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Abstract 

In 1992 was released the first MMORPG called Neverwinter Nights, then 

followed others, some stood above some fall into oblivion such an example can be World 

of Warcraft, the most popular MMORPG on the planet or Eve Online with its player 

based economy and forgotten names like The Chipped Dagger, or WonderLand Online. 

New genre opened new ways of monetization and generating revenue over a long 

period of time. Throughout history is seen as a trend to go from subscription to free-to-

play method, which attracts more people thanks to the removal of an initial paywall. 

These move force developers to find new ways how to generate money, and this comes 

through in-game shops, very popular loot boxes, pre-orders or season passes.  

Throughout the research is expected that the least favourite microtransaction 

methods will be loot box and the most likeable will be season pass. For the demography 

it is expected that people many people will not have any regular income and their age will 

be around 16 – 21 years and the majority of these players will be male. As for the main 

question is suggested that most of the people spend a small amount of money into 

microtransaction and the reason why they are spending money is divided into their 

preferences. As one of the most essential suggestion is that people would like to see these 

methods implemented to MMORPG. 
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1 Introduction 

In 21. century video game industry is becoming more prominent with each year 

greater value (Statista, 2020) . It is no longer industry for pure entertainment but non the 

less e-sport with professional players and teams. MMORPG will be discussed on first part 

followed by monetization and customer behaviour at the end will objectives and aims. 

1.1 Research Background 

1.1.1 Defining the MMORPG genre 

MMORPG genre is core part of this research and from this reason it is important 

to know what exactly MMORPG is and how will be used term MMORPG genre in this 

research. 

Massively multiplayer online role-playing games (MMORPG) can be categorized 

as a popular genre in the game industry. In reality this means, open wide world with own 

character which is set in some story. (Chandler & Munday, 2020) First, MMORPGs 

already existed in the 1990s. This genre is for many attractive for many reasons. For 

people who like table RPG, socializing, gaming can discover a virtual world and its 

environment. (MMOhuts, 2010. Kim, 2008) From developers’ point of view can be seen 

the MMORPG genre as a long-term income. Even popular genre like this on the market 

exist low per cent of successful games. (Achterbosch, Leigh, Pierce, and Simmons. 2008) 

On the market are many games which can be categorized as MMO but overtime 

these games created some common characteristic. One of these aspects is a virtual 

economy where people can trade in-game goods. These markets have various form from 

game-driven economy to real player-driven economy. One of these examples of a player 

economy can be Eve Online, where a player can influence the whole economy by his 

work. (Entertainment Close, 2019. Sullivan, 2015) 

Character customization to create a character. From a few pre-set models of 

character to complete freedom for a player. In MMO Black desert online character 

customization very detailed from the colour of eyes, you are changing cheeks on the face 

to whole body proportion. (Sullivan S, 2015. Johnson 2016) 

Another aspect is usually an open world for players in real-time. This can be again 

differentiated from instant locations as the central hub for a player to gather companions 
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for dungeon instance to a wide-open world like World of Warcraft where are different 

regions, the area with a different theme and world bosses (Sullivan 2015. Olsson 2017) 

In MMORPG are important two term. PVE and PVP.  

PVE term is used when player fight against environment in the MMORPG and 

opponents are AI and these can be from low level enemies to bosses which require groups 

of people to defeat him that is player versus environment (PVE). (Plarium, 2020) 

PVP term is used for combat versus other player. This combat can be created 

freely in the world and each player is against each other like in Albion Online or 

specifically designed areas, arenas with various modifications that is referring to player 

versus player (PVP). (Plarium, 2020) 

1.1.2 Game Monetization 

On the market exist many ways how to monetize games. Game monetization 

means to offer additional way how players can spend their money in-game and allow the 

player to get extra rewards or premium content. One way can be through loot boxes, 

virtual stores, season passes, pre-orders and subscription. (Fields & Cotton 2012. King & 

Delfabbro 2019) 

Loot boxes are a rewarding system with a low probability of obtaining desire item 

or piece of content. A loot box is an item which has inside numerous items of different 

quality the lowest quality has a higher chance to get then item highest quality where is 

drop change of a few percentages. The low probability cause that players have a higher 

desire to buy these boxes for wanted rewards. This in-game system can is designed to be 

repeatedly purchased usually with real money and is parable with gamble slot machines 

but without any regulations. (Fields & Cotton 2012. King & Delfabbro 2018) 

Figure 1 Loot box (Kain, 2019)
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A virtual store is a place in-game where you can buy premium content for real 

money which is transformed into some way of virtual premium currency. This in-game 

store is similar to other website stores, and it is working on the same principle. It is the 

direct purchase of a wanted item or content. (Wowpedia, 2020. DEAD BY DAYLIGHT 

WIKI, 2020) 

A season pass is a package with current and future content. This work will focus 

on in-game season passes which means a player is unlocking content through progress 

and completing quests. With higher level will get better rewards. (Business Wire 2006. 

By 2019) 

Pre-order is an order for an item which has not yet been released. This allows the 

customer to get their game immediately after release. In video game industry pre-orders 

are common and will enable players to get very exclusive items before the release of the 

game. After release, these items are not available. (Business Wire 2011. Stenger, 2018) 

 

 

Subscription is in MMO usual method how to generate revenue for an extended 

period. Usually, between 5-15 dollars per month player get access to many benefits, 

premium content, boosts character customization or expansion for free.  In-game Star 

Wars the Old Republic will the player get access to new expansions, virtual bonus 

currency, premium features. In World of Warcraft is subscription allows you to play and 

is required to gain access to the game. Many subscription models are different by the 

game itself if it is Free-to-play, Buy-to-play, Pay-to-play. (Needleman, 2019. 

ContentEngine LLC., 20190) 

Figure 2 Pre - order (Blizzard, 2020)
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1.1.3 Consumer behaviour and satisfaction 

For the decision to buy is usually involving beliefs, values, interest, perception, 

and action, these are related. In the game, we can transfer these merits into a player as a 

desire to achieve victory, beat another player, be different from another player. (Gerson, 

1993. Neves, 2018) This can achieve through various methods such as playing the game 

or quicker method of purchasing premium content. In games, gamers will have better 

personalization of their avatar and through that can be more self-esteem showing off to 

another player. (Vildová, Martincík, Tluchor & Jakubíková, 2015) 

Guo, Yue & Barnes (2011) defined three main motives in chasing for virtual 

content character competency, perceived enjoyment a quest system requirement. In the 

gaming world player often has impulsive decision making and they are looking at how to 

be better, especially in multiplayer games. In-game shops are placed with easy access to 

payment methods like credit cards, PayPal, pay safe cards. (Statista, 2020) 

However, the game world is very impatience place were a substantial factor for 

the consumer in time. Some player wants to experience and enjoy the game without any 

purchases. However, some people are impatient and do not have time experience the full 

potential of the game, so companies offer these people "shortcuts" in the form of 

microtransaction to take advantage of this impulsive nature. The desire for companies is 

that the player will develop a habit of purchasing premium content. (Newswire, 2009. 

Lopez, 2006) 

1.2 Issues and Contribution 

 The main aim of this research is a deeper understanding of monetization and their 

forms. How can be these methods can be improved with marketing into a more effective 

way for companies to generate greater revenue in online games. 

Game companies spend millions of dollars on marketing before the launch of the 

game or with a new expansion. Companies making mainly marketing through TV, 

YouTube, Influencers but during the game is live there is almost none marketing around 

the game this can be changed and improve through suggested methods in this paragraph. 

(TVREV, 2019) 

Show examples in different MMOs, how is implemented monetization. Look at 

the downsides of the implementations and good points in their monetization. 
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Find a new or a different way how can be monetization through marketing more 

appealing for the player audience. This will be done by questionnaire to find out why 

proposed marketing models could increase revenue. 

One of these marketing methods will be questionnaire when you log in into the 

game to gain deeper knowledge about a player and sell this information to third parties 

and by that increase revenue. Another method could be through frequent tournaments to 

increase public awareness about the game which can bring a new player into the game 

and offer current player benefits if they participate in tournaments of, they watch them on 

streaming platforms like Twitch. Monthly art contests could serve for raising public 

awareness of specific game which can attract new player and give participant rewards or 

exclusive offers and benefits. Visiting game forums, websites or sharing the game on 

social media for the greater public range to reach new player and rewards sharing players 

give exclusive rewards like skipping levels in the season pass, discounts in online shops. 

A similar method to art contest could be creating memes for the benefits because not 

every player could be talented or win in an art contest.  

Every method suggested is to attract a new player to give current players benefits 

for a smoother experience. With larger player base is more likely to increase the base of 

paying player. Marketing methods should improve the image and revenue of the game. 

1.3 Research aim 

The research aim of this dissertation is a better understanding of monetization how 

it is implemented. What are the main forms of monetization and look at their benefits and 

negatives effects on the game? 

Through various marketing methods, find what could be a better way how to 

promote the game. Get better public awareness. Give current players who are willing to 

do more for the game like art, meme, win a tournament bigger rewards for the effort 

which can bring increase revenue of the game. 

One of the main aims of this dissertation is to find out why this marketing could 

work through a questionnaire which will reveal intention behind their actions why players 

are willing to spend real money in online games and how to turn a more non-paying player 

into paying player. This should help not only on the marketing side but also in other ways, 

to a better understanding of the customer as a player. 
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1.4 Research objectives 

Similar to the research aim, research objectives will be divided into three parts 

which are the following: 

OBJECTIVE I: Monetization and its main forms, describe how these methods work, 

where are the differences, weaknesses, and strong points. This will be shown on examples 

in the video game industry.  

OBJECTIVE II: Marketing, describes from a theoretical view of how these methods 

should work, how these methods can increase the revenue of the existing game. How can 

be filled time between new expansion or main events? 

OBJECTIVE III: Through the questionnaire, find out why these methods could work by 

the response of players. Analyse data from responses and on the discussion present why 

these forms are suited into online games, especially MMO genre. 

1.5 Structure of the dissertation 

The first chapter is an introduction into monetization in online games, where is 

specialization into MMO genre, which is very popular. Describing what will be critically 

reviewed. In chapter 2 in a bid to illustrate part of the video game industry and how 

players behave. 

The second chapter, the literature review will be in-depth discuss monetization, 

customer behaviour, marketing. Each part will be divided into own section. Monetization 

will be shown on examples how is there implemented with main focus on MMORPG 

games. In Customer behaviour, section will be paid attention to player choices how they 

react on the effects of monetization, which part of the player base spends money on online 

games. How certain events in games increased or decreased revenue and public attention 

to the game itself. 

The third chapter, the research methodology will be focused on the player 

audience, which is usually on streaming platforms like Twitch, where can be gained 

primary data about monetization and marketing. At the same time, the questionnaire will 

reveal players perception on that monetization and marketing. Furthermore, it will test 

hypothesis models and make a general conclusion on suggested marketing methods. 

Forth chapter, the data analysis and results in a discussion is to identify data 

collected form quantitated questionnaire between suggested marketing models or 
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methods for raise of revenue from players—discussion about marketing forms. 

Questionnaire will reveal which form of marketing would be most efficient for MMO 

genre in generating revenue. 

Fifth chapter conclusion will be used to summarize all previous chapter, highlight 

contributions, issues and findings which are discussed in this dissertation. Suggestions 

for next research in online games for different genre or in a different part of the video 

game industry 
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2 Literature review 

In the second part of a dissertation called Literature review will be focused and 

discussed monetization, suggested marketing, and player. 

In monetization, the part will be taken the most used techniques in online games 

which are: Loot boxes, in-game stores, season passes, pre-orders and subscriptions these 

methods will be described how they should work, mentions benefits and problems with 

these methods and for better visualization example on the online games with a focus on 

MMO genre. 

For marketing will be used three methods how can be monetization got a better 

promotion. The most significant for this work will be questionnaires then tournaments 

and different types of contests. Which will be throughout the whole paper and are the 

main thing of this work. But in Literature review will only describe how they should work 

and how these methods potentially could work in different situations for an online game 

with a focus on MMOs. 

