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Abstract
Free-to-play games are a rather new phenomenon on the world of video games.
However they have proved to be immensely popular among many gamers. In this study
the purpose was to find out more about the business model of free-to-play games and
their content, both free and monetized. To help us study these games a closer look at a
few games that offered the player free access to the game was taken.
The other purpose of this study was to examine the behaviour and motivations of the
gamers themselves. By conducting both a survey and researching previous studies on
the gamer's behaviour it was found out that gamers value both functional and visual
improvements on the game that they were offering for charge. It was also discovered
that players aim to enhance their immersion and enjoyment of the game-play by
consuming paid in-game content.
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1.

Introduction

The purpose of this study is to examine free-to-play (F2P) business model and find out
what kind of content they offer for the player base. Most free-to-play games offer some
kind of paid content, whether it is visual enhancements, enhancement of in-game stats
and attributes or premium time used to speed up game progression. Further study was
put on how individual players feel about having to pay for in-game content and what
kind of purchase behaviour they exhibited and how did they felt about these payments,
and how did they affect their gaming experience.
As a relatively new concept in gaming, F2P games offer an interesting object in
studying the gamer's behaviour, not just as a player of the game, but also as a consumer.
By not paying for the game to gain access to it the players are in a unique position to
choose for themselves how they want to spend their money and if the game is worth
paying for. To better understand the games itself and gamer's behaviour and motivation
the following research questions were constructed:
•

What kind of paid content do free-to-play games offer?

•

What motivates players to purchase in-game content on freemium and free-toplay games?

•

How do gamers perceive the value of paid in-game content.

The study conducted in this thesis was done by way of empirical research, utilising both
quantitative and qualitative research (Lewis & Richie, 2003). By using existing data
collected from several studies and journals made on the subject, a qualitative research
method was used. Many of the studies did however gather a large amount of
quantitative data. Further, a quantitative survey was made by way of a onlinequestionnaire directed towards active players of F2P games. For the purpose of this
study, three different types of F2P, or freemium games were used as examples to
provide further in-depth data. The questionnaire was directed towards active core
players of these particular three games.
The structure of the study is as follows. First a background introduction on the theory of
the study is provided. Then examination of the nature of F2P games and their in-game
content is provided. Then three examples of different type of F2P games are provided
for the use of the study. A closer look will be placed on the content of these games and
their perspective game-play in order to better understand the effects of paying for the
offered content. After providing with the background information on the study a more
comprehensive presentation of the research methods is presented. Then the
implementation and analysis of the study is provided with the gathered empirical data.
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2.

Background

The following chapters we will examine the nature of free-to-play business model and
study what kind of material can be purchased in F2P games by using real life currency.
Then further a look will be taken at the three examples of free-to-play, or freemium
games used.

