
Out of the 288 people who completed the League of Legends survey, 226
participants or 78,7% identified as male, 58 or 20,2% identified as female and 3
people or 1,1% identified as diverse. For the age distribution, two people refrained
from indicating their age. For the remaining 286 people, the age spans across 25
years, ranging from 14 to 39, while the average age is 21 years, the mode is
situated at 20 years and the median at 22 years. The lower quartile is 19 years,
and the upper quartile is 24 years. To illustrate the age distribution, a box plot will
be used 335.

Figure 2: Boxplot for the Age of the League of Legends Survey Participants

The skewness towards a younger male audience might reflect the general
composition of gamers, but since the majority of participants were collected from
Reddit, the age distribution might simply be a representation of the average Reddit
user.
The Guild Wars 2 survey was completed by 347 people, out of which 23 or 6,6%
identified as of diverse gender, 236 or 68% as male, and 88 or 25,4% as female.
335
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When asked for their age, 5 people refrained from giving their age. The average
age of participants as well as the median is 27, while the mode is 28. The age
distribution is 43, ranging from 13 to 56. The lower quartile is 23 years, while the
upper quartile is 30. Again, a box plot is used to show the dispersion of age.

Figure 3: Boxplot for the Age of the Guild Wars 2 Survey Participants

When compared to the League of Legends survey, the average age of Guild Wars
2 players is 6 years higher and the range of the age distribution is nearly twice as
big. This is especially interesting when considering the fact that League of Legends
was published in October 2009 and is thus 3 years older than Guild Wars 2, which
was published in August 2012. Hence, Guild Wars 2 is seemingly more interesting
to players from different ages due to its game inherent mechanics, whereas
League of Legends seems to be more attractive for a younger audience.

12.2. Summary of Results of the League of Legends Survey

For the League of Legends survey, a total of 10 questions were completely
approved and 9 partly approved, whereas 5 questions were completely rejected
and 8 rejected in part. When analysing the different clusters, only the skin-centred
cluster can be approved as a whole, with an average mean of 4,4. Additionally, the
cluster of individual factors can be seen as partly approved with an average mean
of 3,6, whereas the average means of all other clusters are situated in the nonexpressive range between 2,5 and 3,5.
When taking a closer look at the results of the skin-centred factors, out of the five
questions that form the cluster, four questions were completely approved, and one
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was partly approved. With a mean of 4,86 the participants agreed that aesthetics
is the most important factor when buying a skin, followed by wanting to look cool
with a mean of 4,48. With a mean of 4,47 the participants also coincided with being
willing to spend more money, if the skin features cool addons like new sounds,
newly designed attacks and more. The League of Legends players also agreed,
that having a skin can enrich the gameplay experience with a mean of 4,39. The
only question out of the skin-centred cluster that was only partly approved was
asking about the opinion of the players about the recent collaboration between
League of Legends and Louis Vuitton, that reached a mean of 3,63. The differing
opinions of the players was also confirmed by the relatively high variance of 1,5,
whereas the variances for the previous questions were situated between 0,2 and
0,9

and

thus

showed

a

high

to

moderate

consensus

in

opinions.

When analysing the other questions that were completely agreed with, with a mean
of 4,47 and a relatively low variance of 0,837, players also coincided that being in
a financially stable position is a must when buying skins. The question if games
need to be free for players to spend money could not be approved or rejected with
a mean of 3,9, but having a subscription fee was seen as having a very negative
effect on the willingness to purchase skins with a mean of 4,21, although the
participants showed a fairly high disparity in their opinions with a variance of close
to 1,3. Another factor that was approved but showed a relatively high disparity with
a variance of 1,2 was the need to be expecting a long playtime for a game before
buying skins, with a mean of 4,16. But there is seemingly also a group of players
who are willing to purchase skins also for games, where they don´t expect a long
playtime. The previous results are very similar to the question, whether or not skins
can also have a negative effect on the gaming-experience, which was approved
with a mean of 4,15 and a variance of 1,3. The last factor that was only just fully
approved with a mean of 4,02 and a relatively high variance of 1,4 was the
importance of the artwork in the decision-making process. This high variance
suggests once again that there is also a group of players who are only marginally
influenced

by

the

artwork

during

their

decision-making

process.

Sorted by ascending means, these following factors were partly approved by the
survey participants: With a mean of 3,86, survey participants generally showed
their partial agreement when asked, if they think that skins that can only be earned
through achievements are more prestigious than those that can be bought,
although the very high variance of 2 signifies strongly varying opinions within the
group of League of Legend players. A positive attitude towards comedic skins
was partly approved with a mean of 3,8 and a variance of 1,3. A mean of 3,78
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suggests that having a higher level of character customizability would also lead
to a higher willingness to spend money for most players. Players in turn felt that
the implementation of skin marketplace can have negative effects on the game
with a mean of 3,77 and a variance of 1,6. Having the same skins as other players
from the same team can be considered partly approved with a mean of 3,72.
Following are the factors of the prestigiousness of early stage skins (mean =
3,69), the fact that a higher emotional attachment to the character leads to a
higher willingness to spend money on skins (mean = 3,65) and lastly, having the
option

to

trade

skins

between

players

with

a

mean

of

3,53.

Of the completely rejected factors, League players felt that flirting with other
players was the least important factor to them with a mean of only 1,47. The
variance of 1 also only showed slight deviations from this. The second least
important factor was wanting to roleplay with a character, which resulted in a mean
of 1,76. But the high variance of 1,5 suggests that there is a group of people who
do enjoy roleplaying to some degree and use skins for that purpose. For the next
question, the variance of 1,4 again suggests a quite high deviation from the general
trend, which is that players with a mean of 1,78 don´t feel that it's important that
other players are jealous of the skins they own. Having the option to trade skins
between players could only be partly approved with a mean of 3,53, but players
definitely agreed that they would not like the transactions on that marketplace to
be done with real money, which received a score of 1,84 and a variance of 1,1.
The question if players are motivated to buy skins, so other players are more likely
to recognize them, was rejected with a mean of 1,85, but had a relatively high
variance of 1,3, which suggests that once again some players are influenced by
this factor to at least some degree. No other questions could be completely
rejected.
Lastly, when only analysing the variance, League of Legends players had the most
ambiguous opinions about the question if they like to buy skins that are sexy, with
a variance of 2,5 (mean = 2,86), and if lore and story influence their purchasing
decisions with a variance of 2,4 (mean = 3,3).

12.3. Summary of Results of the Guild Wars 2 Survey

For the Guild Wars 2 survey, 10 questions were completely approved, 10 were
partly approved and 5 questions were completely rejected, while 7 questions were
partly rejected. When analysing the various clusters, the individual factors as well
as the skin-centred factors were partly approved with average means of 3,7, while
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the clusters of feelings of immersion and the game-centred factors scored an
average mean of 3,6. The remaining clusters showed no meaningful tendencies
with average means between 2,8 and 3,1. The high average mean for the individual
cluster is limited by the fact that it only consists of 3 questions, out of which only 1
got completely approved, whereas the other 2 show no clear tendency. The
completely approved question received the second highest approval rate in the
survey with a mean of 4,59 and a variance of 0,6 when asked about the importance
of financial stability.
Out of the 5 questions for the skin-centred factors, one was completely approved,
3 were partly approved and one was partly rejected. Question 46, which was
completely approved, received the highest approval rate in the whole survey, when
players were asked if they wanted a skin to be aesthetically pleasing, which
reached a mean of 4,84 with a variance of only 0,18. The three questions that were
partly approved asked firstly, if skins can enrich the gameplay experience, which
was partly approved with a mean of 3,88. Secondly, if players are willing to spend
more money on a skin with cool additional features, which received a mean of
3,86 and lastly, if looking cool is an important factor, which was partly approved
with a mean of 3,67.
When looking at the results for the individual questions, situated at the third place
with a mean of 4,48 and a variance of 0,6 is the question, if a higher level of
character customizability has a positive influence on the player´s willingness to
spend money on skins. Guild Wars 2 players also agree, that if a gaming company
has a negative reputation, this would have a negative on their eagerness to
purchase decorative items with a mean of 4,43, although the variance of 1 also
indicates some outliers in this regard. The necessity of the expectation to play the
game for a long time in the future was approved with a mean of 4,41 and a
relatively low variance of 0,8. The question if skins can also have a negative
impact on the gaming experience was approved with the mean of 4,12, which is
equal to the results from the question, if players use skins to represent their ideas
of how a character or object should ideally look, although the variance of the first
question with a value of 1,3 is slightly higher than 1,1 for the latter. Having a
subscription fee was mainly seen as having a negative impact with a mean of
4,11, but with a variance of 1,3 again showed a disparity in the opinions of the
participants. Situated in the last place of the completely approved factors is the
question about the importance of the artwork when purchasing a skin, which
received a mean of 4,04 and again scored a relatively high variance of 1,3.
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When examining the only partly approved questions, liking to get positive
reactions by others reached a mean of 3,97 and was thus at the very border of
being completely approved. With a mean of 3,81 Guild Wars 2 players also partly
agreed, that they will give positive feedback to other players if they like the skin
or creative choices made by that player. The survey participants also agreed with
a mean of 3,9 that they are also willing to spend money on games that they paid
money for. The majority of players also feel at least partly emotionally attached
to their characters, as this statement received a mean of 3,75. Liking to play
attractive characters cumulated in a mean of 3,67, followed. Most players also
buy skins with the intention to show their support to ArenaNET, the developing
company behind Guild Wars 2, which is indicated by the mean of 3,62, although a
high variance of 2 shows diverging opinions about this. The last factor that can be
seen as partly approved was question 42, which asked if the option to trade skins
between players is seen as positive, which received a mean of 3,52.
When examining the completely rejected questions, the participants answered that
flirting with other players was of the least importance to them, with a mean of 1,34
and a low variance of 0,6. When asked if Guild Wars players would appreciate the
implementation of a player-to-player skin marketplace, the results indicated a
partial agreement with a value of 3,52. But the players agreed in their opinion, that
if such a marketplace was to be implemented, it should not use a real currency
as means of exchange, as it reached a mean of 1,73 and was thus the second
most disproved question. Although the variance of 1,3 shows that there are
deviations from the public opinion, players still agreed that a high price doesn’t
make a skin more prestigious with a mean of 1,78. With a variance of 1,4 Guild
Wars players showed an even higher variety of opinions when asked if they are
motivated by the fact that other players might get jealous of their skins with a mean
of 1,82. The recognition value is at the last place of the completely rejected
factors with a mean of 1,98 and a variance of 1,3. When looking at the variance,
only 2 questions surpassed a value of 2. Using characters to show a different
side reached a variance of 2,1 (mean = 2,37), which is equal to the results of the
question, whether a higher emotional attachment leads to a higher likelihood to
buy skins (mean = 3,65).

