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Abstract 

The primary research question is how marketing is done for virtual goods in F2P games 

and how marketing influence consumers' past purchase decision and future purchase 

intention. In particular it is argued if a traditional model like the marketing mix (4Ps) is 

suitable and rather effective for shaping the games' vendors offerings for the players. 

For this purpose this research studies both, the producers' perspective regarding the 

development studios' perspective of marketing of virtual goods and the consumers' 

perspective regarding the players' perception of the applied marketing mix for virtual 

goods.     

Therefore two kinds of empirical approaches were chosen: (1) Explorative, qualitative 

interview with eleven German F2P games' professionals to get producers' perspective, 

and (2) a quantitative cross-sectional online survey collecting data about demographic 

data, F2P preferences, and perception of marketing mix components drawing a 

convenience sample by over 400 consumers of virtual goods. 

The study's results indicate that the marketing mix is already used partially in F2P 

games for virtual goods, although an involvement of marketing concept into the game 

development team should be done with care. Marketing in general is barely conducted 

inside the games' project teams, whereas specialized monetization teams practice this 

marketing function. The study indicates that there is a slightly causal relationship 

between the perceived quality of the marketing mix by respondents and ones' short-

term purchase intention in contrary to the amount of spent money for virtual goods. 

The study revealed another interesting relation, in particular the more recent the last 

purchase was done, the higher the short-term purchase intention becomes of 

respondents. 
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1 Introduction 

1.1 Background 

The recent release of the game “Evolve” by Turtle Rock Studios 

(https://www.turtlerockstudios.com) in February 2015 was some kind of a revolution, 

not only because of its unique competitive, asynchronous game play mode, that four 

hunters are chasing one monster, which can evolve by eating animals on the virtual 

planet Sheer's biosphere in order to hunt the hunters later. No, it was a revolution 

because its publisher 2K (https://www.2k.com), which markets the game decided to 

offer the game on a normal Pay2Play business model, including F2P elements. So the 

game is sold for the normal price around EUR 50, whereas additional hunters, 

monsters, or even different outfits for both opposing parties are offered for prices below 

EUR 10.  Players reacted harsh on this kind of offerings in front, neglecting the product 

due to its kind of hated model in the world of core games and players, although the 

audience liked the general concept of the game. This product might open the next era 

of games, facilitated by the F2P model, after farms and cities were built, spaceships 

were destroyed, weaponry crafted and sold, demons sent back to hell, poker matches 

were done or emoticons created, mostly all of them with hard earned avatars or bought 

virtual items such as grain, building materials, laser weapons, or mighty swords, 

purchased by players.  

2K did a decent job on marketing before and after the release in February 2015, 

providing a product with unique sales proposition and therefore clear differentiation 

criteria, different pricing either one-time fee and/or subscription based models. The 

publisher distributes the game via retail for PC and all next gen consoles such as 

Sony's Playstation 4, and Microsoft's XboxOne, as well as in online stores to distribute 

it digitally, mostly Steam (http://steampowered.com). Besides high-quality and 

emotional media footage, numerous advertisements on different channels, 2K placed 

the game in the E-Sport League (ESL) (http://www.esl.eu) so it can be played 

competitively by professional players around the world to finally building a new brand 

IP with Evolve.  This kind of marketing is state of the art or as (Tassi, 2015) stated in 

the online magazine Forbes, it is not unique in terms of pay-to-play for retail games. 

Although it might be interesting to have a closer look at marketing of games in general, 

this thesis is meant to go one level deeper at the level of virtual goods, which are 

offered within the game. 
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Figure 1 
Screenshot of the German in-game Marketplace of the Game Evolve by Turtle Rock 
Studios.  

 

 

 
 
In particular, Evolve offers to purchase new hunters of each of the four classes: 

Assault, Support, Trapper, and Medic for around EUR 15, additional visual styles such 

as hunters' clothes or weapons with different colors and/or emblems, or other monster 

characters (see figure Figure 1) or skins for around EUR 3.  

So this paper tries to find out more about how marketing is done in general for virtual 

goods offered in F2P games and in particular, whether the traditional marketing mix 

can be applied for such non-physical goods exclusively contributing to the financial 

success of F2P titles. 

 

1.2 Research Question 

This study is focussing on marketing of virtual goods, especially in games which utilize 

the Free-To-Play (F2P) business model.  