2.1 Free-to-play model
Free-to-play business model is a game business model where the player has access to
the core of the game free-of-charge (Park & Lee, 2011). Compared to other game
business models it is a relatively new one. ”Contemporary F2P video games appeared in
the late 1990s and early 2000s when popular Asian MMO games such as Neopets
(JumpStart, 1999) and MapleStory (Nexon, 2003) used the F2P model to gain revenue
by selling virtual goods“ (Alha, Koskinen, Paavilainen, Hamari, Kinnunen, 2014, p.2).
The main business goal for the F2P games is to attract a great number players and then
offer them incentives to purchase the in-game items. Further help is provided by the fact
that getting in the game requires no investment other than to reserve the users internet
bandwidth so that they can download and play the game. This is very helpful in
attracting new prospective customers for the game as getting in the game is very easy
and does not require any monetary investment.
The challenge for online games is to maintain their player base (Debeauvais, Nardi,
Schiano, Ducheneaut, & Yee, 2011) and in case of F2P games, to try and make the
players use their money to make the in-game purchases (Daneva, M. 2014). However
only a very low number of the actual players of the game spend money on the game. On
the massively multiplayer online game (MMOG) Puzzle Pirates (Three Rings Design,
2003) only 5 to 10 percent of players were actually spending money on the game, the
average player spending from 10 USD to 50 USD a month. In comparison, a monthly
subscription based massively multiplayer online role-playing game (MMORP) World of
Warcraft (Blizzard, 2004) charges the player from 13.99 USD up to 16.99 USD per
month depending on how long of a subscription the player chooses to purchase
(Blizzard Entertainment, 2016).
Online games using the F2P models have been able to invade considerable portion if the
online gaming market. In Taiwan two of the three most popular online based games of
the year 2006 were F2P games and a year later the number had increased to 9 out of 12
(Lin & Sun, 2007; Lin & Sun, 2011). While F2P games are especially popular in Asian
countries like Japan, Korea and Taiwan, they have managed to increase their popularity
world wide (Park & Lee, 2011). The popularity of F2P games and the difficulty for
subscription based games to maintain a healthy player-base (Debeauvais, Nardi,
Schiano, Ducheneaut, & Yee, 2011) has prompted games that had previously required a
monthly fee, to change their business model. A subscription based game that does not
attract enough players is unlikely to do so in the future where as a F2P game is more
likely to gather more players. Eventually, if they are properly immersed by the gameplay they are also more likely to pay for the game (Nojima, 2007). Such an example can
bee seen in one of the later F2P game examples.
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F2P games have proved to be very popular among most gamers however some hardcore
and core gamers have demonstrated opposition towards the growing market of these
games. ”It was noted that the gamers are afraid that the “real” games will suffer or
disappear because of the ever-growing F2P trend” (Alha, Koskinen, Paavilainen,
Hamari, Kinnunen, 2014, p.5). During the early stages of F2P games many of the games
had a very aggressive strategies to attract players to spend money in the game, while
offering very little in return, which led to some gamers having a very negative view on
F2P games in general (Alha, Koskinen, Paavilainen, Hamari, Kinnunen, 2014).
However, the popularity of many current generation of F2P games suggest that most
players of these games are content with the business model and its implications on
game-play. The online F2P game League of Legends (Riot Games, 2009) has managed
to attract more then 27 million players online during a single day (Farokhmanesh,
2014). This is more than any other game in the history of online gaming.

2.2 In-game purchases
As has been previously mentioned, F2P games base their main revenue accumulation
through players purchasing paid content. This method of gathering revenue has proved
extremely successive. In 2012 sales of virtual content purchased in-game generated up
to 14.8 billion USD worldwide (Marchand & Hennig-Thurau, 2013). These in-game
payments are often called micro-transactions (Oh & Ryu, 2007). As was previously
discussed, during the early stages of freemium and F2P games, many games were very
aggressive in trying to enforce these micro-transactions. This is was especially true for
many mobile platform F2P games. Still to this day some mobile games are rendered
nearly unplayable unless the player commits to paying these micro-transactions. This
way of blocking or limiting game-play with micro-transactions is called pay-walling. A
good example of over use of paywalls is the mobile re-make game Dungeon Keeper
Mobile (Mythic Entertainment, 2013) (Rose, 2014). The abuse of paywalls within
Dungeon Keeper Mobile was so blatant that the Advertising Standards Authority of the
United Kingdom ruled that the game had misled its customers by marketing the game as
F2P and had to cease it's marketing campaign immediately(Rose, 2014).
Some games may solely rely on micro-transactions to gain their revenue, however
utilising both micro-transactions and a premium subscription model has proved to be
more successful (Mäntymäki & Salo, 2015). The benefits of purchasing premium time
often include boosts in the amount of experience the player's avatar receives, larger
variety of options to customise the avatars and increased amount of in-game currency
the player receives from doing tasks and quests. Just as in purchasing powerful items
with real life currency, buying premium time has the potential to increase the player's
efficiency and power within the virtual reality. Some paid items within the games do not
however off any benefits for the player. According to Lin and Sun (2007):
Purchasable items can be divided into two categories: (a) functional props that
increase the offensive or defensive power of a character or its pet (e.g., increase
the speed of character vehicles, double or triple the speed of experience
accumulation, repair weapons, or help retain experience value upon a character’s
death); or (b) decorative props for altering the appearances of characters or their
pets or enhancing social or communication tools (e.g., public-channel
broadcasting) (p. 335).
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2.3 Examples of three free-to-play games
In the following chapters will will take a further look at three different F2P or freemium
games and identify what kind of content the player can purchase with real money and at
what cost. The examples used in this study were chosen because they all offer different
kind of material for the consumer to purchase in-game.