12.4. Testing Hypothesis 1 – The Comparison of the Survey
Results
In the comparison of the two surveys, a selection of the most relevant results will
be discussed. For further insights, the appendix chapter F1. can be consulted.
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As was mentioned in the methodological part, the Mann-Whitney U test was used
to calculate the effect strength of the influence the game has on the survey results.
The effect strength is only calculated in cases where the game has a significant
influence on the results. Regarding this thesis, the game showed to have a
significant influence on the participants in the results of 35 questions, which is in
61,4% of total cases. Thus, it can already be stated that the genre of a game has
a significant influence in most cases which signifies that hypothesis 1 can be seen
as approved.
The effect strength can be categorized in weak (r < 0,1), medium (0,1 ≤ r < 0,5)
and strong (r > 0,5) effect strengths 336. Although a significant influence is prevalent
in the majority of cases, none of the r values exceed the factor of 0,5, while
simultaneously only falling below the value of 0,1 in 2 cases. When comparing
whole clusters, the cluster of economic rationale showed no difference in the
results, although this is limited by the fact that it only consists of 3 questions. The
skin-centred cluster on the other hand shows the highest average effect strength
of 0,29, followed with some distance by the extrinsic influences with a value of
0,17. For the skin-centred question, only one out of the 5 questions showed no
difference in the perception by the two different groups, which was the question
about the importance of finding a skin aesthetically pleasing, which received a
mean of 4,86 for League of Legends players and 4,84 for Guild Wars 2 players.
Subsequently, the highest value and thus the factor which is influenced the most
by the respective game being played, can be found in question 50, with a r value
of 0,48. With this question League of Legends players were asked if they enjoyed
the Louis Vuitton collaboration and Guild Wars 2 players were asked if they
would be interested in a skin collaboration with a brand they know, which is also
part of the skin-centred cluster. The question reached a mean of 3,63 for League
players and 2,25 for Guild Wars 2 players. This difference might stem from the fact
that League of Legends players already had a practical example they could judge,
whereas Guild Wars players did not. This theory is supported when compared to
the statements participant 1 made during her interview, who also mentioned that
she was sceptical at first but was persuaded in the end
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. Thus, it might also be

possible to also change the minds of Guild Wars players, although a certain
scepticism is prevalent. The second biggest effect strength with a value of 0,43
can be found in the question if players enjoy using skins with a comedic factor,
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which was partly approved by League players with a mean of 3,8, and showed
neutral results with a negative tendency for Guild Wars players with a mean of
2,66. This might partly be based in the selection of skins that are available for the
respective games, as well as the nature and role of the characters. These findings
are supported by the difference in opinion when players were asked if they felt that
it is important that skins are authentic and fit into the gaming environment. The
mean of 2,5 showed that League players mainly give this factor a low priority, while
the votes of Guild Wars players resulted in a mean of 3,45. While showing strong
tendencies to either rejection and approval, both these values are situated in the
non-meaningful range around the neutral value of 3, but the effect strength of 0,34
still signals a significant difference in the perceived importance for the two samples.
Additionally, the identically high variance of 1,7 shows some strong deviations in
the opinion of the participants, which was also broached during the qualitative
analysis, with the Pug´Maw and bikini skins. Furthermore, Guild Wars players felt
that looking like other members of the team, which reached a mean of 2,8, was a
lot less favourable than what League players thought, who accumulated a mean of
3,72, which resulted in an effect strength of 0,41. This difference might stem from
the fact that League of Legends is primarily a 5 versus 5, player versus playercentred game, whereas Guild Wars 2 can be played in different modes with varying
team sizes and also includes player versus environment elements.
The fourth biggest effect strength of 0,4 can be found in the evaluation of how
important looking cool is to the players, which reached a mean of 4,48 for League
players, which is the second highest mean of all questions, whereas it only reached
a mean of 3,67 for Guild Wars players. When compared to statements given in the
interviews, this difference in perception might be related to the fact that it is
impossible to combine or customize the composition of a skin in League of
Legends, which diminishes the importance of creativity when making certain
choices. This theory is partly supported by the results of question 5, which asked
if players like to get positive reactions for the creative choices they made, which
resulted in a mean of 3,97 for Guild Wars players and 3,13 for League of Legend
players. The effect strength of 0,32 shows that the factor of creativity is significantly
more important for Guild Wars players.
As mentioned in the previous summaries, a subscription model is seen as having
a negative influence on the willingness to spend money for skins by both parties.
But when asked if games need to be free in order to buy skins, an effect strength
of 0,3 showed significant differences in the results. Guild Wars players agreed with
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a mean of 3,9 that games don't need to be free for them to buy skins, whereas
League players only cumulated in a mean of 3,09. This increased willingness in
spending money might be based in the fact that Guild Wars 2 is a complex openworld game with a multitude of areas that can be explored, whereas League of
Legends is a battle arena based game with limited map sizes and game modes.
This is also represented by the fact that Guild Wars 2 offers a range of paid
additional content to the game, which is not available in League of Legends. That
said difference isn´t based on an increased thriftiness of League players is
supported by the results of question 49, where players were asked if they were
willing to spend more money for skins that have a range of additional features,
like new sounds or attack animations. While League players show a high
willingness to spend more money with a mean of 4,47, Guild Wars players only
partly approved this factor with a mean of 3,86 which in turn resulted in an effect
strength of 0,31.
Summarized it can be said that the type of game played has a significant influence
on the results of the majority of questions, although there are distinct differences
in the respective clusters. The origins of these differences are either based in the
different user groups playing the game or in the different game inherent
characteristics and mechanics. These questions cannot be conclusively answered
without further research. Hypothesis 1 assumed that the respective game played
by the participants has a significant influence on the decision-making process,
which can be seen as approved.

12.5. Testing Hypothesis 2 - The Influence of Gender in the
League of Legends Survey
When analysing the influence of the gender on the survey results, the MannWhitney U test showed significant differences in the results of a total of 12
questions. When comparing the effect strengths of the different clusters, only the
cluster of self-expression and ideals obtained an average r value higher than 0,1.
Its r value of 0,14 translates to a medium effect strength. The self-expression and
ideals cluster consists of a total of 10 questions, out of which 7 showed significant
differences between the two gender groups. The highest r value of 0,29 is found in
question 19, which asked players if they like to play with what they feel are
attractive characters. This was favoured by the female players with a mean of
4,16, which is significantly higher than the mean of 3,14 for the male players. The
female participants also showed a higher approval of the fact that they see
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themselves in the characters they play with a mean of 3,33, compared to the
mean of only 2,44 for male players, which resulted in an r value of 0,25.
Consequently, the approval rate of using characters to display their ideal self was
also higher for the females with a mean of 2,79 compared to a mean of 2,05.
Although the effect strength is 0,21, it also has to be noted, that judging by the
means, this factor generally speaking is not very important to either one of the
groups, just like the factor of using characters in games to explore who they can
become. While the male participants here reached a mean of 2,17, the female
participant’s mean is significantly higher with a mean of 2,9. Again, although the r
value of 0,2 shows a significant difference between the two groups with a medium
strength, no expressive statement can be given for the female players in the
general, while the male participants partly rejected this factor. The last question
that showed a significant effect of the gender on the survey results, asked if players
like to buy skins they find sexy. Although neither one of the groups rejected nor
approved this factor, interestingly it was once again favoured by the female
participants with a mean of 3,28, compared to a mean of 2,76. This is interesting,
as it opposes the stereotype that games appeal to the male fantasy, as they
seemingly also partly appeal to female fantasies 338. Following the self-expression
category, the cluster of feelings of immersion ensued with the second-highest
average r value of 0,06, followed by the economic rationale cluster with an average
value of 0,03, the extrinsic influences cluster with an average value of 0,02 and
lastly the social-hierarchies and interaction cluster with an average r value of only
0,01, which can all be seen as having only weak effect strengths on average. Thus,
a cluster analysis shows limited practicability. When examining the individual
factors, question 30 reached an effect strength of 0,29, when participants were
asked if they feel emotionally attached to their characters. This was primarily
supported by females with a mean of 4,03, whereas the male mean only reached
a value of 2,98. Subsequently, females stated that they are more likely to spend
money on the characters they feel emotionally attached to with an r value of 0,18,
which was asked in question 31. Females showed their complete agreement with
a mean of 4,14, whereas males only partly agreed with this statement with a mean
of 3,51. Females participants also completely agreed that having the same skins
as their teammates is seen as more positive with a mean of 4,1, compared to a
mean of 3,62 for the males, which resulted in an r value of 0,17.
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Ultimately, although there is a range of questions where the male participants
showed a higher level of agreement through the mean, when conducting the MannWhitney U test, none of them turned out to be statistically significant. This could
either mean that women are generally more likely to spend money on decorative
elements or are more suggestible. But it could also imply, that the female
participants are more reflected and aware of the factors that influence their
purchasing decisions. Unfortunately, these questions cannot be answered through
the results of this survey. Additionally, it should also be noted that the average
variance in the two groups was the same with a value of 1,7. The goal is to identify
characteristics based on which the players can be categorized in groups with
similar or equal opinions, which would in turn be represented through a low
variance. As the variance of 1,7 is relatively high, it becomes obvious that further
separations than solely the gender are necessary.
Summarized, 12 questions out of 57 showed significant differences in the replies
for the two genders that were analysed, with a medium average effect strength of
0,19. Hypothesis 2 assumed that the gender of participants has a limited influence
on the decision-making process. Regarding the results for the League of Legend
survey, it might be more appropriate to say that the gender in the majority of cases
has no influence on the decision-making process, and in the few instances where
significant differences were found, the effect strength turned out to be of medium
strength. It also must be noted, that due to the limited sample size of 58 females,
the

results
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high

validity.

12.6. Testing Hypothesis 2 - The Influence of Gender in the Guild
Wars 2 Survey
When analysing the influence of the gender on the Guild Wars 2 survey results,
significant differences were prevalent in the results of a total of 17 questions. The
only cluster that reached an average r value of at least 0,1 was the cluster
combining questions about the individual factors that influence the purchasing
decisions, which is limited by the fact that it only consists of 3 questions. The only
cluster that showed no statistically significant difference in the results of the
participants was the economic rationale cluster. The remaining clusters showed
very

weak

average

effect

strengths

between

0,02

and

0,09.