The primary research question is how marketing is done for virtual goods in F2P games 

and how marketing influence consumers' past purchase decision and future purchase 

intention. In particular it is argued if a traditional model like the marketing mix (4Ps) is 

suitable and rather effective for shaping the games' vendors offerings for their 

audience. For this purpose, this exploratory research studies both, the producers' 

perspective regarding the development studios' perspective of marketing in terms of 
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virtual goods and the consumers' perspective regarding the players' perception of the 

applied marketing mix components for virtual goods.     

Therefore two kinds of empirical approaches were chosen: (1) Qualitative in-depth 

interviews with eleven German F2P games' professionals to get producers' 

perspective, and (2) a quantitative cross-sectional online survey collecting data about 

demographic data, F2P preferences, and perception of marketing mix components 

from over 400 F2P games' players and consumers of virtual goods. 

The study hopes to get insights for academic research of virtual goods in general and 

especially for the functioning of marketing. Additionally this study aims to provide 

managerial input for F2P games' companies or more general for firms offering any kind 

of virtual goods. To the best of the author's knowledge, this is the first study examining 

marketing of virtual goods on both a qualitative and a quantitative level. 
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2 Theoretical / Literature review 

This section will give a rough overview about the economic landscape of the global 

games market regarding F2P games, their marketing approaches and monetization 

apps, and theories on the traditional marketing mix, concluding in the investigation of 

the marketing mix for virtual goods in F2P games.  

2.1 Global Games Market 

Economic Environment 

The global gaming economy is very strong and stable, although global economy 

stagnated or declined. The games market grew continuously over 5% each year until 

2013 and is expected to develop further with an average yearly growth rate (CAGR) of 

10.1% (Newzoo, 2014b). The value system (and the nested value chains) changed a 

lot in the last decade as described in the first section. Especially mobile and online 

gaming become more attractive through better performance, lower prices, higher 

bandwidths, and affordable service contracts. The stop of roaming in Europe in 2014 

will further facilitate mobile gaming in the following years. 

 

Value system digital games 

The value system for the digital games market as a whole and especially the value 

chains for developers and for publishers changed to a high degree in the last decade. 

Basically during the last decade new markets, in particular mobile and social games 

were created either by the rising of social networks, primarily Facebook with social 

games, most famously the company Zynga, or with upcoming Mobiles, especially 

adapting to smartphone generations or touchscreens with e.g. Rovio's Angry Birds 

(https://www.angrybirds.com) or Supercell's Clash of Clans 

(http://www.supercell.net/games/view/clash-of-clans). 

Traditionally, game development studios start to work on their game idea and try to 

pitch their projects to publishers and sometimes to classical investors, in order to fund 

their development and to get their game marketed and distributed. Developers 

sometimes work for other markets and companies as such, which are interested in 

advertisement or in marketing their physical products.  

Nowadays game studios provide their expertise about games to traditional 

incorporations with gamification approaches to extend e.g. existing business software 

by game mechanics. Another, relatively normal, use case is that a game developer 

gets a project directly from the publisher, which was created as a result of a marketing 

https://www.angrybirds.com/
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analysis, potential trends, or based on revenue potential (for example these kind of 

horse-games for children, which are “very” unpopular in the games developer 

community). 

 
Figure 2 
Value System Games Traditional versus new Model. 
 

 

 
 

Most publishers, especially bigger ones such as Ubisoft or Electronic Arts, do 

backward vertical integrations respective in-source, meaning they occupy their own 

game development department and/or are major shareholders of game development 

studios. These days one group becomes more and more important, the indie 

developers (short: “Indies”), who develop their games without a publisher or, generally 

speaking, without typical, external investments by changing their organizational 

structure or market-relevant by revenue share models. Minecraft for example, began 

as a simple game jam experiment and became the 3rd best-selling game ever with 

over 50m downloads on all platforms, and finally got bought by Microsoft in September 

2014 for USD 2.5bn1. The game's basics were developed without any fund by one 

single person, namely Markus Persson.  

Web-based crowd-funding platforms such as Kickstarter (http://www.kickstarter.com) 

offer huge potential to fund indie projects and are quite interesting especially for well-

known studios or game creators and/or popular ideas in the games community. 

Additionally they disrupt the market and add a shortcut to the traditional value system, 

in particular publishers' original business to finance games (see section - Figure 2). 