In the third section in the literature review, we will focus on players. Developers 

can create the best online game with perfect monetization system on the world, but 

without players will be product only empty world sentenced to end very quickly. This 

part as is mentioned is focused on the player, the customer in this paper is a very similar 

term and will be discussed player values, motivations, and what generally people do when 

they buy something in short buy process. 

2.1 Monetization in online games 

As is mentioned in a literature review, this capital will be focused on a various 

method of monetization in the online game as a first will be taken Loot boxes which can 

be categorized as hazard (The Daily Telegraph, 2019) without rules and thanks to player 

base which is often young then there can be created addiction on this method.  

In-game stores, without doubt, the most used method in every online game, 

especially MMOs, and the reason is simple to generate more revenue of the existing game. 

These games present premium content in various form, which is often mixed with non-

premium content—the very standard method for developers.   

The season pass is a relatively young method compare the other method, and it is 

based on progression and better rewards throughout the pass. The pass is divided into 
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many levels which you need "climb" to receive sweet rewards. (Gough. 2018) For 

premium pass, you need to pay a fee to get access and then start to complete quests to 

move up in the pass. A quite effective method and many games have little bit different 

form but in the core are the same. (Fingas, 2019) 

Pre-order is an unusual method, but the player will pay for content which is not 

released yet but shortly. Pre-orders can be for the game itself which is not released or for 

expansion but with these pre-orders come bonuses which will help the player to enjoy the 

game more and usually help at the start of the game. This method allows developers to 

gain revenue even before the official sales. (Peppiatt, 2019. Stegner, 2018) 

Subscription is a category of pay-to-play where the player needs to pay the fee to 

get access to the game. This comes in a monthly period of around 10 dollars. (Business 

Wire, 2008) On the market, many games went to different models like onetime-pay-to-

play where player purchase the product and have for the whole life or free-to-play with 

no pressure to pay any fees. For developers, Subscription is "double-edged sword" 

because they need to bring new content into the game with some quality or the player will 

lose interest, and this periodical revenue will vanish. (Business Wire 2009, Chapmman, 

2014) 

2.1.1 Loot boxes 

A loot box is a form of microtransactions which became overtime very successful 

and sophisticated. These schemes could be categorized as predatory. Predatory 

monetization involves in-game purchases system which on the first sight look like 

harmless but in the long term encourage to spend his finances and be psychologically 

committed. Repeating purchases with real money to obtain in-game rewards which are 

behind “paywall”, which means you cannot obtain these items through playing but only 

through real money, with low probability to obtain desire item player have to spend an 

indeterminate number of these boxes to get desire the item. Loot boxes resemble a 

gambling slot machines only thing what player need to do is to open the loot box though 

virtual key, and that is the same as pull the lever on gambling machines also there is no 

possibility for a refund of finances put into these loot boxes. With this method of 

predatory monetization is connected "entrapment", belief that you invest too much to end. 

In loot box, mechanics players spending more and more irretrievable money into the game 

for desire items and it is becoming cycle to justify the money spent into the game which 

turns into "sunk costs". (King & Delfabbro, 2019) Because this money is converted into 
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virtual currency, it is not so noticeable that player spending too much money. Special 

limited loot boxes can boost this for certain events like Valentine´s Day, Christmas, 

Easter, and best opportunity to put these special offers are when are holidays. 

 Loot boxes are one of the many ways how to increase revenue, and they are 

implemented into popular online games like League of Legends, Star Wars The Old 

Republic, Star Trek Online, Neverwinter, Fortnite, Star Wars Battlefront 2 (SWB2) and 

many more games. The most famous for loot boxes became SWB2 released in 2017 had 

very controversial loot boxes, which overshadowed the game itself. To unlock everything 

would take around 4500 hours or spend more than 2000 dollars. The base price of the 

standard version of the game cost 60 dollars, and in loot box numbers this would cost 

more than 1900 loot boxes. (Park, 2017. Garreffa, 2017) Developers of this game 

responded on this kind of negativity by posting a statement on social platform Reddit. 

This became the most downvoted post on social media Reddit and the most famous part 

of this became "The intent is to provide players with a sense of pride and accomplishment 

for unlocking different heroes.”. This Controversial hurt brand of developed and on the 

stock market the price of the company fell. In the year 2020, developers changed 

drastically changed the whole loot box system and improve any aspect of the game. 

(Larche, Chini, Dixon & Fernandes, 2017. King & Delfabbro, 2018) 

2.1.2 In-game stores 

The in-game store can be divided into two groups. First are a premium store where 

you usually buy items only through premium virtual currency or real money. The second 

group is a non-premium store where items can be bought through in-game currency. 

(MCRAE, 2018. World of Tanks, 2018)  

Shops are working on the same principle as virtual stores like Amazon. On the 

main page are featured favoured, sale, exclusive, event items, then on the side categories 

or through search to find a specific item. (SWTORData, 2020) The player can look at 

these items, and many games have a feature to see that specific item on a game character. 

These shops are located, in a game where is a large concentration of players on some 

visible place or the screen as a small icon with easy accessibility. (gamepedia, 2014)  
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Figure 3 In-game store (Gamepedia, 2020)

 

 

 

 

 

 

 

 

 

 

This method is very popular in the MMO genre, where these shops are another 

possibility of how to generate revenue. In-game shops are mixed with another method 

like a loot box, where you can buy "boxes" crate, season passes or subscriptions. It is a 

great way how to put premium content into one place. (Colagrossi, 2020) The downside 

of in-game shops is to offer players advance over other players with boosts, power-ups, 

better premium items. This creates diversion between player community for these who 

are willing to pay, and non-paying community and game will be "marked" as Pay to Win 

which hurt the brand of a developer like Perfect World with Star Trek Online, 

Neverwinter. (Gamepedia Star Trek Online, 2020. Gamepedia Neverwinter, 2019) 
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2.1.3 Season pass 

Season pass in online games came from a Season ticket. In the game industry, this 

is divided into two parts. The first part is a discounted package around 25% on the future 

content to generate greater revenue at the start of the sales, and this type is often included 

in pre-orders. (Polygon, 2018. Jones, 2019.)  

The second type of Season passes are progress packages where player pay for 

locked content and can unlock this content through playing. Content in exclusive for a 

limited time which is usually around month or season, can be compared to hockey Stanley 

cup every year is a new season, but in the game, the industry is faster where are resetting 

ranks and into the game are brought changes, new features, for unlocking rewards which 

are in pass you have to play and completing quests which can give different nature like 

killing a certain amount of enemy, completed certain amount of matches, collecting 

resources and many more of different nature. (By, 2019, Chatham, 2018) By completing 

quests, the player will gain faster progress though levels and player gain better rewards 

with each level. Season pass in this from having two variants first is free and second is 

paid in free player gain rewards but for players who paid are prepared more exclusive 

rewards and if the season pass is about to end and player to not have a maximal level in 

this season pass he has the opportunity to skip progress by paying rest of the missing to 

maximize rewards. (Wood, 2019. Elser 2019) 

Figure 4 Season pass (Siegal, 2019)



18 

This method offers developers a great advantage in their games. One of the first 

is to sustain revenue from games and even increase profit. This allows not only to sustain 

revenue but also sustain a player base or increase the player base. The season pass gives 

developer passive income which can be used to develop a current game or focus on 

another project with bigger finances. (Chernyak, 2014) 

In video game industry is this type of monetization used for games which have 

quick matches like Fortnite, League of Legends, Dota2, StarCraft 2, For Honor and many 

more. In every game which had included season pass this method work differently but in 

core it is on the same principle. In case of Fortnite player can buy a season pass which 

has a length of "Battle Pass Season" 70 days, where the player can through 100 levels and 

with each season developers are trying to bring new features into the game. In case of  

Dota2 season, the pass is bought to support championship tournament where on official 

site anybody can see how many finances were already collected and see rewards which 

player will gain though out playing. (Wood, 2019. Chernyak, 2014) 

2.1.4 Pre-order 

Pre-orders are placing an order on the product in this case games which are not 

yet released. Each company decide when they want to start selling their pre-orders can be 

year, half-year, earlier. These pre-orders are not typical for online games but rather for 

single player games where companies are trying to gain revenue before the actual product. 

Pre-orders are usually coming in several editions. The player can have a basic edition 

with the pure game or upgraded "silver, gold, ultimate, platinum" and many more 

editions. One factor-dependent if that edition is digital or physical. At the digital edition, 

the player can get many in-game bonuses, items, cosmetics depend on the edition. For 

physical editions come more bonuses, especially statues of the main protagonist, maps, 

artbooks, bags, toys. Depend on which edition player want to buy. These editions and 

there can be seen on the main webpage of the company or companies’ launchers. 

(Business Wire, 2011. Stenger, 2018) 

The main benefit for companies from pre-orders is revenue which is generated 

before delivering an actual product, but this carries risks at delivering a product which 

happened for example with the case of Fallout 76 online game where was provided false 

marketing and in pre-orders was added canvas bag which was not delivered and instead 

was replaced with nylon bag besides developers send influencers different bags which 

had higher quality. In edition with canvas bag was also added helmet which is typical for 
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Fallout but later was shown that the helmet was predisposition for mould which was 

potentially dangerous for health. As a result, many social media started to write about 

these problems, which were resulted in refunds and reputation of developers was greatly 

hurt. (Scalefast, 2020. Xsolla, 2019) 

In recap, pre-orders are a great method of how developers can gain revenue before 

release and players in return will gain bonuses into the game in both physical and digital 

version. In physical in additions will also gain material bonuses previously mentioned. 

2.1.5 Subscription 

Subscription is a method based on the monthly fee it is commonly used in MMO 

genre where developers gain passive income around 10 dollars for each player. This 

monetization method is similar to season pass but with important differences. 

Subscriptions do not grant the player some levelling pass, but instead, the player is 

allowed to play the game, and as a bonus, he will get the premium currency. For 

developers, this is a great method of how to fund their IP of the game and expand it 

furthermore with another story expansions or new features improving quality of life. Type 

of subscription can be different from each title, but the core of this method is the same. 

The method can be divided into two main ways how to provide subscriptions. The first 

method is to buy the game for full-price and further playing. The player is required to pay 

a fee, this method from already told effects these could be potential to add certain 

exclusivity when the title is put behind a paywall. (Gamasutra, 2019. Chyi, 2005) The 

second type is for Free-to-play titles. The player is allowed to play the game without any 

financial charge but is offered to buy premium account for 30 days which will gain player 

benefits, premium currency, cosmetic items, boosts, depend on developers how many 

bonuses want to give players. (Grundy, 2010)  

 

Figure 5 Subscription (SWTORISTA, 2020)
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In few titles happened they went form Buy-to-play to Free-to-play because there 

was lack of audience and game slowly “dying” and developers decided to change model 

to attract new players this happened in titles like Star Wars The Old Republic (SWTOR), 

Wildstar. In the case of SWTOR. Developers decided to push the game on a free-to-play 

model which great benefits which pay for premium. When player bought a premium 

account, then he was granted access to every new expansion to all benefits which already 

paying players had, and when the player decided to stop paying for premium, then the 

player was granted the status "preferred" which mean that player is allowed to explore 

already released expansions, and limitations from free-to-play players are less significant 

like credit limitations, professions limitation, item restrictions and many more. (Black 

Shell Media, 2017. Corriera, 2012. Corriera, 2019) The similar case happened with 

Wildstar where developers tried to increase player base and change model from Buy-to-

play on free-to-play, dropped subscriptions and move on game platform Steam this moves 

helped Wildstar to stay on the market longer, but in 2019 Wildstar was shutdown. (64.) 

The most famous MMO World of Warcraft still has a model of subscriptions but made 

with few changes. Developers allowed a player to download the game and play it to level 

20 as a trial then the player needs to pay for subscriptions and has unlocked every 

expansion except the newest expansion, which need to be paid for 60 dollars. (Aria, 2012. 