The two questions in the individual factors cluster, which showed significant
differences in their results, asked participants firstly, if

they think being in a

financially stable position is a must when purchasing skins. This was favoured by
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the male participants with a mean of 4,67 compared to the female participants with
a mean of 4,42. This discrepancy resulted in an r value of 0,13. This would support
the previous hypothesis, that females are generally more likely to spend money on
skins or assign skins a greater importance. The second question asked about the
perceived influence of feelings of nostalgia on the purchasing motivations, which
based on the mean of 3,4 of the males compared to a mean of 2,92 for the female
participants signals, that the female participants are less influenced by feelings of
nostalgia, although this factor seemingly only plays a minor role for both groups.
Albeit not having a high average r value as a whole cluster, there are also
prominent differences in how the players of the two genders express and identify
themselves with their characters in Guild Wars 2, which became apparent through
the results of questions 15 to 18. Although the means of the female participants for
these questions are situated between the minimum of 2,73 and the maximum of
3,33 and thus don't show a meaningful tendency towards rejection or approval,
there are still significant differences in the results, as the male participants showed
considerably lower approvement rates for these questions. For question 15, which
asked if players see themselves in their characters, these differences resulted
in an effect strength of 0,14. For question 16, which asked if characters are used
to display the ideal self of the players, it resulted in an r value of 0,17. For question
17, which asked if characters are means to show a different side of the players,
the r value was 0,14 and lastly, for question 18, which asked if characters are used
to explore who the player can become, it reached an effect strength of 0,2.
These findings are limited by the fact that, like previously mentioned, the female
participants as a whole did not approve any of these questions. But it shows that
within the group of female players, there is a subgroup that is either significantly
bigger, or shows a significantly greater interest in the previously mentioned factors
than when directly compared to the male participants.
When examining individual questions, the biggest disparity in sentiments was
found in question 30, which asked about the emotional attachment to the avatar.
The female participants showed a significantly higher affection to the avatars with
an r value of 0,27 and a mean of 4,19, whereas the males only cumulated a mean
of 3,5. Interestingly, there was no statistically significant difference in the opinion
whether a high emotional attachment leads to a higher willingness to spend
money, as both parties showed no clear tendency with a mean of 3,19 for the
males and 3,36 for the females. Females again showed a higher level of
concurrence, when asked if having problems in real-life makes the gaming world
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become more important. With a mean of 3,69 this question can be seen as partly
approved by females, whereas no clear tendency was discernible for the male
players with a mean of 3,03. This gap in opinion resulted in the second biggest
effect strength in the Guild Wars 2 survey, with a value of 0,22. The last question
with an r value of at least 0,2 emerged in the difference of opinions whether or not
players like skins that are related to their cultural background. This question was
partly rejected by male participants with a mean of 2,47 and although females are
significantly more likely to buy skins related to their culture, the mean of 3,03 shows
no general level of agreement within the group of the female participants. When
asked if a higher character customizability has a positive influence on the
willingness to purchase skins, both parties showed complete agreement, with a
mean of 4,38 for the male players and 4,66 for the female players. Although both
parties completely agree that a higher customizability has a positive influence,
females are significantly more positively affected by it, which is reflected through
the r value of 0,19. Lastly, male players are more likely to buy skins to show their
support to ArenaNET, the developing company behind Guild Wars 2, with a mean
of 3,73 compared to a mean of 3,3, which resulted in an effect strength of 0,14.
The male participants are also more likely to be negatively affected by a gaming
company with a negative reputation with a mean of 4,48 compared to a mean of
4,24, which in turn resulted in an r value of 0,12.
Summarized, out of the 57 questions, 12 showed significant differences in the
results between the two genders, which results in around 21% of all cases. The
average effect strength for these 12 questions is 0,22 which results in a medium to
weak average effect of the gender. Thus, hypothesis 2, which assumed that gender
has a limited influence on the decision-making process, can be seen as approved.
The relatively small number of 88 female participants again limits the validity of the
results.

12.7. Testing Hypothesis 3 - The Influence of Age in the
League of Legends Survey
To examine the influence of age on the responses, the survey participants are
categorized in 3 groups, which represent adolescence, young adults and older
adults. As previously mentioned, the age of the League of Legends participants is
tightly centred around the mean of 21 years, with 50% of all participants being
between the ages of 19 to 24, and a total range from 14 to 39 years, which led to
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a disparity in the quantitative composition of the groups. Group 1 ranges from the
age of 14 to 19, which is at the top end of the schooltime, and contains 85
participants. Group 2 ranges from 20 to 25, which could roughly represent an
identification stage like university times or an apprenticeship and consists of 145
participants. Lastly, group 3 ranges from ages 26 till 39 and consists of 55
participants. While a change in the age compositions of the groups would balance
out the quantitative disparity, it would also diminish the quality of the survey results.
Ultimately, the small sample size, especially in group 3, can be regarded as a
limitation to the quantitative analysis. When comparing group 1 and 2, only 2
questions showed significant differences in the responses from the survey
participants with an average r value of 0,14. The comparison between group 2 and
3 showed significantly differing results for 3 questions with an average r value of
0,19. And lastly, statistically significant deviating results were calculated for 7
questions in the comparison between group 1 and 3, with an average r value of
0,21.
When examining the comparison between group 1 and 2, the two questions that
showed significant differences in their replies show identical r values of 0,14. The
first question, which is also the first question of the whole survey, asked if the
survey participants buy skins so other people see or notice them. While this
statement was partly rejected by the older group, no distinct assertion can be made
about the results of the younger group with a mean of 2,61. Yet, the Mann-Whitney
U test showed that younger people are still significantly more likely to be motivated
by this factor. The same holds true for question 2, for which neither group´s votes
resulted in distinct outcomes. But with a mean of 3,47, the younger audience was
once again significantly more likely to be motivated to buy skins that attract more
attention, with a mean of 3,47 compared to a mean of 3,06.
In the comparison of group 2 and 3, the question 55 showed the highest
discrepancy in its replies by far, with a mean for group 2 of 3,26 and for group 3 of
2,53. Although neither one of those means allows distinct statements about the
general opinions, the r value of 0,24 again signals that the younger audience is
significantly more likely to spend money on decorative items also for paid for
games. Group 2 is also more likely to buy skins when the game´s lore and storydesign are well made, which is signalled by an r value of 0,17. Again, the means
of both groups are situated around the neutral value of 3, with 3,42 for the younger
players and 2,85 for the older players of Guild Wars 2. Lastly, the younger players
are again significantly more likely to buy skins motivated by the intent to show off
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in front of others with an effect strength of 0,16. The means for group 2 of 3,12 and
for group 3 of 2,6 again don't allow any definite statements about the opinions
within the group.
In the comparison between group 1 and group 3, within the social hierarchies and
interaction cluster, the first 4 questions show significantly differing replies.
Throughout all these questions, the younger participants are more likely to show a
higher level of agreement. The highest impact of age on the results was identifiable
in question 3 (showing off), with respective means of 3,36 and 2,6, which resulted
in an effect strength of 0,26. The second-highest r value of 0,24 was found when
players were asked if they are more likely to buy skins that attract attention, with
a mean comparison of 3,47 to 2,8. Group 1 is also more likely to buy skins with the
purpose of being seen, represented through a mean of 2,61 compared to a mean
of 2,09, which resulted in an effect strength of 0,19. Lastly, with an r value of 0,12,
the younger audience also shows significant tendencies in hoping to impress other
players through their skins. Looking at the first 4 questions it becomes apparent
that younger players are more interested in showing off and being seen. But at the
same time, it should be kept in mind that, in general, none of these factors were
even partly approved in the survey results of group 1. Thus, although they show a
significantly higher tendency towards the previously mentioned factors, they still
don´t generally show a significant tendency towards any of the factors, which also
holds true for the following questions: Question 32, which asked if real-life friends
have an influence on the purchasing decisions, and question 55, which asked if
games need to be free to spend money on decorative items, both have r values
of 0,23. For the first question, the mean of 3,02 for group 1 shows no clear
tendencies, but with a mean of 2,29 this question can be regarded as partly
rejected for group 3. For question 55, no definite statements can be made with
respective means of 3,18 and 2,53, although younger players are significantly less
deterred from spending money for a paid-for game. Lastly, group 1 is again
significantly more positively influenced by lore and story-design with a mean of
3,4 compared to a mean of 2,85 for group 3, which resulted in an effect strength of
0,18.
When investigating the complete survey, significant differences in the results were
found in 12 cases out of a total of 157 (57 questions in 3 comparisons). These 12
cases consist of 7 individual questions. Summarized, the most distinct results are
found when examining the first questions of the social hierarchies and interactions
cluster in the comparison of groups 1 and 3. Younger players are generally more
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influenced by the factors examined in the quantitative survey, but it was especially
prevalent in said cluster. It is clear that hypothesis 2, which assumed a significant
influence of the age on the responses of the participants, has to be completely
rejected in the case of the League of Legends survey, as the vast majority of
questions showed no influence throughout the different age groups whatsoever.