                                            

1 https://mojang.com/2014/09/yes-were-being-bought-by-microsoft/ retrieved 26th of September 2014. 

https://mojang.com/2014/09/yes-were-being-bought-by-microsoft/


Virtual Marketing Mix  14 

 
 

Retailers like Saturn in Germany and others, which offer the games to the ultimate-

consumers get also disrupted due to the increasing bandwidth and the possibility to 

buy games digitally on platforms like Valve's Steam, Ubisoft's UPlay as well as other 

networks and stores such as from console vendors like Sony's Playstation Network 

(PSN), Microsoft's Xbox Live etc. There is even more disruption to the marketing and 

distribution of games to a mass audience by the maturity of mobile entertainment 

platforms such as Apple's iTunes, Google's GooglePlay or Amazon's app-store. 

Furthermore companies such as GameStop (http://www.gamestop.com) are 

additionally threatening the typical retail business because consumers can sell already 

played products to other interested consumers. Cloud possibilities such as Amazon's 

S3 and payment gateways and processors such as PayPal (https://www.paypal.com) 

make developers capable to offer their games even on their own studios' website. 

Normally a game consists of several parts such as graphic, sound, artificial 

intelligence, code, game design, and networking functionality (for online games, social 

and casual games). The more parts a technology company covers, the easier it is to 

create games for them (and for others who license it). So it is quite clear why a lot of 

technology vendors originally created games and others started the creation of games 

after they had developed technology. Companies like Crytek (http://crytek.com or Epic 

Games (http://epicgames.com) created first games with Farcry, the Crysis series or 

Unreal, which were quite successful and represent milestones in the games' history 

especially due to their high visual quality. Driven by that success these companies 

could create scalable game engines, which embed all of the above mentioned areas 

of a game and utilize their resources and capabilities in fact in two activities: technology 

creation and games creation. What these companies achieved is ideal, because every 

technology vendor needs a track-record, which can be shown to clients and to proof 

the technology. So a further side-effect is that firms create their own proof of concept 

of their technology, increasing the quality and creating additional value besides the 

technology. 

 

B2C Games Market 

A new update of the “Global Games Investment Report”, done by (Digi Capital, 2014),  

forecasts that the global market for video games is expected to grow with an average 

yearly growth rate (CAGR) of 10.1% from around USD 90bn in 2013 to about USD 

120bn in 2017. 
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Figure 3  
Global Games Market in 2013 (Left: Per Market Segment / Right: Per Region) by 
(Newzoo, 2014b). 
 

 

 
 
An updated research from (Newzoo, 2014b) stated a lower value about USD 100bn. 

Analysts like Digi-Capital or Newzoo expect that the online and mobile games markets 

have the biggest growth, resulting in over 50% of the global video games market until 

2017. (Newzoo, 2014b) provided similar key figures than Digi-Capital. In detail Newzoo 

stated that tablet games, casual (web-)games, Massively Multiplayer Online Games 

(MMOGs), and mobile phone games, which are considerably contributing to online and 

mobile gaming, account cumulated for a 58% (USD 47bn) share (see table (Table 1)) 

of the expected total global games market size of USD 82bn in 2014. The German 

agency yStats.com published a new market study about the global online gaming 

market, which states that over 40% of Internet users plays games online and that 

gamers moving away from consoles and pre-installed pc games toward online and 

mobile games (yStats, 2014).  

 
Table 1 
Expected Volume 2014 for relevant on-line Market Segments based on (Newzoo, 
2014b). 
 

Market Segment 
Gamers  

in m 
heads 

Year-on-year  
growth 

Market Share 
in % 

Market Share 
in bn USD 

Tablet 527 37% 8% 6,5 

Casual Webgames 1.289 4% 9% 7,6 

MMO Games 885 16% 22% 17,8 

Mobile Phone Games 1.268 19% 19% 15,2 

Sum/Average Σ3.969 ø19% Σ58% Σ47,1 
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Market Segments 

Traditionally the digital games market is segmented by: 

 Geographic areas: North America US/Can, Asia, Europe (see also Figure 3/ 

Right).  

 Target operating systems/platforms: Consoles, Mobile, Online, Handhelds, PC, 

Mac, Linux. 

 Genre: Action, FPS, strategy, puzzle, platform, simulation game 

 Type of game: Casual, social, core games, [serious and educational games] 

(see also Figure 3/ Left) 

Besides those “traditional” segments the games research agency Newzoo presented  

a new segmentation approach by so called “screens” at Game Developers Conference 

(GDC) San Francisco in 2012 (Newzoo, 2012). Newzoo introduced four purposeful 

segments like shown in the following image (Figure 4). 