Cherla, Howard & Mossialos, 2020) 

In recapitulation, Subscription is “double-edge axe” where for developers it means 

passive income for a long period but to this method to be effective developers need to add 

constantly new content to keep player base “healthy”. Player has many options on how 

to spend money, especially in MMO titles and player seek the best possible value for their 

money, which is provided by developers from new features to new story expansion. 
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2.2 Marketing methods  

2.2.1 Questionnaire 

Purpose of the questionnaire is one of the methods of how to gather data from 

subjects. This paper will be the most important written type, and this can be done in many 

ways like telephone, paper, computer, or face to face. 

The questionnaire is a great method of how to quickly gather a large amount of 

data from people in a relatively short amount of time. It is a more effective way than to 

perform an interview with a large sample of people. (McLeod, 2018) 

With this method has its advantage like fast collect of data, also problem with 

reliability, because many people want to present themselves in a positive light or bend 

the truth to fit them the best or lie because of social pressure. (Jaarsveld, Mentz & Ellis, 

2019) 

In questionnaire exist two types of Questions, closed and open type. 

Closed typed of question is where the subject has pre-dedicated answers, and the 

respondent has no other option come up with his answer. These type of data are 

categorized as ordinal ( with the option to rank) as an example how do you like this 

product on scale  1-5 1 – best, 5- worst or can be categorized as nominal where the results 

are not comparable like a question with "yes or no". Strengths of closed questions are that 

these data can be collected relatively fast with low cost, respondent provides data to 

categorize quickly, the questionnaire has the same structure for every subject. The biggest 

weakness is the detail which is low because of fixation on pre-determinate answers. 

(Fiedman & Rosenman, 1974) 

An open question in the exact opposite of closed where the respondent can write 

his answer based on question these own answers carry great benefits and even great risk. 

A respondent can produce a very detailed report on that question. This type of question 

is better to put where is required detailed answer. (Elias, 2015) The biggest strengths as 

was mentioned are data which are, in this case, rich and give an exact answer from the 

respondent. For the weak side of an open question is time, a large amount of time is 

required to gather data and with this come smaller sample of people.  Time is another 

weakness but in analysing which take to decode and categorize. (Fraley, Waller & 

Brennan, 2000) The less educated audience will not be able to express their answer 

exactly with their writing skill. 
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The questionnaire can be potentially dangerous for the respondent if there he has 

to write his personal information. At a sensitive topic, reaching more reliable results is 

safer to not ask for personal detail or to expose personal detail. If this situation ever 

appears, this could lead to respondent personal harm. (McLeod, 2018. Vriens, Wedel & 

Sandor, 2001. Elias, 2015) 

Usage of questionnaires has a wide variety of expert research to school project. 

Each questionnaire is created with the purpose to prove or disapprove the topic for 

researchers.  

2.2.2 Tournaments in online games 

Tournaments in competitive online games like League of legends, Counter-Strike, 

Dota2 are a common thing. These tournaments are e-sport, in short, electronic sport. 

Organised competitive gaming events between teams of players to obtain victory among 

other teams, gain fame, money, prestige, acknowledgements like in every other sports 

event on the planet. From the first tournaments in the online game for a few hundred 

dollars to nowadays for prize pools of millions of dollars. Intel started breaking through 

with first Inter Extreme Master gaming tournaments in 2007. Players always wanted to 

show themself they are better at game and ESL and Intel supported that passion. (Hughes, 

2019. Willings, 2018.Esport earnings, 2019) 

For many competitive games became standard to have a team of 5 people or one 

player it is different from every game, League of Legends, Dota2, Rainbow Six Siege 

requires a team of 5 people to play, In-game for one like StarCraft II, Hearthstone, 

Brawhalla there is required only one player. By words of Scott Gillingham from Intel:  

"At 2017's final in Katowice, Poland - we had 173,000 attendees over the four 

days. A 53 per cent growth year-on-year. This year saw the same amount of attendees, 

but it is also about the online aspect. This year we had two billion minutes of online 

viewership of the tournament, and that was 232 per cent growth compared to 2017. It is 

a massive, growing industry that has a big community behind it. It is something we 

strongly support. Back to when we started focussing our product on gaming, we have 

grown with the community. Intel Extreme Masters is the pinnacle, a long-standing event. 

It's held in Poland, but there are 1.8 million views that come from the UK."(Willings, 

2018) 
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The most popular e-sport games which are on PC are a league of legends, Dota2, 

Counter-strike: Global Offensive, Smite, World of Tanks, Hearthstone, World of 

Warcraft, Starcraft2. For other MMORPGs, it is difficult to get into e-sport scene because 

of playstyle and nature of the game itself, which is not to be competitive. Even though 

that RuneScape and Guild Wars 2 tried to engage into e-sport scene but with no great 

success as previously mentioned because of these games were not build for the 

competitive scene and even though in MMORPGs are build PVP systems these are not 

so appealing to a mass audience. (Elias, 2015. Royce, 2017. Staff, 2013) 

2.2.3 Contests 

The contest is very popular on social media where websites / influencers / 

companies gain benefits from these contests which will help them reach a new audience, 

increase influence. Main benefits usually increase of audience, win situation for both 

sites, engage already gained an audience, gaining new data from people, increase of 

marketing reach, increase of Sales overall, building brand, the smart way how to keep 

costs low. (Holmes, 2019. Lee, 2019.) 

Increase of audience 

The well-made contest can attract new people who may not hear/know about the 

brand overall, also increase of attention what is brought. One of the most efficient ways 

is to made contest on social media like Instagram/Facebook 

A win situation for both sites 

Is a meant that participants usually will gain coupons, some kind of rewards and 

company? Company will have almost no cost at all and for the customer will be more 

satisfied which will help build a long-term relationship  

Engage in audience 

The main interest is to keep the audience at the company´s brand. Engage in some 

kind of activity will retain the audience for a longer period which should lead to more 

satisfied customers.  

New data 

With new people who are interested in brand/product/service will register and put 

their data which will increase database and company can be more efficient, and the target 

can be more specified 
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Marketing reach 

As mentioned, well-made contest with worthy prizes will interest more people and 

through a various method like sharing, word of mouth, publishing arts, amplify radius of 

the marketing side of the contest  

Increase in sales 

As one of the main goals of the company is to be profitable this kind of activities 

can generate additional revenue and growth of income will become more stable  

Building brand 

With reach to a new audience and increased traffic on the websites will help 

establish a position of the brand on the market and increase brand/product/service 

awareness. 

Low costs 

One of the aspects of all contest is lower costs from other marketing campaigns 

where people are making content on a specific task, and the company will pay little to 

gain great bonuses mentioned before. (PR News wire 2010. Fraley, Waller & Brennan, 

2000.) 

Contests can be made in many ways like Sweepstakes campaigns, the participant 

will gain be chosen random and win a prize, Photo contest, posting pictures, photos and 

best will gain the prize, Voting contest, the audience will decide about something, Quiz 

contest, completing quiz with a high score to gain rewards, Art contest, the best part of 

any kind will win, there is plenty way how to engage people to increase the following 

base. (Ernoult, 2013. Lee, 2019) 

In MMORPGs environment are popular art contest, For Honor made an event 

where the best arts were implemented into matches as decorations and players could see 

their arts by that developers helped individuals by their promoting. (gamasutra, 2020) 

2.3 Player as a Customer 

Video game industry is similar to other industries on the market where is 

important the main goal is profit. Profit can be obtained by customers who are buying in 

this case games and spending money on games. Many companies have a different 

approach to reaching their goals. Customer is in this case player who is decided to spend 
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time, money into the game because of player values, motives and on these is decided 

where they will invest their time.  

2.3.1 Typology of players in online games 

Casual type of player is the audience which does not invest heavily into playing, 

winning and enjoyment of the game which game offers. These types of players play 

irregularly, infrequently and they are not fully committed into the game especially at the 

"end game", in MMO is referred when a player has the maximal level, and he is 

challenged with hardest quests, raids…, and more likely to leave the game before reaching 

this point. Casual players often play on mobile devices where is not required to learn the 

mechanics of the game and for the consumer is exposed to easy mechanics to understand 

where often missing deep level of game mechanics. (Leaver, Wilson & Torres, 2016. 

Richardson, 2011.Computer Hope, 2018) 

Core type of audience is one of the most important for developers because these 

players want to invest time, money, and effort into the game. They are genuinely 

interested in the world what game offers and want to experience playing, winning and 

enjoyment what game offers. This audience playing the game regularly and are the core 

of the game which keeps the game community "healthy". Some of this audience can be 

categorized as role-playing type also in core type player exist PVE and PVP player, PVE 

player versus environment which referring to a non-player activity like raids, dungeons, 

quests and PVP player versus player where players are focused on fighting against each 

other in arenas, battlegrounds and areas designed for this type of content. These are the 

main groups in the core type of audience. They are looking for info outside of the game 

itself on social media or streaming media like twitch, YouTube to learn about the game 

more. This type is not limited only for one game, and in their repertoire of games can be 

more than one. (Origbro, 2013. Graft, 2013, Paaßen, Morgenroth & Stratemeyer 2017) 

Hardcore type of audience-focused purely on one specific game which they are 

stuck with and trying to be on the top ranks of the game in PVP or PVE part of the game. 

This type usually strives for the most efficient ways how to play the game, searching for 

new ways how to play, trying to find exploits to beat the game faster. Hardcore type of 

audience is important for developers because this type can found bugs, exploits and can 

improve overall player experience because they know the game and they are willing to 

spend a large amount of their free time to play, explore, enjoy the game and these are very 
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interested in a fictive world. (Kapalo, Dewar, Rupp & Szalma, 2015. Baumann, Emmert, 

Baumgartl & Beutttner, 2018. Yee, 2018) 

2.3.2 Typology of player by Bartle 

In the fictive world of online games are different types of players which Bartle 

divided into four categories. These are The Socializer, The Explorers, The Achievers and 

The Killers. (Kapp, 2012) 

These categories are not permanent for one player. Some people must have more 

dominant traits which determinate their behaviour in the game. 

Socializers are the majority of the people who play online games, especially MMO 

genre. Percentage of this player overall is 80%. The main goal of this group of people is 

to socialize with others, to help others, collaborate to achieve greater results then they 

could achieve alone. This does not mean that socializers are passive players without 

ambitions.  

Explorers are a type of players who like to explore new things, new areas, new 

features in the game. This type does not lean-to prizes, achievements, or status. Their 

main goal is discovery, explorations of new things in the game. They do not mind doing 

a repetitive task for a long period if this will be rewarded. In the games are around 10% 

of explorers. This type does not talk about their achievements as much as Achievers. 

Achiever player type is focused on gaining statuses and points, and unlike the 

explorer type, they want to show their wealth, power, statuses gain in the game. In the 

games are around 10% of this type of player. One of the unique aspects of this type that 

they usually know faster ways how to achieve their goal like faster routes, different 

approaches to encounters, shortcuts.  

Killer type of player is unique and a little bit similar to achievers where the killer 

type wants to gain points, winning the games and difference this type want to win and see 

other people to lose. Another aspect connected to this is highly competitive, which 

motivate them to win. Even that could seem common in online games, Bartle suggested 

that there is less than 1% of players. 

This allocation interprets the dominant aspect of the players, and many players 

have different traits and for this are on the market many MMO with different nature and 

a different focus, some are more focussed on explorations, loot-shoot, gaining prestige 
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status and many more between exploration. MMO could be categorized as World of 

Warcraft and for glory and status is more suitable MMOBA League of Legends. 

2.3.3 Driving force of buy decision 

What can be called driving force for something, service, or another? It always 

starts with some need and does not matter if that is for survival or just to make joy. This 

driving force to buy something has stages, and there are five stages. 1. Problem 

Recognition. 2. Information Search. 3. Evaluation. 4. Purchase Decision. 5. Post purchase 

Behaviour. 115. (Comegys, Hannula & Vaisanen, 2006) 

1. Problem Recognition  

State and desire state, and this can be activated by two factors first is External 

as a flavour of some food or look at some item and second internal which can 

be triggered by thirst or hunger. There is a general argument about what is 

need. 

Kinnear and Bernhardt (1986) describe the motivation of need into 

psychological needs which means a need for basic of survival like food or 

shelter but later after obtaining the basic need for survival then other needs are 

generated by the social environment. 