12.8. Testing Hypothesis 3 - The Influence of Age in the Guild
Wars 2 Survey
The age distribution of the Guild Wars 2 survey participants spans over a total of
43 years, ranging from 13 to 56. 50% of participants are between the ages of 23
and 30, which compared to the previous League of Legends survey is significantly
older. Thus, the age ranges for the different groups were slightly adjusted. Group
1 ranges from the age of 14 to 20, group 2 ranges from 21 to 26, and lastly group
3 which ranges from 27 till 39. While it would have been preferable to slightly
decrease the maximum age for group 1, the cumulative age distribution made
compromises necessary. Unfortunately, age group 1 is still extremely small and
contains only 34 participants, whereas group 2 consists of 132 participants and
group 3 contains 176 participants. When comparing group 1 and 2 with each other,
a total of 7 questions showed significant differences in the results with an average
r value of 0,2. The comparison between group 2 and 3 also resulted in the detection
of 7 questions with significant differences with an average value of 0,13, while the
comparison of group 1 and 3 resulted in 11 questions with an average effect
strength of 0,22.
For the comparison of group 1 and 2, 4 of the 7 results are situated in the feelings
of immersion clusters. The younger group uniformly showed significantly higher
approval rates for questions 27, 29, 30 and 31. With the exception of question 27
(r = 0,23), which asked if problems in real life increase the importance of the
gaming world and was only partly approved with a mean of 3,97, the remaining
questions where all completely approved by group 1, whereas only question 30 (r
= 0,16), which asked about the emotional attachment to the characters, was
partly approved by the second age group and no clear tendency was discernible
from the remaining questions for group 2. Subsequently, the younger audience
also approved the positive correlation between emotional attachment and
increased willingness to spend money with a mean of 4,12 and an effect strength
of 0,2. The biggest discrepancy in the results of this cluster and also ultimately in
the complete comparison between those two groups, was found in question 29 (r
= 0,24), which asked about the influence of lore and story-design. The younger
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audience again approved with a significantly higher rate, that they hope people are
impressed by their outfits, with an r value of 0,2. For them, this factor can be seen
as partly approved with a mean of 3,71, whereas no clear tendency can be given
for the second age group with a mean of 3,05. The younger age group also showed
a higher interest through the r value of 0,19 for skins that are related to their
culture, with a mean of 3,12 compared to 2,53. Lastly, they also felt that having
the same skin as teammates is more positive, with a mean of 3,29 compared to
2,83, which in turn resulted in an r value of 0,18. Generally, in all cases where a
significant difference in the results was prevalent, the younger audience´s
outcomes reflected a higher level of agreement with the questionnaire than the
outcomes of the older group.
For the comparison between group 2 and 3, a discrepancy of the results was found
for questions 30 and 31 (emotional attachment + increased willingness to
spend money), where the younger age group again showed a higher approval
rate, which resulted in an effect strength of 0,14 for question 30 and a lower value
of 0,09 for question 31. The highest effect strengths with an r value of 0,16 was
examined for questions 5 and 15. Question 5 asked if players like to get positive
reactions from others, which with a value of 4,11 was completely approved by the
second group and with a mean of 3,78 only partly approved by group 3. Question
15 asked if players see themselves in the characters they play, which was
favoured by group 2 with a mean of 3,25 compared to 2,82 for group 3. But
ultimately, neither one of these means indicate a distinct tendency within the two
groups. With an r value of 0,14, the group of 21 to 26 year old League of Legend
players also felt that having a skin from the early stages of the game is significantly
more interesting than the older group, with respective means of 3,45 and 3,13. The
last two significant differences were found in question 17, which asked if characters
are used to portray a different side for the players, which accumulated in an r
value of 0,13, and question 18 with an r value of 0,12, which asked if characters
are used to explore who the player could become. For both questions, the younger
audience showed a significantly higher level of agreement. Just like in the previous
comparison, in all cases where a significant difference in the results was prevalent,
the younger audience results showed a higher level of agreement compared to the
results of the older group.
In the comparison between group 1 and 3, the results of 11 questions showed
significant differences with an average value of 0,22. Similar to the comparison
between group 1 and 2, questions 27 to 31 from the cluster of feelings of
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immersion, with the exception of question 28, showed the biggest influence the
age has on the survey results. The respective r values for these questions are 0,23
for question 27 (problems in real-life), 0,26 for question 29 (lore and story), 0,24
for question 30 (emotional attachment), and lastly 0,27 for question 30
(increased willingness to spend money based on emotional attachment),
which represents the highest effect strength in the comparison between age group
1 and 3.
Furthermore, the results for questions 4 and 27 produced an r value of 0,23.
Question 4 asked if players hope that other people are impressed by their outfit,
which compares with a mean of 3,71 for group 1 and 2,86 for group 3. Question
27 asked about the importance of looking cool, which was completely approved
for the younger audience with a mean of 4,15 and only just partly approved for
group 3 with a mean of 3,55. Wanting to get positive reactions was significantly
more valuable for the younger group with a mean of 4,38 compared to 3,78, which
resulted in an r value of 0,2. The same effect strength was calculated for the
question, if having the same skins as teammates is seen as positive, which was
again seen as more positive for the younger audience with a mean of 3,29
compared to 2,68 for group 3. The third weakest effect with a strength of 0,18 is
prevalent for the question if players see themselves in the characters they play,
which was again more favoured by the younger audience. The second weakest
effect strength of 0,17 was calculated for question 1, which was not mentioned in
previous topics. This question asked if players buy skins with the desire to be
seen by other people. While the mean for group 1 of 2,85 shows no distinct
tendency, this factor was partly rejected by group 3 with a mean of just 2,34.
Question 13 has the weakest effect strength of 0,15. The younger audience shows
a significantly more positive attitude towards liking skins that are related to their
culture, although the respective means of 3,12 and 2,61 show no distinct
tendencies for either one of the groups.
Summarized, a total of 25 cases showed a significant influence of the age on the
responses of the participants, out of a theoretical maximum of 171, with an average
r value of 0,18. These 25 cases consist of 14 unique questions that showed a
significant influence throughout the comparison, which translates to 24,6% of
cases. The results for group 1 showed strong deviations in the cluster of feelings
of immersion, which was less prevalent between the two older groups. Thus,
younger players are seemingly more immersed in a game and have a stronger
emotional bond with their characters. Other than that, no generalizable statements
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can be given, while the previously mentioned difference in the feeling of immersion
is strongly limited by the fact that group 1 only consists of 34 participants. The third
hypothesis, which is based on the qualitative inquiry and assumes a significant
influence of the age on the decision-making process, must be mainly rejected.
Although the age can influence the decision-making process in certain cases, the
influence is weaker than previously expected. Additionally, parts of the differences
in the responses might be based in measurement errors stemming from the small
sample size for group 1.

12.9. Summary

The main purpose of the comparison of the two surveys was to do explorative
research on the influence the game, the gender of the survey participants and their
age has on the results. In the end, the hypothesis that the game has a significant
influence on the decision-making process of the gamers was approved, as this
influence was prevalent in the majority of cases. The influence of the gender
showed limited, yet still statistically significant effects on the results for a minority
of questions throughout both surveys. Hypothesis 2, which assumed a limited
influence based on the gender, can thus also be seen as approved. This approval
is limited by the fact of the small sample size for the female participants for both
surveys. When analysing the effect of age on the survey results, it became
apparent that the larger the gap between the two groups, the larger the diversion
in opinions. In the League of Legends survey, the age range was significantly
smaller compared to the Guild Wars 2 survey. In the direct comparison, there were
fewer cases for the League survey in which the age had statistically significant
influence on the survey results. Additionally, the disparity in opinion was always
larger in the respective comparisons between the youngest and the oldest group.
Ultimately, age still only showed to have a limited influence on the survey results.
Hypothesis 3, which assumed that the age played a significant role in the decisionmaking process, thus must be rejected.

13. Conclusion
The results of this thesis show that there are a limited number of factors that
universally positively influence gamers across all ages, genders and games
towards the purchase of decorative elements, while there are a greater amount of
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factors that are only true for a selection of gamers. Additionally, even for the factors
that are universally approved, practical implementations can be difficult. Finding a
skin aesthetically pleasing showed to be the most important factor to gamers for
example, but there is no definition of what aesthetically pleasing means to different
people. Also, as the results of the comparison of the surveys between League of
Legend players and Guild Wars 2 players showed, there are significant differences
in the perception of skins in different games. Thus, although the goal of this thesis
was to give practical implementation advice for game developers, this can only be
done with limitations. Individual market research is inevitable for game developers.
But the outcomes of this thesis can be used as stepping stones for further research,
with a focus point on the factors that were at least partly approved or completely
approved. But even the factors that were partly or completely rejected can prove
to be relevant in some cases. Especially, since opinions can shift and good
communication and marketing efforts can mitigate negative influences and
predispositions, as was shown through the seemingly out of place collaboration
between League of Legends and Louis Vuitton, which was in the end well received
by the players.
During the research process, it also became obvious that gamers, at least those
active in the Reddit communities for their respective games, show a high
willingness to participate in market research. On the one hand they are interested
in individual knowledge gain, while on the other hand, it is in their best interest that
gaming companies know their desires. Compared to many other industries, the
relation between players and developers can feel more like a partnership than a
purely commercial relationship, which is also why the bad reputation of a gaming
company can have a severely negative impact on the willingness of the players to
spend additional money on skins. The inclusion of the community can have several
positive effects, as different examples in the gaming industry showed. In Dota 2 for
example, the community can design their own skins, upload them to the game and
even get a share of the profits

339

. Outsourcing parts of the design work to the

community does not only save on costs, but it also decreases the need of a deeper
understanding of what drives players to purchase certain skins, as only skins with
a good rating get included in the game. Of course, this tactic requires an active
community, which needs curation, and also carries with it certain risks. But it poses
as a good example of how to overcome certain problems based in the complex
psychology of consumer purchasing behaviour. Integrating and talking to the
339
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players, giving and receiving feedback, and generally having an open level of
communication will ensure longevity and success for gaming companies. There
are already positive role models for this approach, like Riot Gaming, who talk about
their decision-making process in the design of certain skins. As mentioned in
previous topics, they even published exact statistics for the reception of some of
their skins and explained their way forward based on these results, which was
generally very well received by the community

340

. Although some players might

not agree or be happy about the choices made, at least they are given the
opportunity to comprehend these decisions.
Summarized, it is unfortunate that the practical implementation of the results is
limited. Nevertheless, the results of the second quantitative survey show a wide
range of factors that influence gamers’ purchasing decisions. The level of
agreement, in turn, shows how universally accepted each of these elements are.
But even those that are not universally accepted can influence certain people in
certain games. This in turn validates the findings of previous literature, for which
only a small fraction of the adapted factors could be approved through the first
quantitative survey. After doing additional research it became clear that this should
not be considered a limitation of the previous research. It is rather partly a limitation
of the first survey, which assumed gamers are a heterogenous group, and secondly
is partly based in the nature of the process of purchasing skins, which is a complex
process influenced by a range of factors, like the game, gender and age, but also
presumably a range of additional factors like income, invested time in playing,
social status and more. Further research should be conducted with the intent of
analysing which external factors influence the decision-making process, as well as
their respective effect strength.
The results of this survey show that there is no miracle recipe for universal success
when it comes to skins. But at the same time, the factors inductively and
deductively generated reflect factors that are always important to at least some of
the gamers. Thus, game developers don't need to ask themselves which elements
are important when designing skins anymore, as they are represented in this
thesis. The only question they need to ask, is to what degree each of these factors
is relevant to their target audience. Although there might still be a range of
extremely specific motivators that are only relevant for a very small target group
and were not detected, by combining the results of previous literature and doing
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additional exploratory research, it can be assumed that the majority of factors that
influence the decision-making process of gamers is, in fact, included in this thesis.
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A1 Appendix