2.3.1 Hearthstone: Heroes of Warcraft
Hearthstone (Blizzard Entertainment, 2014) is a F2P card game. In the game players can
engage each other or a computer artificial intelligence (AI) in order to increase their
card collection and gather more powerful cards. By gathering more powerful cards
players can create more powerful card decks that they can then use against their
opponents. The game supports micro-transactions by offering the players different types
of booster packs. The game also offers three in-game expansions, each containing a
number of unique cards that the player can earn by defeating the expansions' AI bosses.
Players can further buy three unique heroes that they can use to replace the original
ones. These heroes offer purely visual changes. The game contains four type of cards,
common, rare, epic and legendary. These cards tend to be more powerful the rarer they
are, however many common and rare cards can be very powerful when paired with
other useful cards in a deck. More emphasize is based on creating decks that work well
together than amassing many valuable cards.

Figure 1. Screen caption of the Hearthstone: Heroes of Warcraft in-game store.

To start the game, the players have to first defeat simple AI training bosses. After
defeating these bosses the players are tasked to create their first decks. Defeating further
AI bosses player can unlock all of the six in-game heroes, each having their own unique
class specific cards. By playing these heroes players can unlock more basic cards for the
specific heroes. Playing against other players also rewards the player with experience.
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Players can also buy booster packs by paying 100 pieces of gold. The gold represents
the in-game currency. Earning gold can be done three ways. Winning three games with
a single hero gives you 10 pieces of gold and a maximum of 100 golds per day. By
earning certain game achievements gives player a certain amount of gold. The player
can also complete daily quests that reward the player with gold. A daily quest can also
involve spectating one of your in-game friends. This quest rewards the players directly
with a classic booster packs if the friends are successful in defeating their foes. Another
way to directly win a classic booster packs is to take part in arena match or tavern
brawl. Player can purchase entrance to the arena with either real life money or by
paying 150 gold. Getting access to the arena costs 1.79 EUR if the player does not have
the gold. Winning in the arena rewards the player with booster packs and other possible
rewards, depending on how many games the player is able to win. In tavern brawl mode
the player is pitted against other players with weekly changing rule sets. Winning your
first weekly tavern brawl awards you with a classic booster pack.
The other main way to gain new cards is by using arcane dust. You can get arcane dust
by disenchanting, or destroying, your cards. Cards of different rarity offer and cost,
different amounts of arcane dust. By using in game gold and arcane dust the player is
able to collect cards in the game except for the expansion pack cards so other special
cards. Player cannot buy arcane dust, but it is one of the possible rewards in arena
mode.
Following are the purchasable in game content and their real life costs gathered from the
in-game store (Blizzard Entertainment, 2016).
•

Curse of Naxxramas expansion pack with 30 unique cards: 21.99 EUR.

•

Blackrock Mountain expansion with 31 unique cards: 21.99 EUR.

•

League of Explorers expansion with 45 unique cards: 17.99 EUR.

•

Grand Tournament booster pack: 1 for 100 gold, 2 for 2.69 EUR, 7 for 8.99
EUR, 15 for 17.99 EUR, 40 for 44.99 EUR and 60 for 62.99 EUR.

•

Classic booster pack: 1 for 100 gold, 2 for 2.69 EUR, 7 for 8.99 EUR, 15 for
17.99 EUR, 40 for 44.99 EUR and 60 for 62.99 EUR.

•

Goblins vs Gnomes booster pack: 1 for 100 gold, 2 for 2.69 EUR, 7 for 8.99
EUR, 15 for 17.99 EUR, 40 for 44.99 EUR and 60 for 62.99 EUR.

•

Magni Bronzebeard, unique hero for 8.99 EUR.

•

Alleria Windrunner, unique hero for 8.99 EUR.

•

Medvich, unique hero for 8.99 EUR.

2.3.2 Armored Warfare
Armored Warfare (Obsidian Entertainment, beta 2015) is a F2P MMOG where players
play against each other and AI enemies in various armoured fighting vehicles. The game
follows a very similar design elements to other similar tank based MMOG's such as
World of Tanks (Wargaming.ru 2010). The game is still in open beta phase but does
accept real life money for in-game purchases.
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In Armored Warfare player can use money in two simple ways, by purchasing in-game
gold or by using the game's online game store to buy booster packs that offer premium
time, experience boost and free in-game currency and experience. Previously players
could also purchase packs that offered the player direct access to the games alpha stages
and free premium content including unique tanks, tank commanders and game currency.
The player can use the gold to buy premium time, premium tanks, camouflages and
skins . Players can also exchange the gold for free experience and currency.