Another theory is called variety-seeking, which understand the customer as 

themself and its surroundings by which are affected. This affect not only the 

first phase of buy decision the other as well. Customer deceived by others that 

he needs, for example, a new model of something "valuable" or that specific 

item is already outdated and needs to be replaced for the new one. 

This affect not only the first phase of buy decision the other as well. The 

customer decided by others if he needs, for example, a broken model of 

something or that specific item is already outdated and by his needs need to 

be replaced for the new one. 

Van Trijp, Hoyer and Inman (1996) were focused on frequencies of 

purchasing where higher frequencies lead to repeated behaviour, and the 

background is pushed variety-seeking, and in that manner, e-marketers have 

good reason to make threshold as low as possible. 
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2. Information search 

The next stage is called an information search for very good reason. Customer 

after realizing he needs something, he tries to find that specific find, and that 

is where the search started. For the search, he usually uses more than one 

channel especially if that more valuable item to gather information, intel to 

gain as much as possible to see if these needs can be fulfilled with that specific 

product. Kotler (2006) defines two levels of gathering information.   

Kotler (2006) defines two levels of excitement during the second phase. The 

first level when customer getting into the sphere of that field of products and 

starting to be familiar with different brands on the market and starting to lean 

to more specific requirements and observe the whole situation on the market. 

This passive phase and the knowledge of the product is not deep. The second 

level is a more deep and greater understanding of products in that specific area 

and can communicate about the different brand, the customer is more 

interested in reviews and starting to be active in surrounding and explore not 

passively but actively.  

Another aspect of information search in perceive rick of uncertainty which 

comes with a purchase. By Urbany, Dickson and Wilkie (1989) describe in 

their study into two categories. The first category can be described as 

knowledge uncertainty regarding information about alternatives which can 

cause an increasing amount of searching for a compilation of uncertainty and 

later should not be a problem. The second category is called choice 

uncertainty, where is the biggest "fear" of choices which will cause an 

increasing search for information about choices to minimalize or eliminate this 

variant. On the other hand, Knowledge uncertainty can cause lowering interest 

to search further into the topic. The conclusion of these two categories shows 

that increased knowledge of desire object can increase searching further and 

understand the topic on a deeper level, but in the same way can potentially 

reduce it. 

Peter and Olson (1996) define the process of brands. Customer usually divided 

brands into two categories one where is with them familiar from different 

channels and the brands with, he has no familiarity. Usually, these unknown 
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brands will find accidentally during his search process and place it into a final 

set of choices.  

3. Evaluation 

This comes with sets of products based on consumer search where consumer 

set the minimum and maximum levels for their alternatives. In this set is the 

most likely he will choose one of the alternatives and make a final decision. 

Bhatnagar and Ghose (2004) found that the price tag on the internet is more 

irrelevant when consumer evaluates his set of choices. The consumer can 

cause this because they may think that online shops have similar prices and 

regard to that consumer´s attention on the price tag is low. 

After a consumer has his own set of choices then started evaluations between 

alternatives in the set, and because the consumer does not have unlimited 

resources like the time, he must in some point of this decision make a move. 

By Hauser, Urban and Weinberg (1993) propose that the value of information 

is tied to time.  When information is harder to get, and the value of that specific 

information is lower than time, then the consumer stop searching for 

information and evaluating. 

The decision to make the purchase is not made based on information about the 

brand but how easy access to information about the brand itself also about the 

product and how the information is structured/fluent. Lee and Labroo (2004) 

made experiments hen; they demonstrated brands which became more fluent 

if the consumer were exposed earlier to brand products before they came to 

contact with target product. As an example, is the promotion of ketchup on 

billboards where is ketchup with French fries which implies how it should be 

used and in overall it is more fluent for consumer and easier to understand. 

In digital technology, it is harder for marketers to gain attention to their 

advertisements, but even though this disadvantage, it had the great advantage 

of individual advertisement especially for the customer by gathering personal 

data about the customer and by this increase chance of choosing the product. 
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4. Purchase decision  

The purchase stage where the evaluation process ended, and the ranking of 

items is done. The ranking is in some order, and if there is number one on the 

"list", then the item is purchased. To decision comes two factors which can 

change the item which will be purchased. The first factor is customer´s 

surrounding like family, friends, colleagues at the workplace where is 

customer influenced by their opinion on specific product or brands and under 

pressure buy a different product from the original. The second factor is caused 

by external factors which can be unexpected events like the price will go up 

or something come up with greater urgency. In an online environment is the 

influence of the first factor as a family or friendless influential, and even when 

it is decided that consumer want to buy that desired item in this process are 

sub-processes. This sub-decision is price range, point of sale, time to purchase, 

the volume of purchase and method of payment.   

Despite all the process which consumer is going throughout the buying, there 

are instances where this cannot be applied, and these situations are purely on 

impulses or emotions. Baumeister describes that exist impulses which are 

irresistible and have deep roots in psychology of specific consumer and 

continue to define three factors of self-control. If one of these factors fail to 

hold, then it can inevitably lead to purchasing. 

The first characteristic is a goal, and it is individual for every consumer to set 

a goal for the buy decision. The second characteristic is called monitoring. 

Consumer view on himself and behaving throughout the purchase decision. 

The third decision is the ability to change. In the end, the first two characters 

can fail, but the last one is something that the consumer has inside and can 

change and purchase a certain item. 

5. Post-purchase decision  

The fourth process of purchase decision does not end after the actual purchase, 

and if retailers want this consumer to return, they must understand him. Post-

purchase behaviour can be divided into two groups: post-purchase actions and 

post-purchase satisfaction.  
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Post-purchase satisfaction by Mittal and Kamakura (2001) come up with 

evidence of customers which have different characteristics and limits for 

stores and brands and damage with dissatisfaction can be less significant if a 

customer is loyal By Oliver have discussed loyalty further. In most cases, loyal 

customer tent to be more satisfied but that does not mean this produce loyalty 

however Auh and Jonson (2005) and Ball, Coelho and Machás (2004) oppose 

that loyalty is increased by satisfaction and do not matter if a customer is in 

an online environment or off-line environment. Evanschitzky (2004) 

concludes that the most important factor in an online environment is shopping 

convenience for easier access, and if the customer is not satisfied in an online 

environment than it is easier to complain. For different channels of commerce 

which are evolving throughout the time, the limits are for each channel 

different. 

Loyalty and satisfaction are a very important part of the post-purchase 

decision, which will have an impact on the repurchase, name of the brand and 

the products/services. Satisfaction can lead to stronger loyalty to certain brand 

and loyalty have a positive effect on brand preferences for next purchase 

where the customer is more likely to choose a product with a brand where he 

was previously satisfied. 

2.3.4 The motivation of players to play online games 

Everyday millions of people playing a game and interact with other players in a 

virtual environment, especially in the MMO genre. People are spending most hours for 

about 26 years more. Specifically, it is around 22 hours per week in MMORPGs. For 

many players are MMORPGs appealing because the market of MMO is wide and the 

player has many options where to spend his time? Every MMO has a different nature. 

Some are focused more on socialising other more explorations, raiding, killing other 

players. Every player has different motivations to play that specific game. Developers are 

very aware that every player behaves differently, but even through that, there can be seen 

similarities across this behaviour and developers and trying to implement certain features 

which attract a specific type of player. On Bartle analysis of player divided into four 

categories which were based on Multi-user Dungeon (MUD) but there was never showed 

that there is a specific type of player are independent of each other. Yee (2006), based on 

Bartle analysis, performed a study with a list of 40 questions what motivates the player. 
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From a sample of 3000 MMORPG players from different popular MMORPGs – 

EverQuest, Dark Age of Camelot, Ultima Online and Star Wars Galaxies. 

As a result, where were motives divided into ten relevant factors and main 3 

Components which are Achievement, Social, Immersion components  

Achievement component 

 Advancement – Progress, power, status 

 Mechanics – Optimization, Analysis, Numbers 

 Competition – Challenging Others, Provocation, Domination 

Social component 

 Socializing – Casual Chat, helping other, Making friends. 

 Relationship – Personal, Self- Disclosure, Find and Give Support 

 Teamwork – Collaboration, Groups, Group achievements 

Immersion Component 

 Discovery – Explorations, Lore, Hidden places 

 Role-Playing – Stoy line, Character History, Roles 

 Customization – Appearance, Accessories, Style 

 Escapism – Relax, escape from real life, Avoid real-life problems. 

These are the relevant factor which motivates a player to play MMORPGs. In 

many cases, media and researchers often fall into simplistic archetypes for games or 

starting to generalize deviant behaviours or its consequences but ignore very important 

aspect that people play MMORPGs and many other games because of their reasons and 

each player is different with different approaches. These factors which are described can 

be provided as a tool to a better understanding of the player motivation to play with 

different demographic. (Yee, 2006) 

2.3.5 Consumer values in online games 

Concept of value 

In many papers, value has a different definition and diverse meaning. In this paper 

will be the concept of value defined as "give versus getting" trade where customer/player 
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measure what will get for invested finances into product/services which are divided into 

four main values and each value has a strong influence on customer and his perceptions. 

On the other hand, for value theories values work as multi-dimensions combinations 

which create unique customer values. This is by Karjaluoto (2012) variable, which can 

be measured and for further research is more suitable to take values as multi-dimensional 

variables. (Rezaei & Ghodsi, 2014) 

Emotional value (EV) 

EV is a customer´s feelings which are helping developers to sell their products in 

this case games. Usually, this EV is more visible during the post-purchase decision phase 

and between customer/player, and product/game is created connection, and this 

connection is influenced by uncertainty and risk. Depend on the "first feel" at customer 

initiation into a product if the connection will be positively or negatively influenced. In 

MMORPGs is easier to develop a positive connection which affects a player´s value. 

Price value (PV) 

By Gallarza, Gil-Saura & Holbrook (2011) proposed that Important aspect of 

value is the price where valid customer value for his invested finances. As a relevant part 

of customer values, it is not investigated how exactly affect the customer in online games. 

From a utility point of view, the customer sees the price as a comparable method across 

different channels. Sweeney & Soutar (1999) showed that price is related to online 

business which affects consumer values and research showed that perception of price 

correlate with quality, as a result, is increasing the value of the certain brand itself. From 

a different perspective of Grace and Weaven, (2011) showed that price has a significant 

effect on consumer behaviour. This includes two main factors which price and value of a 

customer. 

Performance/quality value (QV) 

The quality value is even more important than price for most of the customer, 

which help spread through various channels, their experience and by this share their value. 

In many cases, quality is for the customer more important, and this is specially applied 

for MMORPGs where quality is more important than price. Customer, which has a 

positive experience with MMOs share their options and developers, has several strategies 

to amplify positive feedback about quality and performance. This value has a straight 

impact on the consumer. 
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Social Value (SV) 

For many players, this value is very high on value list and if MMORPGs has 

"healthy" community which is growing then is more likely that player will set to that 

MMO higher value then to his concurrent. In many MMORPGs is a social aspect essential 

and it is one of the main reasons why players play MMOs to meet new people to socialize. 

Humans from its nature are social creatures, and in online games, an important aspect is 

communicating with others. Even its the games are in the virtual environment on the 

internet. MMORPGs mainly work for entertainment, and if developers much support this 

features of interactions and entertainment then this leads to “healthier“ player base and 

for players these actions will increase their value for that specific game. 
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3 Research methodology 

3.1 Research Design – quantitative method 

3.1.1 Introduction into research 

For purposes of this research will be chosen quantitative method through 

questionnaires mentioned in the literature review. The quantitative method allows 

gathering a large amount of data and easier analysing in future capitols. (DeFranzo, 2011) 

During this chapter will be discussed method what will be used and questions which will 

be carefully analysed for what purpose are they used for. (Black, 1999) 

3.1.2 Background and Quantitative method are chosen. 

Quantitative approach maybe not perfect as a qualitative method but for larger 

samples of people, this approach should give reliable results and if players want to have 

more types of these events mentioned in the literature review. 