Target group / Players 

Typically, target groups of players are categorized via age groups and/or gender. The 

US entertainment software association published a new study in 2014, which states 

that the average game player is 31 years old, while 52% are male and 48% are female 

(entertainment software association, 2014). Although these kind of standardized 

demographic data is mostly effective, Richard (Bartle, 1996) introduced a changing 

concept, which is often used in game design and to (target-)market a game. Bartle 

distinguished between four classes of players: (1) Achiever, (2) Explorer, (3) Socializer, 

and (4) Killer. 

 
Figure 4 
Screen Segmentation of the Digital Games Market according to (Newzoo, 2014b). 
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Almost a decade later and after Chris Bateman´s DGD1 model in 2004 (Stewart, 2011), 

Nick Yee (Yee, 2006a) criticized Bartle’s work and empirically developed this model in 

his popular Deadalus Project, a long running survey study with already over 50,000 

online gamers. Yee identified three basic components and underlying subcomponents 

of players' motivation:  (1) Achievement, (2) Social and (3) Immersion and, contrary to 

Bartle's model, these three components do not suppress each other and more 

importantly leveraged this model by evident empirical data. Basically these models 

provide similar concepts in order to distinguish players' motivations, which finally gives 

development studios a way to distinguish between different player types and the 

possibility to customize their services and offers to basic needs and wants for those 

groups. After giving an overview about the market internals, the F2P games market is 

investigated in the next section. 

 

2.2 Free-to-Play (F2P) Games 

History 

In the last decade digital gaming shifted more and more from traditional core games 

such as console, handheld and PC games to online, social and mobile games. The 

applied business models and especially underlying monetization mechanics also 

changed from normal price per unit used in retail games and subscription models 

applied in online games to the so called free-to-play (F2P) model or sometimes called 

“freemium” model. Strictly speaking “freemium” distinguishes between free and paid 

premium services and not goods, whereas virtual goods sometimes fall into that 

category depending on the author. The F2P model is illustrated in (Luban, 2011) citing 

Jamie Cheng, the founder of Klei Entertainment: "Don't make people pay for 

entertainment. Entertain them so that they will pay". 

The F2P model was originated in the Asian games industry. (Oh & Ryu, 2007) claimed 

that Nexon (http://www.nexon.net) released the first F2P game with “Quiz Quiz” in 

1999 and afterwards western games and especially all sorts of mobile and social 

games hooked up to this trend in the following years as well. 

In F2P games users are able to play for free, but they are motivated by the studio to 

purchase any kind of virtual goods by so called micro-payments, which is the 

transaction of minor sums of money for non-physical, virtual goods to be used inside 

the game. Studios such as King (http://www.king.com) or Zynga 

(http://www.zynga.com) are utterly successful in the social game space by monetizing 
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their games to tens of millions of users (Maiberg, 2013) on different platforms such as 

browsers, mobiles, or touchscreen.  German studios such as BigPoint 

(http://www.bigpoint.net) or Gameforge (http://en.gameforge.com) launched their first 

F2P games in the beginning of 2000 and Amazon also stepped into this war of 

acquiring users by F2P games with their new product Fire TV2 in 2014 as well as 

console vendors such as Sony and Microsoft. 

In the previous couple of years the community of developers was eager to 

increase their revenues by utilizing and increasing knowledge about buying behavior, 

specific marketing techniques and methods, especially without reducing the game-play 

quality. The last point is seen as the Holy Grail in F2P games and technically speaking 

the smart combination of monetization and game-play or game mechanics is 

nowadays the biggest challenge in the F2P gaming area. According to SuperData 

Research the worldwide revenues generated by virtual goods were predicted to  USD 

15bn in 2012 and China contribution was around USD 5.1bn (SuperData Research, 

2012). Evidently there are almost no free sources and market studies available about 

global sales of virtual goods after 2012. 

Although the F2P model is well anticipated there are a lot of rumoring 

controversies: either about ethical questions in design of “Dark Patterns” in such 

games (Zagal, Björk, & Ewis, 2013) or addiction (Rose, 2013), reduced gameplay for 

the sake of money (Meade, 2014), legal implications for virtual goods and its ownership 

(Herzfeld, 2012) and (Pittman, 2011), abused monetization to children (Pearson, 

2014), and finally F2P games using pay2win mechanics (Shokrizade, 2012a), which 

are differently accepted by Eastern players in contrary to Western ones (Fields, 2014), 

pointing somehow a cultural differences of the acceptance of virtual goods. F2P games 

have a bad reputation in the players´ and developers´ communities and professionals 

believe that this will be changed in the coming years, so that F2P is also accepted by 

currently rejecting users group as core-players (Alha, Koskinen, & Paavilainen, 2014). 