XCVII

B1

Analysis of factors from previous literature

B1.1 Cleghorn & Griffiths - Why do gamers buy ‘virtual assets’? An insight
in to the psychology behind purchase behavior
Type:

Exploratory study

Inquiry:

Interviews with 6 gamers

Method:

Interpretative phenomenological analysis

Limitations: No generalizability
Games:
Battle Pirates, World of Warcraft, Diablo III, Guild Wars 2, Farmville, Lord of
the Rings online

Results
Motivations for purchase:
•
•
•
•
•
•
•
•

Necessity
Exclusivity
Function
Commitment
Impressed by others
Impressing others
Collectability
Cool Factor

Social aspects of gaming and
purchasing
•
•

Real and lasting friendships
Replacement for going out

Emotional attachment to avatar
•
•
•

Emotional attachment to avatar
Pride
Emotional Enjoyment

•
•
•
•
•

Superiority
True / ideal self
(Lack of) Self-torment
Satisfaction
Immersion

Self-Expression
•
•
•

Role-playing
Extension of self
Detached from avatar

Stock-market gaming and gaming
culture
•
•

Stock market gaming
Ruining of game experience

Research / impulse buying
•
•
•

Recommendations
Impulse buying
Trying on items

Psychological reward / impact

XCVIII

B1.2 Lehdonvirta - Virtual Items as a revenue Model Identifiying attributes that drive purchase decision
Type:

Exploratory study

Inquiry:
First-hand user experience, interviews with developers, interviews
with professional virtual good traders, informal discussions with users and players
Method:

Random sampling

Limitations: No generalizability
Games:
more

14 virtual game platforms, like Habo, Cyworld, Kart Ryder and

Results
Hedonic:
•
•
•
•
•
•

Visual appearance and sounds
Background fiction
Provenance
Customisability
Cultural references
Branding

Social:
•

Rarity

Functional:
•
•

Performance
Functionality

XCIX

B1.3. Johnson et al. - Virtual Consumerism
Type:

Exploratory study

Inquiry:
12 interviews, studies of 24 Habbo Hotel fansites, first-hand user
experience (online fieldwork)
Method:

Case-study

Limitations: No generalisability, no evaluation of importance
Games:

Habbo Hotel

Results
•
•
•
•

Self-expression
Aesthetics
Luxury / Social Status
Items as carriers of arbitrary meaning

C

B1.4. Guo & Barnes - Virtual item purchase behavior in virtual
worlds: an exploratory investigation
Type:

Exploratory and explanatory research

Inquiry:
4 focus groups with 24 people from China. Focus group 1 plays
paid games, focus group 2 plays free games, focus group 3 plays paid games,
focus group 4 plays free games
Method:

Semi-structured focus groups

Limitations: No generalisability
Games:
World of Warcraft, Pokart, Crazy Kart, QQ Yinsu, Popkart, Dahua
Xiyou, Menghuan Xiyou, Jinwutuan, Zhengtu, Jinwutuan, MoYu, Wulin Waizhuan

Results
Theme 1: Why virtual world residents pursue virtual items
•
•
•

Enjoyment (from participating in virtual worlds)
Character competency
The requirements of the quest system

Theme 2: Why players obtain virtual items through purchasing them in
virtual worlds
•
•
•
•
•
•
•

Effort expectancy
Performance expectancy
The quality of the virtual world
Social influence
Personal real resources
Virtual item resources
Habit

Theme 3: The aspects players are most concerned about when making a
specific purchase
•
•
•

Social Influence
Trust
Perceived profit-making opportunities

CI

B1.5. Overview of all adapted factors
-

Social
-

Luxury / Social Status
Social inﬂuence
Exclusivity
"mpressed by /
Impressing
others
(Social
Shopping)"
Cool Factor
Recommendations
Real and lasting friendships
Superiority

Psychological
-

Self-Expression
Emotional attachment to avatar
"Emotional Enjoyment /
Satisfaction"
True/ideal self

Not adapted:
-

Visual appearance and sounds
Rarity
Provenance
Character
competency
(Functional)
Virtual item resource
Function
Arbitrary Meaning

Extension of Self / Roleplay

Individual
-

Enjoyment (Participating in
VW)
Personal real resources
Replacement for going out
(Lack of) Self-torment
Impulse buying
Cultural references
Commitment
Aesthetics

Rational

-

Perceived
proﬁt-making
opportunities
Stock market gaming

-

Customisability
Collectability / Rarity
Branding (Brand)
Background ﬁction
Effort expectancy
Performance expectancy
The quality of virtual world
trying Items
Immersion

-

CII

C1. Design of Questionnaire 1
For the sake of comprehensiveness for the reader 341, the factors influencing gamers
purchasing decisions of virtual decorative items for this thesis were categorized in sociological,
psychological, individual and economic rational factors. Additionally, factors found by previous
researchers that were not adapted were categorized in item-related and business model
related categories.
The different categories in the context of this thesis can be defined as follows:
●
●
●
●

Sociological: Factors relating to social relationships, interactions between players,
and players respective cultures
Psychological: Factors relating to emotions, self-image, and self-expression
Individual: Factors relating to the personal (socioeconomic) background of gamers,
their respective feelings and convictions
Economic Rational: Factors related to the monetary incremented value of players

This first step of categorizing all factors served the purpose of making further categorizations
more comprehensive for the reader but should not be considered absolute, as some factors
can be categorized in different categories simultaneously. The attribute “aesthetic” for example
could be seen as a means of self-expression for the gamer and would therefore be considered
a sociological factor. But it can also relate to the individual perception of beauty, which would
make it a psychological factor. Or it can also be considered an item-inherent factor that is
related to game design.
The next step of structuring the factors was done with the intention of being able to group
factors together that serve similar purposes and can be answered by related questions. A total
of six clusters was formed based on the queryability of the individual factors. For example,
Cleghorn & Griffiths list “impressed by / impressing others“ as a single factor that influences
purchasing motivation 342. In a quantitative questionnaire, this factor can hardly be answered
by the same question. Since it can be argued that being impressed by somebody else´s outfit
is different than wanting to impress somebody else with one´s outfit, although both might be
sociological elements, they are not only split up into two factors but additionally separated into
two different clusters.
The six clusters are:
●
●
●
●
●
●

Building Hierarchies (Factors that serve the purpose of social distinctions)
External Factors (External influences in the life of players)
Individual Factors (Factors related to the personal background of the player)
Self-Expression - / Extension of Self (Factors related to self-representation of the
player)
Feeling of immersion (Individual Factors related to the level of immersion of the
player*)
Economic Rational (Financial motivations)

Understanding the meaning of those clusters should be intuitive by looking at the
corresponding
factors.
The microtransaction business model has advanced since most of the adapted research was
done. Players that prefer loot boxes or a battle pass system might have different opinions than
players that prefer the direct sale of skins. Thus, the survey participant will be asked how they
Pew Research Center – Questionnaire Design
* This factor is related to game design factors but focuses on the perception of the player in an immersive
game, rather than trying to uncover what makes a game feel immersive
Cleghorn & Griffiths – Why do Gamers buy Virtual Assets Table 2 p. 90
341
342

CIII

bought skins in the past and what type of transaction method they prefer. Nowadays, there is
no AAA game that doesn´t at least feature one of the two concepts.

C1.1. Revision and limitation of Questionnaire 1
The questionnaire was revised with a psychologist and reviewed with two gamers which bough
skins in the past. After publishing the survey, many participants annotated the lack of monetary
item related questions which is a complaint that did not come up during the pilot phase. Thus,
five additional questions were added to the end of the survey to the economic rationale cluster,
giving people the opportunity to voice their opinion of pricing and discounts. Concerning the
standards of academic work, this can be considered a mistake since the original questionnaire
should not have been altered in the process of taking replies. 23 participants completed the
survey without these questions. The added questions can be found in the attached
questionnaire.

C1.2. Sample
The questionnaire was published in different gaming forums as well as several private
distribution channels. Some questions of the questionnaire are only relevant for a selection of
games. For example, only in games which allow the sale of skins can the question about
economic rational be answered, although it might be possible to sell skins and accounts
unofficially. Additionally, in first person games, the emotional attachment of players to their
own avatars can be expected to be relatively small, as they themselves are unable to see it.
The results of the questionnaire can therefor differ not only based on the different participants
but also on basis of the games they play. These limitations cannot be mitigated. While it would
be possible to only give out the questionnaire to players of a preordained game, this would in
turn limit the practicability of the results of this for developers. Instead, the survey will be given
out to players of a range of AAA games that are free-to-play and have a matured revenue
system that generates big turnovers. But even then, participants may have bought skins for
other games too, which can´t be avoided.
The survey was published on Reddit in several subforums: League of Legends, CounterStrick:
Global Offense, Apex Legends, Dota 2 and a general survey subforum called SampleSize.
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C1.3. The Questions of Questionnaire 1
General Questions
●
●
●

What is your gender?
What is your age?
Have you ever paid money for a skin / decorative item?

Introductory Questions
●
●

How did you buy skins?
For which game did you buy skins?

General Attitude
●
●
●

Do you consider the option to buy skins in games positive?
Do you consider the option to buy functional items (P2W) in games positive?
Do you prefer games that only offer skins, only offer functional items or games that
offer both?

Self-Expression
1.
2.
3.
4.
5.
6.