A quantitative method by questionnaire for this research was chosen for the 

potential to reach a massive amount of players which play games every day and many of 

them at least once tried genre MMORPGs. (Black, 1999, InfluencerHub, 2020) IT could 

well know titles like World of Warcraft or Star Wars The Old Republic or lesser-known 

MMORPGs like Albion online or Astellia. As previously mentioned, MMORPG market 

is massive and have its own audience and, in many ways, these MMORPGs are similar, 

especially in their monetization methods where are insignificant differences. This is one 

of the reasons for the questionnaire and asks the audience what their perception of 

microtransaction is, and if they want change. (Royce, 2017) 

The important factor about MMORPGs is that these games were meant to generate 

income overtime for a long period of time. (99.)We can see successes like World of 

Warcraft which still contain subscription method and can be categorized as an exception, 

but many others had to go on different monetization method some succeeded some don´t 

as an example we can use Star Wars The Old Republic first at the launch of the game was 

a subscription. One year later, SWTOR went free to play because of a lack of audience. 

WildStar at its launch 2014 was Pay-to-play buy the game and to play further in the game 

is required to purchase a subscription, a year later pay-to-play model was changed to free-

to-play and in 2018 was game shut down but not because of microtransaction model but 

lack of endgame activities and other issues. (Wales, 2018) 
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Why is this all-important for quantitative method? 

Because MMORPGs market stagnates and repeating the same mechanics over, 

especially in the monetization system. When one system fails people can predict what 

will be another monetization system some will succeed some will fail and not because of 

monetization but because of its core functions. What people are missing there has some 

other MMORPGs. (Winkie, 2019) When the core is not functioned then cannot be even 

monetization system, but for purposes of this research is looked only one of that many 

parts what makes stable and profitable MMORPGs and that's monetization system.  

Purposely was a questionnaire designed to ask people how they feel about certain 

things surrounded MMORPGs, and things went different way or more visible way. 

Another reason why is this paper mentioned only three methods of Contests, Tournaments 

(can be called E-sport) and questionnaire and focused on them.  

3.2 Primary data collection method 

Primary data are data directly from the source and are the fundamentals for further 

research. Primary data could be in this research gained by quantitative or qualitative 

methods. Each method has its advantages and disadvantages mentioned in previous 

paragraphs. Qualitative would be more valuable but transform of these raw data would 

be difficult. For quantitative, as mentioned with its advantages and disadvantages is for 

this research more valuable.  

A place for collection of primary data is going to be Twitch as a mainstream 

platform for many categories of entertainment. Streaming platform in its fundamentals is 

a place where can be watched content creator live and watch his creating live content. 

This can be applied from creating Arts, sculptures, cosplays to "just chatting" where 

content creator constantly communicate with its audience. Between these categories is 

very popular gaming. When Twitch started as a platform, gaming was the core of this 

platform, and it stayed to this day. (Twitch, 2020) 

On the Twitch platform comes many players who play a different kind of games 

and watching other streamers (content creators) playing games, drawing arts and many 

other things like swimming in the pool, sleeping. The main reason for the collection of 

primary data here is to direct access to many players where can be primary gain data. 
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Another way will be through Facebook, and the questionnaire will be posted on 

Facebook pages specialized on gaming. This will allow us to gain additional attention and 

gain more valuable data directly from players. (Good 2019) 

3.3 Ethical issues 

Since the primary data acquisition is made mainly on the streaming platform and 

whole questionnaire is made anonymously with a little touch on personal information 

which is age, gender and if they are productive members of society there could address 

some ethical issues.  

Data which are gathered should be considered for this research. Data should not 

be corrupted during the process. Consistency of data is an important part where the flow 

of transforming the raw data to usable data is fluent.  

For an issue of data access, because of lack of deeply personal information like 

names, credit card numbers, addresses, dates of birth. Refined data used in this research 

should be freely used for another purpose of research or business side. Data collected 

from respondents are mainly used to reject or accept of hypothesis suggested in this 

research. 

3.4 Sampling method 

Sample of people who will take the questionnaire are players who actively play 

video game and are active. These people, as previously mentioned, are on streaming 

platform twitch and dedicated groups on Facebook. Between these are many types of 

players from casual players to hardcore players. For purposes of this research is not age 

a restriction because of variety MMORPG for younger audience and index for a younger 

audience is a question of an age-specific answer under 15.  

3.5 Before research 

Before the release of the questionnaire was tested by five players who actively 

play MMORPG. Three of them were active player of Destiny 2 and two of them were an 

active player of World of warcraft. Based on their response was questionnaire updated 

for two questions and rewrite one question for better understanding of the asked problem.  

The first question added to the questionnaire were questioned how the player did 

learn about his MMORPG, and this question provided information with the most effective 

promotion way of given MMORPG. 
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The second question added to the questionnaire was what is the player´s purpose 

of spending money into MMORPG with variety of question from supporting the creators 

to gain advantage over the other players. Question highlighter was is the most common 

way of spending money. 

And was question number 8. Remained the same in English as in Czech translation 

but was added description for better understanding of what question demands. 

3.6 Description of questions 

1. How did you learn about MMORPG? 

Description: currently or last played MMORPG 

a. Advertisement 

b. Gameplay, Trailer 

c. Convention 

d. Recommendation 

e. Sale 

f. Different 

As a first question was put as a base for reminding of played MMORPG, which 

will help in focus further on player´s specific MMORPG. Question will reveal what 

medium is the most relevant to gain a player´s attention. 

2. How often are you player MMORPG during the week? (in hours) 

a. 1 – 10 

b. 11 – 20 

c. 21 – 35 

d. 36 – 50 

e. 50 + 

The second question is focused on hours spend in MMORPG, which can show us 

how much the player is invested in the MMORPG genre. Because there is not a clear 

game which can be shown as an example but as a whole industry. Which specification 
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written as an introduction, we can expect their investment and by this even if what type 

of player he is in a field of MMORPG genre, casual, core, hardcore player. 

3. What is your perception of microtransaction in the video game industry? 

a. Positive 

b. Neutral (I do not mind) 

c. Negative 

On the player, it will show how a player sees microtransaction. This is nothing 

new to the industry, but the question will help us understand the stand of the audience in 

very simple answers which are later divided in greater detail. At the start purpose of this 

question was to build a view for future context. 

4. How much money do you spend in MMORPG to a microtransaction for 

a month? (in Czech crown) 

a. Nothing 

b. 1 – 250 CZK   ~    0,1 – 10 EUR 

c. 251 – 700 CZK   ~    10 – 25 EUR 

d. 701 – 1200 CZK   ~    25 – 45 EUR 

e. 1201 – 2400 CZK   ~    45 – 90 EUR 

f. > 2400 CZK   ~    > 90 EUR 

Question of spend money has a purpose of seeing how many active players are 

paying into the game in repeated intervals set to month. The question also reveals how 

much people are willing to spend money into MMORPG. Second prices in euro are 

approximate  

5. What is the main purpose of your purchase on microtransaction? 

a. Support of developers  

b. Gain an advantage over other players 

c. Gain bonus items/content for a better game experience 

d. Faster progress throughout the game 
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The fifth question is more specific to the goal of the audience. What exactly is the 

main goal of spending money into microtransaction? With four pre-determinate goals 

with the help of pre-testers to correctly determinate main motives.  

6. Why do you play MMORPG games? 

a. PVE, exploration of the world 

b. PVP, player versus player 

c. Achievements, triumphs, high score 

d. Socializing, searching for friends, playing with friends 

As previously mentioned, each question is trying to reflect literature review and 

with this question is focus on Bartle player analysis, where he divided players into four 

categories. Exploration and PVE are connected. PVE as player versus environment has a 

strong connection with the exploration of given MMORPG.  

7. Do you think genre MMORPG is engaging enough to play PVE and PVP 

content? 

a. Yes, they encourage me to play PVE and PVP content. 

b. Yes, they encourage me to play PVE. 

c. Yes, they encourage me to play PVP 

d. No, they do not encourage me to play PVE or PVP content. 

e. No. They do not encourage me to play PVE. 

f. No, they do not encourage me to play PVP 

At many cases MMORPG has one core aspect why is the game popular, in some 

instances, it is raiding the dungeons (PVE), or great PVP system, some can seem very 

great in every aspect, but after playing some time, the player will discover that game does 

not encourage him to push forward. This happened to game Wildstar where the PVE 

content was lacking, and PVP was average. For the further purpose is to gain opinion in 

the genre itself in engaging enough.  
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8. How often are you participating in events (contests, questionnaires, 

tournaments), which are not built in the game itself? As an example, 

watching Twitch, YouTube, Reddit, forums, external websites during the 

year? 

a. I never participate 

b. 1 – 2 

c. 3 – 5  

d. 6 – 9 

e. 10 + 

Question is built to focus on the main aspect of this research and if players are 

aware of these events around the game. These events are described in a literature review 

to a deeper level. This question will give an only partial answer but very important if 

people search about this game and are genuinely interested in activities outside. 

9. Would you start or would you participate more if events outside of game 

if prizes were more valuable or for the majority of participating 

a. Yes, I would participate more if rewards would be for the majority 

b. Yes, I would participate more if rewards would be more valuable 

c. No, I do not care about the event outside of played MMORPG 

Question address issue if player´s want to participate or if they are interested in 

these events around the game. Question will give an answer if it is more valuable to put 

resources to the majority or to top winners of the event. 

10. What is your opinion on smaller events like tournaments, art, photo, 

meme contests? Events would be every week for certain rewards 

(cosmetic accessories, premium currency, boosts)? 

a. I would welcome these events, and I would try to participate regularly. 

b. No, I do not like these types of small events. 

c. I do not really care about this type. 

d. I only watch the main events. 
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Like the previous question but on a different scale. On the problematic topic is 

looked from a different point of view. Many games on video game industry have the main 

event throughout the year, especially multiplayer with focus on the competitive side. 

Question is trying to find out if the player would like to see more events in the played 

game.  

11. Would you welcome another way how to get premium currency or 

content behind "paywall" outside of spending real money? 

a. Yes, I would welcome new methods of how to gain premium currency or 

content behind "paywall." 

b. No, I do not need other methods of how to gain premium currency. 

Referring to the literature review on whole marketing methods, if a player would 

even like other methods in MMORPG game or the systems implemented in MMORPGs 

are enough. 

12. Would you rather see creating of content like contests, tournaments, 

questionnaires by developers or by content creators around the game? 

a. I would rather see developers support content creators (YouTubers, 

Streamers) in additional creations and events. 

b. I would rather see developers create content and events around the game. 

Communication between content creators and developers is very important, and 

if the bond between these two units is properly established further cooperation can lead 

to great success. Question is designed to ask the player what they would rather see. 

Developers has their own work to make additional content into the game or to make a 

patch for next seasons and content creators create traffic around the specific game. 

13. Please rate this type of microtransaction methods from your own 

experience (1 – I very like this type, 2 – I like it, 3 – I do not like, 4 - I very 

dislike this type) 

a. Pre-order 

b. In-game shops 

c. Loot boxes 

d. Season passes 
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e. Subscriptions 

Usually, in many types of this question are five types. By removing the neutral 

option is respondent to decide if he likes or dislike give type; otherwise, the neutral 

answer would be lost potential. In questions are presented the most used methods of 

monetization in the MMORPG genre. Audience will reveal what kind of microtransaction 

is most likeable and dislikeable. 

14. Do you have a monthly income? 

a. Yes 

b. No 

First personal question about income is to gain information if a person has income 

throughout the month, which can help to establish the next approach to respondent and 

create gain knowledge for the prizes or approach to the audience. 

15. How old are you? 

a. < 15 

b. 16 – 21 

c. 22 – 45 

d. 45 + 

Age is diversified into four categories for an ethic reason people under 15 are not 

specified further, and there would be less relevant data for this type of research. This type 

of question will help the determinate majority of MMORPGs genre. 

16. What is your gender? 

a. Male 

b. Female 

As for age, the focus is to gain greater demographic information about the 

respondent. Male and female have some differences which can be addressed in the further 

application into the research. 
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4 Data analysis and results in a discussion 

For data analysis and practical part of research in this chapter will be looking at 

the results of the questionnaire, time of data collection, analysing of hypothesis and 

suggest for further research into the problematic. At the further hypothesis is looked only 

at the main majority which is important and relevant to the research. 