Figure 2. Screen caption of the Armored Warfare online game store.

By purchasing premium time, the player can earn 50 percent more experience, and
credits. Purchasing premium time ranges from 200 gold pieces for one day to 22,000
gold pieces for a full year of premium time. By purchasing a boost the player can
increase the credit income by certain percentage per battle.
The object of the game is to play in single player or multiplayer games and gain
experience so that the player can advance down so called tech trees. A tech tree often
represents one nation's or a specific tank design's development during it's life cycle. By
getting more experience the player can buy and play newer and more advanced variants
of the tanks. The tank trees are divided into six tiers with two more tiers of tanks that
can be unlocked with any of the previous tanks. The trees offer various types of
armoured fighting vehicles such as main battle tanks and self propelled artillery. The
trees are further divided into two dealers. Each of the dealers offer vehicles with similar
game-play characteristics. Advancing in the tech tree also makes the tanks more
expensive, in both credits and in experience. This is the main motivator for the gamers
to purchase premium time. Playing with free account can be challenging as the player
has to earn enough credits to be able to save for the next tank but also pay for the
expenses of the current tanks they are playing. During the current beta phase the
developers have made changes to the in-game credit and experience economy to make
free playing of the game more viable. (Rowe, 2015).
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The following list contains the cost of buying in-game gold and other content (Obsidian
Entertainment, 2016).
•

1,100 gold for 4.99 EUR, 1,650 gold for 6.99 EUR, 2,750 gold for 11.29 EUR,
5,500 gold for 21.99 EUR, 16,500 gold for 62.49 EUR, 27,500 gold for 99.99
EUR.

•

Collectors' edition pack: Operation Emperor, containing five exclusive and
premium tanks, 120 days of premium time, 6 million credits, 6,500 gold, a
custom achievement and a 25 percent booster for two weeks, for 64.99 EUR.

•

Collectors' edition packs: Operation Lightning and Typhoon both with one
exclusive tank, 60 days of premium, 3 million credits, 3,250 gold, a custom
achievement and a 25 percent booster for two weeks, for 34.99 EUR each.

•

Starter booster pack with two days of premium and 50 percent boost, 16,000
credits, free experience and a custom vehicle commander.

•

Regular booster packs with each containing a day of premium time and 50
percent boost: 2 days for 4.49 EUR, 7 days for 13.49 EUR and 28 days for 26.99
EUR.

2.3.3 Star Wars: The Old Republic
Star Wards: The Old Republic was once a subscription based MMORPG, but was
forced to adopt a freemium based game mode (Corriea, 2012) after failing to attract and
maintain enough players to satisfy the developers (Goldfarb, 2012). By adopting a
freemium business mode the developers offer players free access to the eight basic story
modes and a limited number of characters per server. By buying a subscription players
have access to more in-game content, such as unlimited access to player-versus-player
matches, discounts on in-game purchases and increased number of character slots.
Subscribers can also get discounts on the game's expansions and get free content as a
bonus from the developers. Normally, purchasing expansions behaves like any other
buy-to-play or subscription based game.
Besides the subscription plan, the game also includes a in-game store called the Cartel
Market where players can use so-called cartel coins to purchase content. These coins
can be purchased in the game's online game store with real money. With cartel coins
layers can purchase different mounts, outfits, equipment, pets, booster items, visual
upgrades to various aspects of the game and much more. In some cases cartel coins can
be used in lieu of the regular in-game currency.
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Figure 3. Screen caption of the Star Wars: The Old Republic in-game Cartel Market.

The game's goal is to offer the player a MMORPG game-play experience with the usual
player-to-player interaction, questing and raiding while still being able to include unique
and immersive story lines for each of the eight character classes. The game includes two
factions, the Sith Empire and the Galactic Republic. Both of these factions have four
classes that are unique but mirror the other faction's corresponding character in terms of
game-play. The players can also indulge in group matches, star ship fights and social
events. The players are even offered individual houses, or strongholds, within the game
itself. Owning a subscription is beneficial to most of these content, as the game restricts
the users access to many features.
In the Star Wars: The Old Republic online game store players can purchase
(BioWare/Electronic Arts, 2016):
•

60 day one time non-recurring subscription for 26.99 EUR.

•

Recurring subscriptions: 30 days for 12.99 EUR per month, 90 days for 11.99
EUR per month, 180 days for 10.99 EUR per month.