I like skins that let my character look the way I feel about my true self
I like skins that let me express myself the way I would like to look in real-life
I like skins that let my character look like another character or somebody I like
I like skins that let my character / my gear look cool
I like skins that let my character / my gear look pretty
I like skins that are related to my cultural background (e.g. country flags)

Social Hierarchies
7. Skins are a way of showing my status to other people
8. It is important for me that only very few people have the same skin
9. It is important for me to NOT look like a new player
10. I want other people to think I´m cool
11. I like to show off the skins I bought to other people I know (in game or offline)
12. I would buy skins also for an offline game
13. The more expensive a skin is, the cooler it is
Extrinsic Influences
14. When I decide which skin I want to buy I Look at what skins other people are using
15. When I decide which skin I want to buy I Care about recommendations I got (friends,
streamers etc)
16. When I decide which skin I want to buy I Decide independently
17. When I decide which skin I want to buy I Don’t want what everybody else is using
18. When I decide which skin I want to buy I Like to be part of a group of people who have
the same/similar taste
19. When I play the game I Like some players because of the skins they are using
20. When I play the game I Dislike some players because of the skins they are using
Feelings of Immersion
21. I buy skins when I played the game for a long time
22. I buy skins when I play the game with people I know (online or offline)
23. I buy skins when I really enjoy the game
24. I buy skins when I feel emotionally attached to my character
Individual Factors
CV

25. After I buy a skin I feel good
26. After I buy a skin I feel bad
27. Before I buy a skin, I usually think about it for a long time
28. For me, buying skins is a replacement for going out
29. Shopping for skins makes me feel good but shopping in real-life makes me feel bad
30. I only buy skins if I have some money leftover at that time
Economic Rationale
31. I like it // I would like it if I can sell my skins on a marketplace
32. I like it // I would like it if I can make money by buying and selling skins
33. Do you think there is a risk that players focus too much on the financial aspects rather
than playing the game if there is the option to make money by selling skins?
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C2. Analysis of Questionnaire 1
C2.1. Overview of the results of Questionnaire 1

CVII

C2.2. Sample
A total of 402 people participated in the survey, out of which 393 people finished the survey
successfully. The remaining 9 people never paid money for a decorative item and where
therefor
excluded.
The introductory personal questions for the questionnaire included the age and sex of
participants. In statistics the age is numerical, and the gender is a nominal category. To depict
the age distribution of participants, a boxplot will be used 343.

Figure 4: Age Boxplot for the first quantitative survey

For the age, 376 valid answer were given, while two participants refrained from stating their
age. For the rest of the participants, the age range is 56, reaching from 13 to 69 years. The
lower quartile is 20, the upper quartile is 26 which means that 50% of participants were
between
the
age
of
20
and
26.
The
median
is at
22,5
years.
Gender wise, 350 participants or 92,59% identified as male, 6,08% (23) identified as female
and 1,32% (5) identified as diverse. Summarized, the majority of survey participants are males
between the age of 20 and 26. The skewedness towards a younger male audience might
reflect the general composition of gamers but since the majority of participants were collected
at Reddit, the age distribution might simply be a representation of the average Reddit user.
Introductory Questions
When asked about the transfer method used to buy skins, the biggest group consisting of
52,4% of the participants answered that they used all three methods available, meaning the
direct purchase, loot boxes and a battle pass. In comparison 19,3% participants answered that
they only used one method to buy skins. In total, 15,1% only used direct sales as transfer
method, 4,2% have only used a battle pass and no participant only used loot boxes. The
second biggest group consisting of 19,2% of participants answered that they have used a
combination of direct sales and a battle pass. 5,8% used direct sales combined with loot boxes
and
the
remaining
3,2%
used
loot
boxes
and
a
battle
pass.
Cumulated, the direct sale of decorative items was used by 88,65% of participants, followed
by the battle pass with 74,81% and lastly loot boxes with 57,43%.
Quantity
Battle Pass

343

16

Percentage
4,2%

Byrne – Interpreting Quantitative Data p. 98 f.
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Direct Sale

57

15,1%

Direct Sale, Battle Pass

73

19,3%

Direct Sale, Loot Box

22

5,8%

Direct Sale, Loot Box, Battle 198
Pass

52,4%

Loot Box, Battle Pass

12

3,2%

Total

378

100,0%

Figure 2: Transfer Methods

When asked about which games they bought skins for in the past, multiple answers were
possible. The 378 participants listed a total of 45 console and computer games as well as 6
mobile games as games they bought skins for in the past. In total (with the exclusion of online
games) 778 replies were given which means that every participant bought at least one skin in
2,06 games on average. The top games named were Dota 2 (238), League of Legends (135),
CounterStrike: Global Offense (124), Overwatch (59), Fortnite (55), Apex Legends (35) and
Valorant (17).
General Attitude
When asked if the option to buy cosmetic items in games is seen as positive, 356 participants
or 94,2% answered with yes and 5,8% with no. When consequently asked if the option to buy
functional items was seen as positive, 96,8% or 366 participants replied with no and 3,2% or
12 participants answered yes. In the last question of the general attitude cluster, the question
was which kind of business model is seen as the best. One that offers purely functional items,
one that offers purely decorative items or one that offers a mix of both. Following the results of
the first two questions, 96,8% of participants subsequently answered that they prefer a game
that only offers decorative items, whereas 3,2% favoured a mix of both and 0% replied that
they prefer only functional items. These results validate the underlying assumption made in
the beginning of this thesis that functional items are widely regarded as negative, which is why
this work only focuses on decorative items.

Self-Expression
The self-expression cluster was designed to examine the effect of the following factors on
players purchasing decisions: Self-expression, showing true self, showing ideal self, extension
of self, roleplaying, aesthetics and cultural references.

1. When asked if skins are a way of expressing the true self for players, the majority of
participants answered neutrally. The mode as well as the median are 3. There is a slight
tendency towards disagreeing though, as 41,01% of participants answered in a disagreeing
fashion whereas only 26,46% answered in agreement. This tendency is also represented by
the mean which is 2,68 and thus slighty favoured towards disagreeing.
2. When asked if skins are a way of expressing the players ideal self, the answers leaned even
CIX

more towards disagreeing. The most frequent answer was complete disagreement, with the
median being 2. Compared to the first question it is also interesting that the participants had a
stronger attitude towards the ideal self than the true self, as the amount of neutral answers
dropped from around 33% to around 22%.

3. When asked if players used skins as a means of roleplaying or cosplaying, the participants
mainly answered in an agreeing fashion. The mode and median are 4, but the mean is 3,31
an thus indicates a slight tendency towards positive-neutral. This rests upon the relatively big
group of people who completely disagreed with this statement, which is only around 4,5%
smaller than the group of people who completely agrees with it. The main difference in answers
is between the groups of people who answered partly agree versus partly disagree. The
amount of people who partly agree is 3 times larger (32,54%) than the group of people who
partly
disagree
(10,32%).
4. The fourth question of the self-expression cluster showed by far the most unambigous
replies in the whole survey with a variance of only 0,38. The mode and median are 5 and the
mean of 4,75 also shows a great tendency towars complete agreement. In total, only 1 person
said they partly disagree and 4 people said they completely disagree. It is fair to say that
looking cool is the most important or motivating factor players have to buy a skin.

5. Question 5 asked the players if looking pretty was an important factor when picking a skin.
With the majority of people saying they completely agree and the mean being 5, it is again fair
to say that looking pretty is very important for players. When the median of 4,36 (with a variance
of 0,97) is compared to the previous question with a median of 4,75, it is deductible that looking
cool is slightly more important to participants than looking pretty. The exactly meaning of
looking cool and looking pretty is very subjective though and require further research.
6. When asked if participants like skins that are connected to their cultural background, a vast
majority completely disagreed. The median is 2 and the mean 2,29, thus it can be derived that
having a cultural background is not important to players.
Cluster Analysis for Self-Expression
To show the general tendency of agreement or disagreement for the whole self-expression
cluster, the mean of mean will be used in combination with Cronbach´s Alpha.
The mean of means for the self-expression cluster is 3,3 with an average variance of 1,39 and
a Cronbach´s Alpha value of 0,673. Based on the interpretation table provided by the university
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of Virginia, a value between 0,65 and 0,8 is considered acceptable
scale is thus situated at the lowest end of being acceptable.

344

. The reliability of the

Summarized, the replies of self-expression cluster were situated around the neutral position
with a slight tendency towards agreement, with a relatively wide dispersion of votes and a low
but marginally acceptable scale reliability. In general, participants only fully agreed with
question 4 and 5 and fully disagreed with question 6. Thus, it can be said that certain factors
of self-expression are particularly important to players, but that self-expression in itself is not
generally regarded as important influence that motivates purchasing behavior.

Social Hierarchies
The social hierarchies cluster was designed to examine the effects of the following factors on
players purchasing decisions: Social status, luxury, exclusivity, impressing others, cool factor,
and a feeling of superiority.

1. When asked if skins are a way for players to show their status level, the high variance of 2
shows that the participants had diverging views about this question. The most common answer
was completely disagree (31,2%) but the median is 3 and the mean is 2,67 which indicates
that participants were indecisive of this question but showed a tendency towards disagreeing.
The results of this question might suffer from the social desirability bias, in which respondents
are more likely to answer in a way that is socially accepted rather than their true motivations,
as showing off can be considered socially undesirable 345. This will be further explored in the
qualitative
interviews.
2. When asked if the exclusivity of a skin is important, meaning that only very few people should
have the same skin, the results were quite similar to question 1. The most common answer
was completely disagree, the mean was 2,58 with a variance of 1,94 which both is only slightly
lower than in the previous question. But the median is 2 for this question. Summarized this
means that participants were still quite indecisive about this question but generally rejected
exclusivity as a trait slightly more than showing off.

3.
For
question 3, the most common reply was completely disagree again with the median being 2.
The mean is with 2,44 slightly lower than for previous answers. The variance is still quite high
344
345

University of Virginia - Using and Interpreting Cronbach’s Alpha
Chung & Monroe – Exploring Social Desirability Bias p. 291
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with 1,81. Summarized, skins are not important to players just because they indicate that the
respective
player
is
not
new
to
the
game.
4. Again, most participants answered completely disagree when asked if impressing others
was important to them. The median is 3 but the mean shows a slight tendency towards
disagreeing with a value of 2,79, which is the highest amount of out all questions of this
segment so far and a variance of 1,94. Again it remains questionable how far the social
desirability index influences this question.

5. In question
5 it is asked if players like to show off their skins to either people in the game or people they
know offline. For the first time in this cluster, the mode of 4 showed a positive association with
this question. The most common answer was partly agree but the mean of 3,42 shows that the
average answer had a tendency towards neutral-positive. Again, the variance of 1,89 is still
quite high which shows the diverging opinions of participants. But question 5 is still the first
one
that
is
at
least
partly
approved
by
players.
6. Question 6 asked if participants would also buy skins for a single player game. This question
was asked as control question and should show reversed results to the previous questions,
meaning that if the results of the previous questions showed that building social hierarchies is
not seen as important factor, people should also be willing to buy skins for offline games. But
although, with the exclusion of question 5, the previous questions were declined, question 6
was also mainly rejected. With a value of 2,36 it even accounts for the lowest mean of the
whole cluster meaning it was rejected the most. The median is 2 and the mode 1.
The results of this question might again be influenced by the social desirability bias in previous
questions. It could also be the case, that social hierarchies are important to players but that
the wrong questions were asked in this survey. Lastly, these results might also be due to the
fact that the amount of offline games that allow for microtransactions are small and that all
participants have bought skins for online games before, whereas only a small amount also
bought skins for offline games (Assassins Creed was mentioned twice in the introductory
questions, which is an offline game that offers microtransactions).