4.1 Goal of research 

The goal of the research is to find more about a view on microtransaction in the 

MMORPG genre through daily users, gain a deeper understanding of main monetization 

models and how these are viewed. Suggest methods and see how people will react to these 

methods and suggest if the paying percentage of the player on the market would increase. 

By this, we can gain Deeper understanding the customer as a player. 

4.2 Data collection 

Data collection was running for two weeks from 13.04. 2020 to 24.04.2020 by the 

author and no other sources was used. The collection was done on Livestream platform 

Twitch by contacting content creators and asking them if they can send a questionnaire 

to the live chat. Players have tendencies making groups or going on the same places as 

twitch it is easier to find communities which are interested in the video game industry and 

has knowledge about MMORPG. By this method was achieved number of  

318 responses. In next capitol will be discussed demography of players. 

4.3 Demography 

From the total count of 318 respondent was able to ask for simple demographic 

question for basic distribution with three main questions about income, age and gender.  
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4.3.1 Q15: How old are you? 

 

15. Kolik je Vám let?

 Frequency Per cent Valid Percent

Cumulative 

Percent 

Valid <15 53 16,7 16,7 16,7 

16 - 21 184 57,9 57,9 74,5 

22 - 45 78 24,5 24,5 99,1 

45 + 3 0,9 0,9 100,0 

Total 318 100,0 100,0  
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 4.1 Q15: How old are you? 

 
From figure 4.1 can be seen that most of the respondent are around between 16 – 21. 
For the category 45+ is the least frequent with 1%. For the other two categories which 
make in total around 40% are under 15 years old and between 22-45 years old.  
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4.3.2 Q14: Do you have a monthly income? 

 

 

 

 

 
 

 

 
Figure 4.2 Q14: Do you have a monthly income? 

 
Figure 4.2 shows us how many respondents have a monthly income. With Ano = Yes 
and Ne = No can be seen that 44% of respondents answered that they have monthly 
income, and 56% answered that they do not have any monthly income. Both answers 
are relatively close to 50/50%   
  

14.Jste osoba, která má pravidelný měsíční příjem? 

 Frequency Percent Valid Percent

Cumulative 

Percent 

Valid Ano 139 43,7 43,7 43,7 

Ne 179 56,3 56,3 100,0 

Total 318 100,0 100,0  
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4.3.3 Q16: What is your gender? 

 

16. Jaké je vaše pohlaví?

 Frequency Percent Valid Percent

Cumulative 

Percent 

Valid Muž 296 93,1 93,1 93,1 

Žena 22 6,9 6,9 100,0 

Total 318 100,0 100,0  
 

 

 
Figure 4.3 Q16: What is your gender? 

 
Figure 4.3 telling us how many women and men have participated in the questionnaire. 
With over 90% of participants were men and woman are close to 7% overall of all 318 
answers. 
 

 

4.4 Hypothesis testing 

At the testing can be notice warning that some amount of cells does not have 
expected count. Later in interpretation is mentioned that this is not a problem because 
graphs are looking on the parts where is the biggest count which is important to these 
hypotheses.  
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4.4.1 Hypothesis 1 

 

Chi-Square Tests

 Value df

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 18,387a 12 0,104 

Likelihood Ratio 18,713 12 0,096 

Linear-by-Linear Association 0,248 1 0,618 

N of Valid Cases 318   

a. 6 cells (30,0%) have expected count less than 5. The minimum 

expected count is 1,31.

 
 

 
Figure 4.4 Q6 and Q5 

 
H0: Spending money into microtransactions has a connection with a player´s 

intent to play  
H1: Spending money into microtransactions has no connection with the player´s 

intent to play  
From the table can be seen that 6 cells are expected to count less than 5 but still for 
purposes of this research is this table viable. By the results is no significant connection 
X2 (12, N = 318) = 18,39, p >0,104, test on level of relevancy 0,05. Can state that 
hypotheses H0 not supported and between variables is no connection and H1 is accepted 
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4.4.2 Hypothesis 2 

 

Chi-Square Tests

 Value df

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 38,357a 12 0,000 

Likelihood Ratio 20,011 12 0,067 

Linear-by-Linear Association 0,029 1 0,865 

N of Valid Cases 318   

a. 9 cells (45,0%) have expected count less than 5. The minimum 

expected count is 12.

 
 

 
Figure 4.5 Q15 and Q5 

 
H0: Age of the players is tied with the purpose of spending money into 

microtransactions 
H1: Age of player is not tied with the purpose of spending money into 

microtransactions 
At the table can be seen that 9 cells have expected count less than 5. This is caused by 
the age of respondents, where is a very rate of people who answered 45+. This test is 
still viable for use. By results was found out that there is statistic significant correlation 
X2 (12, N = 318) = 38.36, p > 0,0001, tested on level of relevancy 0,05. Can be said that 
hypothesis H0 is accepted  
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4.4.3 Hypothesis 3 

 

 

 

 

 

 

 

 

 
Figure 4.6: Q2 and Q4 

 
H0: Players who play more tend to spend more money into microtransaction 

At the table, 19 cells have count less than 5. This is caused by Q4, where the majority of 
people answered that they do not spend money into microtransaction. The test is still 
viable. By the results is seen that there is significant correlation X2 (20, N = 318) = 
51,69, p > 0,0001 tested on level of relevancy 0,05. Can state that there is a relationship 
between variables and H0 is accepted.  
  

Chi-Square Tests

 Value df

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 51,686a 20 0,000 

Likelihood Ratio 42,913 20 0,002 

Linear-by-Linear Association 7,526 1 0,006 

N of Valid Cases 318   

a. 19 cells (63,3%) have expected count less than 5. The minimum 

expected count is 21.
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4.4.4 Hypothesis 4 

 

Chi-Square Tests

 Value df

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 29,701a 16 0,020 

Likelihood Ratio 27,775 16 0,034 

Linear-by-Linear Association 1,460 1 0,227 

N of Valid Cases 318   

a. 8 cells (32,0%) have expected count less than 5. The minimum 

expected count is 0,59.

 
 

 
Figure 4.7: Q2 and Q8 

 
H0: Player tends to participate in some sort of activity with bigger time investment 

into the game 
At the table can be seen that 32% of cells have expected count less than 5. This is still 
viable for this research and hypothesis. By the results is seen that there is significant 
correlation X2 (16, N = 318) = 29,70, p > 0,02 tested on level of relevancy 0,05. Can 
state that there is a correlation between variables and hypothesis H0 is accepted.  
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4.4.5 Hypothesis 5 

 

Chi-Square Tests

 Value df

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 39,348a 8 0,000 

Likelihood Ratio 38,646 8 0,000 

Linear-by-Linear Association 24,520 1 0,000 

N of Valid Cases 318   

a. 2 cells (13,3%) have expected count less than 5. The minimum 

expected count is 1,73.

 
 

 
Figure 4.8: Q8 and Q9 

 
H0: If rewards were for most of the participants/greater rewards player would 

start or participate more in these events 
At the table can be seen that 13,3% have expected count less than 5, which is in this 
case viable. By the results is seen that there is significant correlation X2 (8, N = 318) = 
39.35, p > 0,0001 tested on level of relevancy 0,05. Can state that H0 is accepted.  
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4.4.6 Hypothesis 6 

 

Chi-Square Tests

 Value df

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 16,288a 5 0,006 

Likelihood Ratio 16,366 5 0,006 

Linear-by-Linear Association 11,161 1 0,001 

N of Valid Cases 318   

a. 6 cells (50,0%) have expected count less than 5. The minimum 

expected count is 1,75.

 
 

 
Figure 4.9: Q4 and Q14 

 
H0: Players who have monthly income tend to spend more money into 

microtransactions 
At the table can be seen that 50% of cells have expected counts less than 5. This is 
caused by a very low response rate at the Q4 in spending microtransaction, which starts 
at 701 – 1200 and higher sum. Still for the purpose of this research is this table still 
viable. By the results is seen that there is significant correlation X2 (5, N = 318) = 16.29, 
p > 0,006 tested on level of relevancy 0,05. Can state that H0 is accepted.  
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4.4.7 Hypothesis 7 

 

Chi-Square Tests

 Value df

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 18,336a 20 0,565 

Likelihood Ratio 24,463 20 0,223 

Linear-by-Linear Association 5,209 1 0,022 

N of Valid Cases 318   

a. 19 cells (63,3%) have expected count less than 5. The minimum 

expected count is 16.

 
 

 
Figure 4.10: Q2 and Q7 

 
H0: Engagement in MMORPG has a connection with spend time in MMORPG 

H1: Engagement in MMORPG has no connection with spend time in MMORPG 
At the table can be seen that 63% of cells have expected count less than 5. This is 
caused by 7th question where a domination of answers is, PVP and PVE, only PVE 
engagements. By the results is seen that there is significant correlation X2 (20, N = 318) 
= 19.37, p > 0,565 tested on level of relevancy 0,05. Can state that H0 is not supported 
and H1 is accepted.  
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4.4.8 Hypothesis 8 

 

Chi-Square Tests

 Value df

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 14,825a 5 0,011 

Likelihood Ratio 15,513 5 0,008 

Linear-by-Linear Association 9,319 1 0,002 

N of Valid Cases 318   

a. 4 cells (33,3%) have expected count less than 5. The minimum 

expected count is 29.

 
 

 
Figure 4.11: Q10 and Q11 

 
H0: Players who would participate in events tend to accept other methods to gain 

content behind a paywall 
At the table can be seen that33% have expected count less than 5. As previously 
mentioned for purposes of this research is this still viable. By the results is seen that 
there is significant correlation X2 (5, N = 318) = 14.83, p > 0,011 tested on level of 
relevancy 0,05. Can state that H0 is accepted.  
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4.5 Frequency of results 

4.5.1 Q1: How did you learn about MMORPG? 

 

 Frequency Percent Valid Percent

Cumulative 

Percent 

Valid Doporučení 96 30,2 30,2 30,2 

Gameplay, Trailer 135 42,5 42,5 72,6 

Jiné 50 15,7 15,7 88,4 

Konference 2 0,6 0,6 89,0 

Reklama 25 7,9 7,9 96,9 

Sleva 10 3,1 3,1 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.12 Q1 

 
From figure 4.12 can be seen that most of the respondents have learnt about played 
MMORPG from Gameplay, recommendations and from other sources. The lowest rate 
of answers was at conferences. This question dominated Gameplay with 42%. 
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4.5.2 Q2: How often are you playing MMORPG during the week? (in hours) 

 

 Frequency Percent Valid Percent

Cumulative 

Percent 

Valid 1 - 10 171 53,8 53,8 53,8 

11 - 20 61 19,2 19,2 73,0 

21 - 35 39 12,3 12,3 85,2 

36 - 50 17 5,3 5,3 90,6 

50+ 30 9,4 9,4 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.13 Q2 

 
At the table supported by graph can be seen that most of the respondents are playing 
around 1 – 10 hours with 53% answers. Then can be seen lowering rate till 50+ hours 
where is higher response rate starting to be higher with 9%. 
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4.5.3 Q3: What is your perception of microtransaction in the video game 
industry? 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Negativně 132 41,5 41,5 41,5 

Neutrálně (nevadí mi) 163 51,3 51,3 92,8 

Pozitivně 23 7,2 7,2 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.14 Q3 

 
With the question on perception microtransactions, we can see a trend that most of the 
respondent have a neutral stand to microtransaction with 51,3% followed by negative 
perception with 41% and only 7,2% see microtransaction as positive for video game 
industry. 
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4.5.4 Q4: How much money do you spend in MMORPG to a microtransaction 
for a month? (in Czech crown) 

 