•

450 Cartel Coins for 4 EUR, 1,050 Cartel Coins for 8 EUR, 2,400 Cartel Coins
for 17 EUR and 5,500 Cartel Coins for 35 EUR.

•

A digital Upgrade pack for 1.99 EUR containing one mount and other various
content.

•

The Shadow of Revan expansion for 17 EUR.

An expansion called Knights of the Fallen Empire is offered free for all subscribers.
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3.

Research methods

To find answers to the research questions several studies that were conducted to better
understand the behaviour of consumers of video games were reviewed. Several of these
studies concentrated on consumer satisfaction and motivation. A qualitative study was
made to better understand the collective findings of these studies. Therefore no
hypothesis was used for the qualitative part of the study.
A further player survey was also conducted to test their results of the previous study. An
online-questionnaire was posted on reddit's (reddit.com) online forums seeking players
of the three perspective video games that were used earlier as examples. The players
were asked four simple questions to better help understand their consumer behaviour
concerning F2P games. The questions were as follows:
•

What have you paid for in F2P games?

•

How do you feel about your purchases/purchase behaviour?

•

Do you think the game is worth the money you have spent?

•

What do you feel about the value of the in-game content?

•

Which of the three video games they had played?

From the survey 13 valid answers were gathered. Some players had experience with
more than one of the games used as examples while others offered insight on games that
were not part of this study.
Because the questionnaire was limited to a few questions and limited space where to
answer them. And because there was no physical contact with the precipitants, it was
decided to conduct this part of the study as a quantitative research.
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4.

Data and Analysis

In the following chapter the data that was collected for this study is presented. First the
research data is presented followed by the data gathered from the survey. Then the
analysis of the collected data is presented with the implications to the constructed
research questions.

4.1 Research
The first research question was already largely answered in chapters 2.2 and 2.3. But to
further understand what motivates players to spend money on F2P games further study
was conducted. Kim, Chan and Kankanhalli (2012) found that a large part of motivation
to purchase digital items in virtual worlds, such as Habbo or Cyworld, was to improve
social presentation of the player's avatar. Even though such social virtual worlds (SVW)
are not technical considered F2P games, they offer very similar content that the player
can purchase. In all the examples that were presented the player could customize their
avatars and characters with visual models and upgrades.
The theory of the importance of social presentation was further proved in the study
conducted by Yuewei, Lee and Lee (2015). Their study was directly targeted towards
the fee-to-play gamers of China. In their study they found that expectation of further
progress in the game was a motivator to purchase more content. The benefits of being
able to play the game for free was also seen as eventually leading to the player paying
for the game. Players were also found to be more likely to pay for the game if they
experienced certain amount of challenge during the game-play. The final motivator for
players to spend money on the game was the interaction with other players within the
virtual reality. Seeing other players and their characters was seen as motivating the
player to improve their own character and experience.
Juho Hamari studied the perceived intention to purchase in-game items and it's
correlation to perceived enjoyment of the game (2015). He found that, “(1) enjoyment
of the game reduces the willingness to buy virtual goods and (2) attitude toward virtual
goods and the beliefs about peers’ attitudes strongly increase the willingness to purchase
virtual goods “ (p. 306). He further stated that players who already enjoy the game have
little need to buy in-game content to further increase their enjoyment where as players
who were less than satisfied with the game were more than likely to try and increase
their enjoyment by buying in-game content. Another motivation to buy content was not
just the lack of enjoyment but rather the frustration that the players felt when the game
restricted their game-play. Hamari does however note that, “people who report higher
enjoyment, could already have purchased enough virtual goods and would therefore be
less willing to purchase more virtual goods in the future” (p. 306). He also noted that
developers would sometimes aim to lessen the satisfaction of the gamers in order to
increase the consumption of in-game items.
Hanner and Zarnekov (2015) also studied the purchasing behaviour of players of F2P
games. They found that players who played the game sooner to the initial download and
installation of the game were more likely to migrate into paying players. They also
found that the more payments the players made in-game the more likely they were to do
so in the future. Further more, the bigger purchases the players made the more likely
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they were to continue making more purchases. Finally they discovered that the when
players purchased smaller content packets they were more likely to buy bigger ones in
the future. Players were most likely to buy the smallest packets first and then migrate to
the bigger ones. The most largest packets seemed to remain unpopular even after several
purchases.
Altough not a F2P game, World of Warcraft also offers an example on the purchase
behaviour of players within the game. However it is important to note that World of
Warcraft does not allow the players to use real life money to make these purchases so
the significance of the following study is only to show the correlation between the
behaviour of using virtual money in a game that is already charging the player for the
content and games such as F2P games where the players pay for individual items. IN
their study Guo and Barnes (2012) found, just as in F2P games, that advancement and
customisation were key motivators for in-game purchases. Another motivator, although
at a lesser effect, was the perceived enjoyment that would result from the purchase.
Another two very strong motivators were the perceived value of purchases and the
improvement of the player's social status within the game. They also found that players
with higher level characters were more likely to spend currency on purchases. Finally,
correlation with previous use of currency for similar items was found to have effect on
the players further purchases.
Further research was then placed on the perceived value of individual in-game
purchases. Park and Lee (2011) found that players value the most the enjoyment of the
game and are more likely to purchase items that improve this aspect of the game.
Secondly they found that players value items that improve the characters power and
attributes. They also found that older players valued power and attribute improving
items more where as younger players placed more value on visual improvements.