7. Question seven was aimed to find out how important a factor of luxuriousness was for
players. The results show that an increasing price does not improve the perceived coolness or
quality of a skin, as the most common answer again was completely disagree. The median
was 2 and the mean is with 2,26 the lowest one of all questions in this cluster. Additionally, the
variance is the lowest with 1,7 which means that players were the most coincided about this
question. It seems to be the case that the look and quality of the skin itself are worth more to
the players than its inherent monetary value.
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Cluster Analysis for Social-Hierarchies
Cronbach´s Alpha value for the social-hierarchies cluster is 0,7 and thus slightly higher than
for the previous cluster. Interestingly, when question 6 asking about skins in offline games is
removed, Cronbach´s Alpha increases to 0,79 which shows a relatively high reliability. It also
indicates that question 6 had a strongly negative influence on the internal scale reliability.
The mean of means is 2,65 which indicates that participants generally answered in neutral
fashion with a relatively strong tendency towards disagreeing. The variance of 1.87 shows that
the opinions differed a lot depending on the respective person answering the survey. Building
social hierarchies doesn´t seem to be an important factor influencing the purchasing decisions
of players actively. But it might be an unintentional yet inherent effect of buying skins. If this
effect unwittingly has a positive or negative effect on the motivation to buy skins can´t be
distinctly answered with the results of this questionnaire, although the evidence suggests no
positive correlation. As was mentioned before, this might also be partly due to the social
desirability bias. Further qualitative testing is needed to expound those open questions.

Extrinsic Influences
The cluster of extrinsic influences was designed to examine the influence of the following
factors on players purchasing decisions: Social influence, being impressed by others,
recommendations and building and supporting real and lasting friendships.

1. When asked if the skins other people are using influence the purchasing decisions of the
survey participants, the most common answer was completely disagree. The median is 2 and
the mean also shows a clear tendency towards disagreeing with a value of 2,45. Seemingly
players are not influenced by what other players are wearing. Going back to the socialhierarchies cluster question 2, players also stated that item exclusivity is not an important factor
for them which supports the results of this question. The variance is 1,66 which is relatively
high and shows that at least some players are partly influenced by what they see other people
use
in
the
game.
2. The results for the second question also indicate that extrinsic influences, in this case
recommendations, have a limited effect on players purchasing decisions with the most
common answer again beeing completely agree. The mode is again 2 but the mean of 2,34
and a slightly lower variance of 1,53 show that players are even less influenced by
recommendations they get than by the things they see in the game.
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3. Question 3 is a controll question that show the reversed results of the previous answers if
players answer consistently. Coherently to the previous replies, players were clear that they
decide independently with the mode and median bein complete agreement. This tendency
becomes even more obvious when the mean of 4,41 is taken into consideration with the
extremely low variablity of 0,72 which indicates that players generally coincideded in their
opinion. For the cluster analysis the results of this question need to be reversed, as the
question is worded with the inverted meaning. When agreeing to previous questions this meant
that players are influenced by external factors wheareas a positive association with this
question
means
that
people
are
not
influenced
by
external
factors.
4. Question 4 is asked in a negative form (don`t) which has to be taken into consideration for
the analysis. The most common answer was that participants partly agreed that they don´t
want to use what everybody else is using but the second most common reply was that people
completely disagreed with this statement. Summarized, these diverging answers with a
variance of 1,65 resulted in a neutral median of 3. But the mean again indicates a slight
tendency towards agreeing to this statement with a value of 2,71. Wether this means that most
people don´t care about skin exclusivity or that most people do actually want to wear what
everybody else cannot be answer indisputably, but in the context of this cluster and previous
questions it could be argued that external factors simply don´t influence players decision
making process. This statement is also suppored by en question 2 of the social hierarchie
cluster as well as by the following question number 5 in this cluster.

5. Questions 5 was aimed to answer the question if building and supporting friendships or
trying to belong to a certain group were important factors for players to buy skins. The most
common answer was completely disagree and the median is partly disagree. The mean is 2,21
and thus also close to partly disagree with a comparibly low variance of 1,29. To this point
question 5 was rejected the most on average out of all questions of this cluster.
6. Questions 6 and 7 can again be seen as control questions as they tried to examine if players
care about the skins other people are using and if it influences the formation of an opinion
about those players. When asked if skins can have a positive influence on their perception of
a certain player, the answers were highly distinc with a variance of 2,03 which is the highest
score for this cluster. Generally, 44% of players disagreed in one form or the other while 37,5%
agreed that it can have a positive influence. The median is neutral but the mean of 2,66 shows
that players generally tend to disagree that they like certain players based on their skins.

7. Question seven tested if skins in reverse of question 6 might not have a positive effect on
players but a negative one, comparable to Herzberg´s two-factor theory in which some factors
can have a neutral to negative influence and other factors can have a neutral to positive
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influence. It turns out that a skin is more likely to have a positive effect than a negative effect
on other players, as this question resulted in a mode and median of 1 and a mean of exactly
2. In total 53,7% of participants completely disagreed with question 7. Although the variance
of 1,65 shows that a portion of players have a different opinion, the results indicate a quite
unanimous rejection that skins have a negative influence when perceived by other players.
Cluster Analysis for External Influences
As was mentioned before, for the cluster analysis, question 5 will be reversed as it inherently
asks for independent decision making whereas all other questions try to examine the external
influences
on
players
and
thus
produces
converse
results.
If the whole cluster is taken into consideration, the mean of mean is 2,28 an thus explicitly
shows that generally external influences are not influencing the participants of the survey,
although the average variance of 1,5 shows that there are some deviations to this general
trend. Cronbach´s Alpha is with 0,66 again at the lowest end of being acceptable which shows
that the correlation of the items in question is given to at least some degree. Again, it remains
unclear to what degree the social desirability bias might have influenced the results. It seems
unlikely that players are not influenced by their surroundings when it comes to making
purchasing decisions, especially because playing online consists mainly of playing in different
teams and communities. These questions will be revisited in the qualitative part, as the survey
shows very no indication that external influences play a role in the decision-making process of
gamers with few exemptions.

Feelings of Immersion
The cluster of feelings of immersion was designed to examine the influence of the following
factors on players purchasing decisions: Commitment, enjoyment in participation in virtual
worlds and the emotional attachment to an avatar.

1. Playing a game for a long time seems to be a very important factors that needs to be fulfilled
for players to buy a skin. Completely agree was picked by 55,3% of participants which is also
represented in the mode and median of 5. The mean is 4,36 with a very low variance of 0,78
which means that players generally were unambigous about this question.
2. The second and third question tried to examine the factor of enjoyment not only in playing
but also in participating in virtual worlds. If participation automatically implies playing with other
people is not further elaborated in the original source but was assumed in regard to this thesis.
Although it remains unclear if this was implied or not, it can be said that playing with people
players know (offline or online) does have a positive impact on purchasing decisions. Mode
and median are both situated in partly agree which was picked by 29,9% of people followed
by completely agree which was picked by 25,9%. The mean of 3,44 and the high variance of
1,84 indicate that a portion of participants had differing thoughts about this, as 15,3% replied
with completely disagree. The results suggest that knowing people has a very positive effect
on purchasing decisions but isn´t an indispensable presupposition.
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3. Enjoyment in playing the game is by far the most favoured factor in the immersion cluster.
Median and mode again are 5 with 71,7% of participants choosing completely agree as
answer. The mean of 4,62 with the extremely low variance of only 0,54 show that enjoying the
game is an incredibly important factor that influences the purchasing decision of nearly all
players. Interestingly, the total score (a mean of 4,62 vs a mean of 4,75) for this question is
slightly lower and the variance (0,54 vs 0,38) slightly higher than the results for question 4 of
the self-expression cluster. Theoretically, this would mean that looking cool is more important
to
more
players
than
enjoying
the
game,
albeit
only
slightly.
4. The emotional attachment to the avatar also has a positive influence on players purchasing
decisions. The mode and mean both lie at 4, as partly agree was chosen by 41% of
participants. The results are nearly completely similar to question 2, with the mean being 3,44
and the variance being a relatively high 1,83. The evidence again suggests that feeling
emotionally attached to the character has a positive influence but is not a necessity to all
gamers.
Cluster Analysis for Feelings of Immersion
Theoretically, feeling immersed in a game is generally a particularly important influence on
gamers. The mean of means has a value of 3,97 with a relatively low variance of 1.25. In this
survey it has the biggest positive influence on gamers purchasing decisions out of all clusters.
But Cronbach´s Alpha has a value of only 0,45, which means that the internal scale reliability
is not acceptable as the questions seemingly measure different concepts. Question 4 has the
biggest negative influence on the Alpha value, which increases to 0,5 when question 4 is
removed, which is not unacceptable anymore but still very bad, as the value of Cronbach´s
Alpha should at the very least be around 0,65 like mentioned previously 346. Regarding this
thesis, the clusters themselves only served a subordinate function, as the purpose of the
questionnaire was not primarily to test the validity of those clusters but to examine the
underlying factors individually. Nevertheless, the small Alpha value does cast a very poor light
on the results of this cluster.

Individual Factors
The cluster of individual factors was designed to examine the influence of the following factors
on players purchasing decisions: Personal resources, impulse buying, satisfaction (in buying),
replacement for going out, lack of self-torment.

346
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1. Question 1 and 2 were aimed towards examining the satisfaction in buying. As the mode
and median are 4, it can be said that generally buying a skin makes players feel good most of
the time. This is underpinned by the mean of 3,8. The variance of 1 shows that players were
quite
unambigous
about
this
factor.
2. Question 2 is a reversed control question for the first question. The results of question 2
support the findings of the previous question, as the majority of players disagree with the fact
that buying a skin makes them feel bad. The most common answer with 42,9% was completely
disagree and the mean and median being 2. The variance of 1,18 again shows that most
players felt that buying a skin did not have a negative impact on their wellbeing.