 Frequency Percent Valid Percent

Cumulative 

Percent 

Valid 1 - 250,- 79 24,8 24,8 24,8 

1201 - 2400,- 4 1,3 1,3 26,1 

2400,- + 7 2,2 2,2 28,3 

251 - 700,- 36 11,3 11,3 39,6 

701 - 1200,- 4 1,3 1,3 40,9 

Nic 188 59,1 59,1 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.15 Q4 

 
At the table is clear that most of the respondents do not spend anything into 
microtransaction with 59% followed on the second place 1 – 250 (1 – 10 euro) with 
24,8% and the third place took 251 – 700 (11 – 35) with 11,3%. Overall, 41% of 
respondents spend some finances into microtransaction during the month in periodical 
order. 
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4.5.5 Q5: What is the main purpose of your purchase on microtransaction? 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent

Valid Neodpověd (1) 61 19,2 19,2 19,2 

Podpora vývojářů 93 29,2 29,2 48,4 

Urychlení postupu hrou 19 6,0 6,0 54,4 

Získat bonusové 

předměty/obsah pro lepší 

herní zážitek 

132 41,5 41,5 95,9 

Získat výhodu nad ostatními 

hráči 

13 4,1 4,1 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.16 Q5 

 
At the graph, it can be seen that the respondent is spending money on bonus 
items/content for better player experience with 41,5%. Support of developers took 
second place with 29,2%. Those who did not answer are represented with a number (1) 
with 19,2%. 
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4.5.6 Q6: Why do you play MMORPG games? 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent

Valid Dosahování úspěchu, 

odznaků, vysokého skóre

47 14,8 14,8 14,8 

PVE, Prozkoumávání světa 190 59,7 59,7 74,5 

PVP, Hráč proti hráči obsah 49 15,4 15,4 89,9 

Socializování, hledání přátel, 

hraní s přáteli 

32 10,1 10,1 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.17 Q6 

 
From figure 4.17 can be seen that the domination of answer, PVE (player versus 
environment), exploring the world with 59,7%. Then the second place took PVP (player 
versus player). 14,8% is gaining achievements, high scores and the last is Socializing 
and searching for friends with 10%.  
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4.5.7 Q7: Do you think genre MMORPG is engaging enough to play PVE and 
PVP content? 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent

Valid Ano, hra je vtáhne jen do 

PVP obsahu 

14 4,4 4,4 4,4 

Ano, hra mě vtáhne jak do 

PVP tak i PVE obsahu

191 60,1 60,1 64,5 

Ano, hra mě vtáhne jen do 

PVE obsahu 

84 26,4 26,4 90,9 

Ne, odrazuje mě hrát PVE 

obsah 

3 0,9 0,9 91,8 

Ne, odrazuje mě hrát PVP 

obsah 

19 6,0 6,0 97,8 

Ne, odrazuje mě of PVE i 

PVP obsahu 

7 2,2 2,2 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.18 Q7 

 
From the table and graph can be seen that most of the answers are for PVE content in 
the MMORPG, which is engaging. With 60% is the PVE and PVP content and in the 
second place with 26% is only PVE content. Then the negative type of answers has a 
very low ration of answers around 9% overall.  
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4.5.8 Q8: How often are you participating in events (contests, questionnaires, 
tournaments), which are not built in the game itself? As an example, 
watching Twitch, YouTube, Reddit, forums, external websites during the 
year? 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 – 2 114 35,8 35,8 35,8 

10 + 41 12,9 12,9 48,7 

3 – 5 41 12,9 12,9 61,6 

6 – 9 11 3,5 3,5 65,1 

Nikdy se nezúčastňuji 111 34,9 34,9 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.19 Q8 

 
From the graph, it is clear the most respondents are not participating or have low 
participation during the year. 34,9% of respondents’ answers that they do not participate 
at all and 35,8% participate in some kind of event or activity 1 – 2 times around played 
MMORPG. 
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4.5.9 Q9: Would you start, or would you participate more if events outside of 
game if prizes were more valuable or for the majority of participating 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent

Va lid a. Ano, zúčastnil/a bych se 

více, kdyby odměny byly pro 

většinu z účastněných

170 53,5 53,5 53,5 

b. Ano, zúčastnil/a bych se 

více, kdyby odměny byly 

hodnotnější 

50 15,7 15,7 69,2 

c. Ne, nezajímám se o 

události kolem hraného 

MMORPG 

98 30,8 30,8 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.20 Q9 

 
In this graph can be seen that majority of people would like to participate if rewards 
were for most of the participants with 53,3% as the second groups of a player which do 
not care about events or activity around player MMORPG is 30,8% and respondents 
would participate more if the rewards were more valuable with 15,7%. 
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4.5.10 Q10: What is your opinion on smaller events like tournaments, art, photo, 
meme contests. Events would be every week for certain rewards 
(cosmetic accessories, premium currency, boosts)? 

 Frequency Percent Valid Percent 

Cumulative 

Percent

Valid a. Přivítal/a bych tyto eventy 

a snažil se pravidelně 

účastnit 

146 45,9 45,9 45,9 

b. Ne, nemám rád tento typ 

malých událostí 

26 8,2 8,2 54,1 

c. Nějak se nezajímám o 

tento typ obsahu 

90 28,3 28,3 82,4 

d. Sleduji pouze hlavní, 

primární události 

54 17,0 17,0 99,4 

Jsem rád když je vidím ale 

většinou se nezapojuji

1 0,3 0,3 99,7 

Sledoval bych je ale 

neúčastnil se 

1 0,3 0,3 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.21 Q10 

At question 10 can be seen that weekly activity, events around played MMORPG would 
welcome and tried to participate in around 45% of answers. As the second biggest group 
with 23,3% are respondents who do not care about this type of content and for the third 
main groups are people who watch only main events in MMORPG with 17%. 
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4.5.11 Would you welcome another way how to get premium currency or 
content behind "paywall" outside of spending real money? 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent

Valid a. Ano, přivítal bych nové 

metody jak získat prémiovou 

měnu nebo obsah za 

„paywall “ 

226 71,1 71,1 71,1 

b. Ne, nepotřebuji další 

způsoby jak získat 

prémiovou měnu 

92 28,9 28,9 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.21 Q11 

 
From the table, we can see 2 answers where one dominance and that is that most of the 
respondents would like to see new methods to gain premium currency or content behind 
the “paywall” with 71,2%%. 
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4.5.12 Would you rather see creating of content like contests, tournaments, 

questionnaires by developers or by content creators around the game? 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent

Valid a. Radši bych viděl vývojáře 

podporovat tvůrce obsahu 

(Youtubery, Streamery) ve 

tvorbě událostí 

182 57,2 57,2 57,2 

b. Radši bych viděl samotné 

vývojáře vytvářet události

136 42,8 42,8 100,0 

Total 318 100,0 100,0  
 
 

 
Figure 4.23 Q12 

 
In the question for supporting content creators or developers should make some kind of 
events we can see more equality where 57% of respondents would rather see answer a) 
supporting content creators and with 43% b) developers should make that content. 
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4.5.13 Please rate this type of microtransaction methods from your own 
experience (1 – I very like this type, 2 – I like it, 3 – I do not like, 4 - I very 
dislike this type) 

 

 
13. 

Předobjednávky 

13. In-game 

obchody 13. Loot box 13.Season pass 13. Předplatné

1 20,4% 25,8% 42,5% 26,7% 27,7% 

2 20,4% 31,8% 26,4% 25,5% 38,1% 

3 39,3% 33,6% 21,7% 33,6% 25,2% 

4 19,8% 8,8% 9,4% 14,2% 9,1% 

 
 

 
Figure 4.24 Q13 

 
At the question where respondents rated 5 main types of microtransaction can be seen 
that pre-orders and season pass is the most likeable type of microtransaction, and the 
loot boxes are the most hated type of microtransaction. 
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4.6 Interpretation of results in demography 

Results for the demography are such that the majority of the people who answered 

are between 16 – 45 in a closer look can be seen that 16 – 21 dominate in questionnaire 

this could mean that most of the people who play some kind of MMORPG are in school 

or entered on the university. Between 22 – 45 can be seen as the second most answered 

answer, even this is a wide range at an age as the third group are between under 15 years 

old. For the use of this question should show which age sort of people are main playing 

MMORPG and by this focused marketing around these groups of people because for a 

younger audience is better to implement modified marketing then for an older audience. 

In praxis this can mean more colourful in the events, using more trends for a certain type 

of events as an example can be used massive Travis Scott concert made in Fortnite were 

10,7 million people attended this event. (Epic Games, 2020) 

As for the gender is showing which gender more likely playing MMORPG types 

of game, where the majority of people are man. With such a majority of man, there can 

be some modification to marketing which can be more oriented on the male audience. 

Not only marketing but also in the game. Games like TERA, Black Desert Online, Blade 

& Souls where is equipped on the character (armour, helmet, gloves, boots) are in a more 

sexual undertone with its visualization. (Olivetti, 2010) 

For the monthly income is a simple yes or no question because of privacy. Even 

this could mean the whole income of the respondent could go on living. This research did 

not want to focus on how much respondents have for monthly income because of privacy. 

At this question can be seen that the close numbers. For further use in future can be 

modified rewards if players have some kind of monthly income, we can suggest some 

sale ticket for 20,30 or 40% on the in-game shop or some kind of premium content. Even 

still that more people do not have monthly income could be used for propagation, sharing 

on a different website and for this will participant gain in-game benefits/item/content. 
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4.7 Interpretation of results of hypothesis and main questions 

For the interpretation of hypothesis and main question which are from 1 – 13. 

Main are because these questions are connected to the research with purpose which is 

mentioned in the methodology. In the analysis is 8 hypotheses constructed in a very 

similar way, In the analysis is important majority of people and not the exceptions. 

The first focus will be on hypothesis itself where is an interesting finding of 

players and their opinions as for the first hypothesis where the purpose of playing and 

buying has no significant correlation, and player overall like to buy items/content to have 

better gameplay experience regardless if the main focus is PVE or PVP content, look 

good in the game, have something extra over other players is a strong desire, simply stand 

above others. 

In other many hypothesis focus if players would like to see something new or old 

events but more frequent way which shows that players would like to see more frequent 

events through the year, could be smaller one and then are 2 sides where one side would 

like to see these events produced by developers even its smaller side and o the other side 

we can see that developers should support these content creator about creating new events 

which should bring a new audience to the table to work with. Events like Steamers 

tournaments this can be seen at MOBA league of legends game where content creators 

on twitch are making own tournaments where they take own spectators to play and engage 

them to the own content which they are producing without the help of RIOT company. 

Can be said that League of Legends is a competitive game but for MMORPG with PVP 

content can be this replicate and developers can start support content creators to produce 

such content. (knowledge Base, 2020, Xnapy, 2020) 

As another hypothesis and question was focused on spending to these 

microtransactions and many players responded that they do not spend anything into 

microtransaction or if they do then a very little amount of money plus they would like to 

welcome new methods how to gain premium content behind "paywall". Because many of 

people do not even participate in any kind of events which create developers then if 

developers would attract players where prizes would be for the majority of people, then 

people would start to participate more as the research showed. Also as another finding is 

that large portion of these players spend around 10 hours in the game and with increasing 

time it starts to fall these players could be told these are casual because they do not spend 
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a large portion of their time in the time, after 10 hours can be said that these player are 

core player. These players like to play the game for their own reason and genuinely like 

to play after 50 hours we could say these player are hardcore player which more likely 

devote their free time into that specific MMORPG there we can see a trend that specific 

MMORPG has engaging PVE and PVP content or only PVE which is for MMORPG very 

important. 

As for the pure microtransaction models can be seen that player really do not like 

Loot box mechanics as mentioned in the literature review, it is more gambling mechanic 

with random drop change on any kind of item. The subscription model was widely used 

in MMORPG games which have this model are World of Warcraft and SWTOR, but the 

rising trend in the game industry are season passes which are a likeable type of 

microtransaction overall, the player will for the content where he needs to unlock first, 

and many companies on video game field try various methods. As for the most likeable 

type of content are Pre-orders which is dangerous because it hurts the game industry, even 

players will gain bonuses with pre-order. The danger is in promises of the game where is 

presented as it should be but, in reality, can be quite different. Can be seen at Fallout 76. 