4.2 Survey
In the following tables the data gathered from the online survey is presented. Each
survey was presented on the perspective games sub forum in order to gather more
participants for the survey. Some answers had to be cut from the study as their answers
did not offer any usable information. Some participants decided to answer the survey
directly through reddit. To formalize the answers into an uniform form the answers
were reformatted in a way to still preserve the participant's original answers. Though the
sample of the survey was rather small, it was thought that it was still important to
include opinions and examples of core players of the games that were exemplified in
this study. To make the answers more readable they were written up in a table form, so
that the individual answers can better be compared to each other. The answerer number
in each table is retained for the next one. All of the participants decided to remain
anonymous while some did decide to include their reddit name-tag.
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Table 1.

Question number 1. What have you paid for in F2P games?

Answerer Answer:
number:
1.

Did not specify the content but admitted in paying for over 300 EUR over several years.

2.

Access to locket content and premium membership.

3.

Premium subscription.

4.

Did not specify the content but admitted in paying for over 1000 EUR.

5.

Expansions and booster packs.

6.

Played games only for free.

7.

Had payed for over 300 EUR worth of content.

8.

Free player.

9.

Premium membership, in-game currency and cosmetic items.

10.

Premium membership.

11.

Premium membership and premium items.

12.

Premium items.

13.

Character enhancements and cosmetic items.

Table 2.

Question number 2. How do you feel about your purchases/purchase behaviour?

Answerer Answer:
number:
1

Admits that he sometimes feels as he spends too much on the games.

2

Feels positive about supporting the game with his subscription but tries to avoid cosmetic
items.

3

Is satisfied about his purchases and purchase behavior.

4

Is largely satisfied about his purchases although admits that sometimes he has bought items he
had later regretted.

5

Tries to limit his purchase to a few per year.

6

N/A.

7

Prefers to pay for one game instead of spending money on buying several new ones.

8

Would be willing to spend money if he ha some to spare.

9

Feels good about his purchases. He is careful to choose the item's he decides to purchase.

10

Is satisfied about the money he has spent.

11

Thinks the money he has spend on content has been worth it.

12

Is willing to support the games he likes by paying for content.

13

Is satisfied about his purchases and purchase behavior.
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Table 3.

Question number 3. Do you think the game is worth the money you have spent?

Answerer Answer:
number:
1

Yes in most occasions. Plays several of the examples.

2

Yes.

3

Yes.

4

Yes.

5

Yes.

6

N/A.

7

Yes.

8

N/A.

9

Yes.

10

Yes.

11

Yes.

12

Yes.

13

Feels the game has reduced in quality.

Table 4.

Question number 4. What do you feel about the value of the in-game content?

Answerer Answer:
number:
1

Value is right.

2

Does not think the cosmetic items are worth it. Subscription is worth it.

3

Finds the value to be more than worth it.

4

Thinks the content is overpriced.

5

Is satisfied but wants more content in the future.

6

Is satisfied.

7

Some items are overpriced.

8

The content is slightly overpriced.

9

Paying for content has too many advantages to ignore.

10

Believes that the game has more to offer and will be worth his spent money.

11

Thinks the game is better priced than other competitors.

12

Some items are overpriced.

13

Game is not worth the money. He feels there is lack of content.
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Table 5.

Question number 5. Which of the three video games have you played?