3. Question 3 tried to examine if players are likely to buy skins out of an impulse. The mode
and median of 4 indicate that players are not likely to buy a skin without thinking about it for a
long time. The median of 3,39 indicates a tendency towards the neutral side and the variance
of 1,72 shows that at least some players do buy out of an impulse. But it must be alluded that
the question asked players if they usually think about it for a long time. However, there is of
course a midway between thinking for a long time and spontaneity. Thus, participants who
disagreed with this statement could also mean that they think about it for what they perceive
as a short while, without it automatically having to be an impulse purchase. This inaccuracy
could have been avoided by simply asking participants if they are susceptible to impulse
buying.
4. The results of question 4 indicate that buying skins is generally not seen as a replacement
for going out, as the mode and median are both 1, with 53,2% of participants picking completely
disagree as their answer, which is also represented by the very low mean of only 1,96. The
variance of 1,54 once again indicates though, that at least for some people skin buying a skin
is indeed partially seen as a replacement for going out.
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5. Question 5 tries to examine if shopping in real-life makes people feel bad and that shopping
for their character in turn makes them feel better and skin shopping is thus perceived as an
alternative for real-life shopping. Most players replied that they completely disagree with this
statement although the variance of 1,6 indicates that this might be different for a small
proportion of players. Summarized, 19,4% of players at least partly agreed that this is the case
for them. But the median of 2 and the mean of 2,18 clearly indicate that this is the exception in
most
cases.
6. Question 6 examines if personal resources are important to players and if buying skins is
only done when there is money leftover at that moment, which would indicate a low
prioritization. In general, 76,2% of participants replied that it´s at least partly important to have
money leftover when buying skins. Accordingly, the median is 4, the mean is basically identical
with 3,98 and the most common answer was completely agree. The variance of 1,2 shows a
moderately high concentration of answers around a positive association with this statement.
Cluster Analysis for Individual Factors
It must be pointed out that this cluster combined factors that are heavily related to the individual
circumstances of individuals, like self-perception, the financial situation or the individual
shopping behavior. Therefor an analysis of the whole cluster wouldn´t result in worthwhile
results. As an example, Cronbach´s Alpha value of 0,29 indicates that the questions generated
answers for different constructs, which was the exact the purpose of this cluster. Accordingly,
calculating an average mean of variance also couldn´t can´t be interpreted in a way that is
beneficial for the general purpose of knowledge gain.

Economic Rationale
The cluster of economic rationale was designed to examine the influence of the following
factors on players purchasing decisions: Perceived profit-making opportunities, stock-market
gaming. Most games don´t offer the option to sell skins through official channels, which is why
the questions included a subjunctive.

1. When participants were asked if they (would) like the option to sell skins through an official
marketplace, answers mainly favoured this option. The most common answer was completely
agree with 41,5%, the median is partly agree with 4. The mean of 3,71 also indicates a positive
association with a slight tendency towads neutral. The variance of 1,98 is high which shows
that participants had differing opinion about bein able to sell their skins on a marketplace.
2. In quesiton 1 it was not specified if the marketplace works with a currency that can be earned
in game or if real money is needed but only if the option to sell skins would be interesting to
the gamers. Based on this, the second question specifically asked if players would like it if they
could make real money by selling skins. The results of this question are interesting as the votes
are cast quite equally spread throughout the different options. This is also emphasized by the
extremely high variablity of 2,15. The most common answer with 22,8% is completely agree
but the second most common answer was completely disagree with 22,5%, which again shows
how strongly divergent the opinion of the participants were. Expectedly, the median is 3 and
the mean 3,08. The neutral answer was chosen by 20,9% of people but judging by the
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distribution of votes it would be wrong to say that players in general had a neutral opinion about
this question, but rather that there was no distinct perceptible tendency towards agreeing or
disagreeing perceptible through this statement. To be precise, there was very slight tendency
towards a positive association, as the mean was bigger than 3.

3. Unlike the previous questions, participants could only say yes, no or don´t know with
question 3. The aim of this question was to figure out if gamers see a risk that players focus
too much on the financial aspects rather than playing the game if there is the option to make
money by selling skins. 46,03% of players thought that there was indeed a risk, whereas
35,71% said they don´t see this risk and 18,25% people said they don’t know. These results
are especially interesting when compared to the results of the previous question. A slight
majority of people favoured the option to make money, but with this question the majority of
participants voted that they also see a risk in stock-market gaming. The only way this shift in
opinion can be explained is that the people who see a risk in stock-market gaming don´t really
care about what other players do in the game and that they mostly don´t see that risk being
prevalent for themselves.
Cluster-Analysis for Economic Rational
As was stated before, a cluster-analysis can only be conducted if there are at least 4 Likerttype items that form a Liker-scale together. As there are only two Liker-type questions in this
cluster, no cluster-analysis can be conducted. In the finalized questionnaire, five additional
questions were asked to participants, as the pilot tests revealed that the players had the urge
to give their opinion on price related questions. These questions are not relevant regarding this
thesis, while nevertheless producing interesting results

Question 1: I only buy skins if they are cheap
This question asked participants if they only buy skins if they are cheap. The mode and median
have a neutral value of 3, but the mean of 2,8 indicates a slight tendency towards disagreeing
with this statement. The variance of 1,55 shows that the opinions of participants differed a bit.
Question 2: I prefer cheap skins over expensive skins
This question can be seen as a follow up question of the previous one that asked if players
maybe buy expensive skins too but do prefer cheaper ones. The results mirror the results of
the previous question, as the mode and median were again situated in the neutral area. The
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mean of 2,97 still indicated a very small tendency towards disagreeing with the statement and
the variance of 1,42 is again quite similar to the previous question.

Question 3: A discount has a big influence on my purchasing behavior
The results of question 6 show that a discount has a big positive influence on players
purchasing decisions. The mode and median are partly agreeing. The mean of 3,84 shows a
slight tendency towards the neutral side. It can be assumed that asking if a discount had a
positive impact on the purchasing behavior rather than a big positive influence the results
would have shifted even more towards agreement. The variance of 1,35 is moderate and
shows that most people had the same opinion about this question. It is interesting that 6,3%
of participants said that a discount had no influence on them at all, as they answered with
completely disagree.
Question 4: The exact definition of what a high price is and what defines a high-quality skin
need further elaboration and are highly subjective. The mean and mode of 4 do show that the
participants are willing to pay what they perceive as a lot of money for their definition of a highquality skin. The mean of 3,59 shows a rather heavy tendency towards neutrality though. But
summarized it can be said that players that have paid money for a skin before are not very
price-sensitive when it comes to their decision-making process.
Question 5: What was the highest price you paid for skin?
The analysis of this question poses several issues as several different currencies were used,
including virtual currencies. Since the value of those virtual currencies can change, some
players noted that they themselves don't know the exact value in euro or dollar anymore.
Additionally, a range of values also had no currency stated which makes it impossible to use.
The highest price seems to have been 5,000$ although it is not further elaborated if this was
for a single skin or cumulated spending, or the type of skin bought.
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D1. Questionnaire 2
Social Hierarchies and Interaction
1.
2.
3.
4.
5.
6.
7.
8.
9.

I buy skins if I want other people to see / notice me
Skins that attract attention are more interesting
When I buy a skin, a part of me likes to show off in front of others
When I buy a skin, a part of me hopes other people are impressed by my outfit
I like to get positive reactions by others for the (creative) choices I made
If I like the skin / creative choices of other players I give them positive feedback
I buy skins so other players are more likely to recognize me
A high price makes skins more prestigious
Skins that must be earned through achievements are more prestigious than skins you
can buy
10. Skins from the early game stages like season 1 or the beta phase are prestigious
11. Skins were more important to me when I only had a limited amount of skins
12. I want other people to be jealous of my skins
13. I like skins that are related to my culture

Self-Expression and Ideals
14. I use skins to represent my ideas of how a character / object should ideally look
15. I see myself in the characters I play
16. I use characters to display my ideal self
17. I use characters to show a different side of me
18. I use characters to explore who I can become
19. I like to play characters I find attractive
20. I like to buy skins that I find sexy
21. I like to flirt with other players in a game
22. I like to roleplay with my character (Make it look like somebody I like / find cool)
23. I like to use skins that have a comedic factor

Feelings of Immersion
24. I think skins must be authentic / fit into the gaming-world
25. Certain skins can also have negative impacts on the gaming-experience
26. The artwork of a skin plays a big role in my decision-making process
27. If I have struggles in real-life, the gaming world becomes more important to me
28. Becoming more immersed in a game is possible through certain skins
29. Lore and Story-Design influence my willingness to purchase skins
30. I feel emotionally attached to my characters
31. The more emotionally attached I feel to my character, the more likely I am to buy skins

Extrinsic Influences
32. Real-life friends I play with have an influence on my purchasing decisions
33. Online friends I play with have an influence on my purchase decisions
34. The more I value my online community, the more likely I am to buy skins
35. Having the same / similar skins to your teammates is positive
36. The reputation of Riot / ArenaNET influences my purchasing decisions
37. I sometimes buy skins to show my support to Riot / ArenaNET
38. If I don´t like a gaming company I am less likely to buy skins

Individual Factors
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39. Being financially stable is a must when buying skins
40. Feelings of nostalgia influence my purchasing decisions
41. I like to have a complete set of skins for a character / game

Economic Rationale
42. I would like to have the option to trade skins between players
43. I would prefer if the skin-trade was done on exchange basis
44. I would prefer if the skin trade was done with real money
45. I think implementing a skin marketplace can have negative effects on the game

Skin-Centered Factors
46. Aesthetics is an important factor when buying a skin
47. Looking cool is an important factor when buying a skin
48. Having a skin can enrich the gameplay experience
49. I am willing to spend more money if the skin has cool additional features (Sounds, attack
designs etc.)
50. A skin collaboration with a brand I know would be cool (Guild Wars 2) // The Louis Vuitton
skin collaboration was cool (League of Legends)

Game Centered Factors
51. When I buy a skin, I make my decisions quickly
52. A higher level of player interaction has a positive influence on my willingness to buy skins
53. A higher level of character customizability has a positive influence on my willingness to buy
skins
54. I only buy skins if I expect to play the game for a long time in the future
55. Games don´t need to be free for me to buy skins
56. I am less likely to buy skins if they use a subscription fee
57. If NPCs would react to skins, I would be more likely to buy them for offline games
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E1. Data for Quantitative Survey 2
E1.1. Direct Comparison of general survey results:
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E.1.2 Comparison of effect of Gender in League of Legends Survey
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E1.3. Comparison of effect of Gender in Guild Wars 2 Survey
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E.1.4. Comparison of the Influence of Age on the League of Legends Survey
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E.1.5. Comparison of the Influence of Age on the Guild Wars 2 Survey
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