The safest way to go for developers is through season passes.  
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5 Conclusion 

In the year 2020, over 15 million players experienced genre called MMORPG, 

and each title is trying to be in some way unique. (MMO Population, 2020) Story, 

Gameplay or character design these aspects can create necessary uniqueness and help 

given MMORPG to be well known. Throughout the time MMORPG went through few 

monetization changes. At the start, it was subscription and later free-to-play model and 

was established five main monetization methods, Pre-orders, in-game shops, season 

passes, loot boxes and subscription. 

Customer, in this case, is a player and player have on the market-wide variety of 

options to choose MMORPG on his preferences. Developers are, on the other hand, are 

trying to get the player´s attention and play their game. The next step is usually 

monetizing the player where comes this research. Many developers have their strategies 

on how to turn the non-paying player into paying player; some are more successful some 

are less. 

The suggestion models to get more significant revenue were through a 

questionnaire, contests, and tournaments. Video game industry using these methods to 

increase public awareness or turn player into paying player, but these methods are not 

very often used in MMORPG. Though the research was finding out that players would 

like to see these methods implemented into MMORPGs with some reward, in praxis, the 

questionnaire can be offered in the game for some rewards and after completing then sold 

results to third parties which can be in this cases software or hardware companies. In the 

case of Contest, these can be significantly used for increasing public awareness by that 

attract new players. From the results, the majority would like to see some reward for most 

people. This reward can be as sales, exclusive item, or coupons in the next in-game. In 

term of tournaments which will allow growing e-sport scene where can be bigger prize 

pools and this will gain the attention of other people and increase public awareness. With 

live PVP scene is more comfortable to keep playing in the game.  

At the managerial point of view can be seen some exciting results, especially at 

the main questions. Like implementing these models into the game gain public awareness. 

Developers are actively trying to find new ways of monetization some became 

infamous like Star Wars Battlefront II and loot boxes for 2000 dollars mentioned in the 

literature review or more successful like season passes implemented by Fortnite. These 
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proposed models can help increase revenue and in results are clear that players would like 

to see these models/methods. Players overall want these changes and closer connection 

with core player base with examples like supporting content creators or making smaller 

evens can help the game itself and in broader context company will be more profitable. 

This can attract new investors, expand the company, create a strong brand and many more. 

On the legislative side of research. There could be a potential hazard with one 

specific model of microtransaction, and these are loot boxes. These models creating a 

more competitive environment, and there is no need or minimal regulations. 

As a suggestion for further research, there are many how-to expand the research 

with several methods one of them is focused on one of the three proposed methods, 

questionnaire, tournaments, contests with full focus on one MMORPG, so choose one 

MMORPG and ask this specific audience on a modified questionnaire how 

microtransaction could be better. Another way is to focus purely on the method mentioned 

earlier and gain even more in-depth knowledge about it and ask general player base in 

MMORPG how it could be implemented to serve the needs of MMORPG genre overall. 

As a final suggestion is to choose one specific MMORPG and tried to implement 

all of the methods to work with possible additional methods where this could reveal 

potential improvements for the model what that specific MMORPG uses. 
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Appendix 1 
Mikrotransakce v MMORPG 

 
 
Vážená respondentko, vážený respondente, 
 
rád bych Vás požádal o vyplnění tohoto dotazníku, který slouží pro potřeby zpracování 
mé bakalářské práce na téma mikrotransakcí v MMORPG hrách. 
 
Každou otázku prosím vyplňte z vlastních zkušeností ohledně momentálně hraného 
nebo posledního MMORPG co jste hráli. 
 
Pro lepší definice MMOPRG – jedná se o hru na hrdiny o více hráčích, ve fiktivním 
světě. Jedná se o klasické MMORPG ( World of Warcraft, Final Fantasy VII, Guild 
Wars 2, The Elder Scrolls Online, Neverwinter, EVE online, Destiny 2 a mnoho 
dalších). 
 

1. Jak jste se dozvěděli o MMORPG? 
Buď momentální nebo poslední hrané MMORPG. 
- Reklama 
- Gameplay, Trailer 
- Konference 
- Doporučení 
- Sleva 
- Jiné 

 
2. Jak často hrajete MMORPG během týdne? (v hodinách) 

- 1 – 10 
- 11 – 20 
- 21 – 35 
- 36 – 50 
- 50 + 

 
3. Jak Vnímáte mikrotransakce ve video herním průmyslu? 

- Pozitivně 
- Neutrálně (nevadí mi) 
- Negativně 

 
4. Kolik průměrně utratíte peněz za mikrotransakce v MMORPG za měsíc? 

(v Kč) 
- Nic 
- 1 – 250 CZK 
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- 251 – 700 CZK 
- 701 – 1200 CZK 
- 1201 – 2400 CZK 
- > 2400 CZK 

 
5. Za jakým účelem utrácíte za mikrotrasakce? 

- Podpora vývojářů 
- Získat výhodu nad ostatními hráči 
- Získat bonusové předměty/obsah pro lepší herní zážitek 
- Urychlení postupu hrou 

 
6. Za jakým účelem hrajete MMORPG hry? 

- PVE, prozkoumávání světa 
- PVP, Hráč proti hráči obsah 
- Dosahování úspěchu, odznaků, vysokého skóre 
- Socializování, hledání přátel, hraní s přáteli 

 
7. Myslíte si, že žánr MMOPRG her Vás dostatečně vtáhne do PVE a PVP 

obsahu? 
- Ano, hra mě vtáhne jak do PVP tak i PVE obsahu 
- Ano, hra je vtáhne jen do PVP obsahu 
- Ano, hra mě vtáhne jen do PVE obsah 
- Ne, odrazuje mě od PVE i PVP obsahu 
- Ne, odrazuje mě hrát PVE obsah 
- Ne, odrazuje mě hrát PVP obsah 

 
8. Jak často se účastníte událostí (soutěže, dotazníky, turnaje), které nejsou 

přímo ve hře samotné? například sledování (Twitch, redddit, fóra, externí 
stránky) během roku. 
- 1 – 2 
- 3 – 5 
- 6 – 9 
- 10 + 

 
9. Začali byste se účastnít nebo účastnili by jste se více událostí mimo hru 

samotnou, kdyby odměny byly hodnotnější nebo pro většinu z účastněných? 
- Ano, zúčastnil/a bych se více, kdyby odměny byly pro většinu z účastněných 
- Ano, zúčastnil/a bych se více, kdyby odměny byly hodnotnější 
- Ne, nezajímám se o události kolem hraného MMORPG 

 
10. Jaký je Váš názor na menší události jako jsou turnaje, art, photo, meme 

soutěže, které by se konaly týdně za různé odměny (prémiová měna, 
kosmetické doplňky, boosty)? 
- Přivítal/a bych tyto eventy a snažil se pravidelně účastnit 
- Ne, nemám rád tento typ malých událostí 
- Nějak se nezajímám o tento typ obsahu 
- Sleduji pouze hlavní, primární události 

 
11. Přivítali byste nové způsoby jak získat prémiovou měnu nebo obsah za 

"paywall" mimo reálných peněz? 
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- Ano, přivítal bych nové metody, jak získat prémiovou měnu nebo obsah za 
„paywall“ 

- Ne, nepotřebuji další způsoby, jak získat prémiovou měnu 
 

12. Viděli byste radši tvoření obsahu formou soutěží, turnajů, dotazníků. 
Samotnými vývojáři nebo tvůrci obsahu kolem hry? 
- Radši bych viděl vývojáře podporovat tvůrce obsahu (Youtubery, Streamery) 

ve tvorbě událostí 
- Radši bych viděl samotné vývojáře vytvářet události 

 
13. Prosím ohodnoťte typ mikrotransakcí z vlastní zkušenosti (1 – velmi se mi 

nelibí, 2- nelíbí se mi, 3 - líbí se mi 4 – velmi se mi líbí) 
- Předobjednávky 
- In - game obchody 
- Loot box 
- Season pass 
- Předplatné 

 
14. Jste osoba, která má pravidelný měsíční příjem? 

- Ano 
- Ne 

 
15. Kolik je Vám let? 

- <15 
- 16 – 21 
- 22 – 45 
- 45 + 

 
16. Jaké je vaše pohlaví? 

- Muž 
- Žena 
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Appendix 2 
Microtransaction in MMORPG 

 
 
Dear respondent, 
 
I would like to ask for taking this questionnaire. Results are used in my bachelor paper 
on motive of microtransaction in MMORPG games. 
 
Answer please from your own experience with currently playing MMORPG or last 
played MMORPG. 
 
Definition of MMORPG: It is a role-playing game ´with massive amount of people in 
fictional world. It is classical MMORPG (World of Warcraft, Final Fantasy VII, Guild 
Wars 2, The Elder Scrolls Online, Neverwinter, Destiny 2 and many more) 
 

1. How did you learn about MMORPG? 
- Advertisement 
- Gameplay, Trailer 
- Conference 
- Recommendation 
- Sale 
- Other 

 
2. How often are you playing MMORPG during the week (in hours) 

- 1 – 10 
- 11 – 20 
- 21 – 35 
- 36 – 50 
- 50 + 

 
3. What is your view on microtransaction in video game industry?  

- Positive 
- Neutral (I do not mind) 
- Negative 

 
4. How much money do you spend in MMORPG to a microtransaction for a 

month? (in Czech crown) 
- Nothing 
- 0,1 – 10 EUR 
- 10 – 25 EUR 
- 25 – 45 EUR 
- 45 – 90 EUR 
- > 90 EUR 

 
5. What is the main purpose of your purchase on microtransaction? 

- Support of developers  
- Gain an advantage over other players 
- Gain bonus items/content for a better game experience 
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- Faster progress throughout the game 
 

6. Why do you play MMORPG games? 
- PVE, exploration of the world 
- PVP, player versus player 
- Achievements, triumphs, high score 
- Socializing, searching for friends, playing with friends 

 
7. Do you think genre MMORPG is engaging enough to play PVE and PVP 

content? 
- Yes, they encourage me to play PVE and PVP content. 
- Yes, they encourage me to play PVE. 
- Yes, they encourage me to play PVP 
- No, they do not encourage me to play PVE or PVP content. 
- No. They do not encourage me to play PVE. 
- No, they do not encourage me to play PVP 

 
8. How often are you participating in events (contests, questionnaires, 

tournaments), which are not built in the game itself? As an example, 
watching Twitch, YouTube, Reddit, forums, external websites during the 
year? 
- I never participate 
- 1 – 2 
- 3 – 5  
- 6 – 9 
- 10 + 

 
9. Would you start or would you participate more if events outside of game if 

prizes were more valuable or for the majority of participating 
- Yes, I would participate more if rewards would be for the majority 
- Yes, I would participate more if rewards would be more valuable 
- No, I do not care about the event outside of played MMORPG 

 
10. What is your opinion on smaller events like tournaments, art, photo, meme 

contests? Events would be every week for certain rewards (cosmetic 
accessories, premium currency, boosts)? 
- I would welcome these events, and I would try to participate regularly. 
- No, I do not like these types of small events. 
- I do not really care about this type. 
- I only watch the main events. 

 
11. Would you welcome another way how to get premium currency or content 

behind "paywall" outside of spending real money? 
- Yes, I would welcome new methods of how to gain premium currency or 

content behind "paywall." 
- No, I do not need other methods of how to gain premium currency. 

 
12. Would you rather see creating of content like contests, tournaments, 

questionnaires by developers or by content creators around the game? 
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- I would rather see developers support content creators (YouTubers, 
Streamers) in additional creations and events. 

- I would rather see developers create content and events around the game. 
 

13. Please rate this type of microtransaction methods from your own 
experience (1 – I very like this type, 2 – I like it, 3 – I do not like, 4 - I very 
dislike this type) 
- Pre-order 
- In-game shops 
- Loot boxes 
- Season passes 
- Subscriptions 

 
14. Do you have a monthly income? 

- Yes 
- No 

 
15. How old are you? 

- < 15 
- 16 – 21 
- 22 – 45 
- 45 + 

 
16. What is your gender? 

- Male 
- Female 

 
  



90 

Appendix 3 
Student project ethics approval form 
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