Answerer Answer:
number:
1

Hearthstone, Armored Warfare, Star Wars: The Old Republic.

2

Hearthstone, Star Wars: The Old Republic.

3

Star Wars: The Old Republic.

4

Armored Warfare.

5

Hearthstone.

6

Hearthstone.

7

Hearthstone, Star Wars: The Old Republic.

8

Armored Warfare.

9

Star Wars: The Old Republic.

10

Armored Warfare.

11

Armored Warfare.

12

Armored Warfare.

13

Star Wars: The Old Republic.

14

Star Wars: The Old Republic.

4.3 Analysis and findings
From the research data can gathered that the most usual content of F2P games in-game
content are premium subscriptions, premium items and in-game currencies (Alha,
Koskinen, Paavilainen, Hamari, Kinnunen, 2014), visual enhancements and items or
packs that offer the player boosts to in-game abilities, attributes or progression (Lin &
Sun 2007). The game examples that were gathered correlate these findings. In all of the
games the player could purchase visual items. Also all the games offered items that
boosted the players performance. Two out of the three games also offered premium
subscription and items. This offers an answer the first research question:
•

What kind of paid content do free-to-play games offer?

The motivation of players to purchase items was diverse. For most players the
improvement of their in-game characters and their performance in the game was a
strong motivator (Park & Lee 2011). Another motivator, though less important for
experienced and more mature gamers, was the improvement of the in-game characters
appearance ( Yuewei, Lee & Lee, 2015; Kim, Chan and Kankanhalli 2012; Park & Lee
2011). This was especially true for SVW games that emphasize more the social aspect
of the in-game world than actual game-play. It was also found that gamers who were
already satisfied with the game were less likely to make any further purchases in-game
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and that purchases were often made to increase the enjoyment of the game (Hamari
2015; Park & Lee 2011). Another motivators were previous purchase behaviour in the
game (Hanner and Zarnekov 2015; Yuewei, Lee and Lee, 2015). In the survey premium
content was found to be the most common denominator between the participants. This
was found to be a strong motivator in the research as well. Surprisingly cosmetic items
were found to be just as popular as character boosters. Finally it was found that gamers
had often spent several hundreds of Euros in the game which would correlate with the
findings of importance of previous purchase behaviour. These answers offered a
comprehensive insight to the second research question:
•

What motivates players to purchase in-game content on freemium and free-toplay games?

The further study was placed on the satisfaction of the players on the paid content of the
games and how did they perceive the value of the games and their in-game content. It
was found that most players value items that have either social benefits for the gameplay or functional benefits (Park & Lee, 2011). It was also found that gamers found the
simple aspect of being able to play the game to be an improvement on the perceived
value of the game itself (Yuewei, Lee & Lee, 2015). Some of the aswerers did not pay
for the games but those that did, were almost entirely satisfied in their purchases and
purchase behaviour. This lead to the assumption that players who do not value the game
enough will not eventually pay for it but rather migrate elsewhere. This was also found
to be true in the research (Lin & Sun, 2011). The survey also suggested that players do
not always thing the in-game content is priced correctly. This would suggest that
players do not buy items that they do not value highly compared to the in-game costs.
Overall players were quite satisfied with the value of the games. These were the
findings that offered insight to the final research question:
•

How do gamers perceive the value of paid in-game content.
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5.

Conclusion

In conclusion, it was found that players only buy the content that they personally value,
and that they want to achieve both enjoyment and advancement from their purchases.
Players are most often satisfied about their purchases and those that are not, will likely
not develop into long-term core gamers. Players were likely to spend large quantities of
money in their games to bot increase their satisfaction and to support the game's
developers. The games themselves tried to provide content that offered the player with
content that helped the player play the game and to succeed and content that could be
used to be distinguished from the other players. Also it was found that developers were
sometimes motivated to enforce restrictions in order to motivate purchases. A fact that
has some ethical implications for the F2P business model.
The study offered rather limited amount of examples in both games that were studied
and players that were surveyed. This was done because of the time and resource
constraints and the fact that this was intended to be only a bachelor’s thesis. For the
further study of this phenomenon more examples of F2P would need to be gathered
followed by interviews of the developers of these games. Also a more comprehensive
survey on the players would need to be conducted and in a more controlled
environment. The aim for this study was to offer some basic insight to the subject
matter: free-to-play games, the players and their motivations and the business model
itself.
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