In 2014 the European Union announced four objectives in regard to F2P, where several 

issues of F2P were addressed either in terms of advertisement, especially the 

misleading term “Free”, children abuse, confirmation of debiting and no automation, 

and availability of contact partners (European Commission, 2014), which resulted in a 

change of the term “Free” into “Get” of the buy button in the App Store according to 

IGN (Pitcher, 2014). 

                                            

2 Source: http://www.amazon.com/Fire-TV-streaming-media-player/dp/B00CX5P8FC. 

http://www.amazon.com/Fire-TV-streaming-media-player/dp/B00CX5P8FC
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Reasons for F2P 

The F2P model was developed in times where interconnectivity to the Internet is 

growing. First mobile phones became more popular and then later evolved into 

powerful smartphones, connected to the Internet anywhere at any time. Social 

networks such as Facebook further evangelize their users to become casual players, 

and technologies such as Unity3D (http://unity3d.com) enables developers with low 

budget to develop for multiple hardware and platforms, respectively. As a result 

developers were confronted with huge numbers of potential players and even 

increasingly tougher competition, so it was necessary to rethink the business models 

games utilized. As mentioned by (Oh & Ryu, 2007) subscription pricing battles began 

in 2005, initiated by the release of World of Warcraft, which continuously lowers 

subscription prices for massively multiplayer online role-play games (MMORPGs) and 

even at that time some studios already gave free access to players. As a logical 

consequence F2P model was used, which can address almost all kind of players due 

to its various pricing and its ultimate low entry barrier to access the game without 

spending a dime (Lehdonvirta, 2009). Lehdonvirta also pointed out that the 

subscription business model addresses the fairly limited segment of hardcore users, 

while F2P is open up for a much larger audience (Hamari & Lehdonvirta, 2010). 

Speaking in economic terms it removes the floor and mostly the cap in prices as well, 

so either a user can pay nothing or as much as the monetization system is designed 

for.  Besides these reasons, quite the contrary, core-games get released at one specific 

time and mostly anonymous users pay once even before playing, while F2P offers 

ways to horizontally develop well known consumers due to KPI analysis and 

continuous releases. This finally allows F2P game providers to apply very fine tuned 

(target-)marketing activities on user level. Historically another facilitator for the F2P 

model was an early and hidden proof of concept out of the first MMORPG, Ultima 

Online, released in 1997, which might have been real money trading (RMT) for items 

(see (Shokrizade, 2011) for RMT classifications). Users were able to sell virtual items 

on Ebay for hundreds and thousands of USD for the best bids (Knepper, 1999). 

Consequently, smart marketing and business people realized that players are 

interested in spending money for non-physical items. The question how to create and 

maintain demand for virtual goods, enticing users into virtual goods spending, and 

finally how sales can be sustained without saturation of the demand are questions 

raised by (Hamari & Lehdonvirta, 2010).  
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Monetization & Monetization Applied Techniques 

This section outlines the marketing & monetization techniques applied in F2P games.  

One must understand that normal retail games are primary marketed before sales 

occur. This means that the bottleneck in marketing is to create “brand” awareness 

before and especially on release of a retail game, in order to push sales at a specific 

date. The biggest revenue normally occurs right after release, so this is why the press 

often mentions the starting sales for example in the first week. It serves as an indicator 

how successful one game is/becomes. Retail games are often re-marketed through 

gold sales, bundles or special deals in especially for Indies (e.g. Humble Bundle 

(http://www.humblebundle.com)). 

In F2P games marketing can be done continuously before and during frequent 

releases. Brand awareness is normally created after the release, the more users play 

the game primarily pushed by viral marketing, the higher the brand awareness. One 

has to understand, that a key element for optimizing monetization is the game itself, 

meaning the created game design steers the monetization. Besides there are ways to 

market the game itself, which is not detailed in this paper.  

 
Figure 5 
Key Activities & Stages of F2P Users on Developers' Perspective. 
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These techniques can be distinguished by the stages a user goes through and 

activities done by users, which are beneficial for the developers (see Figure 5). The 

following six are the most common ones in the industry (Fields, 2014; Seufert, 2014), 

whereas not all of them will be discussed in the same depth. 

a. Acquisition: This is more or less very classical marketing to create awareness 

of the product to finally generate player respectively consumers.  

b. Engagement:  How much a user plays the game and hopefully enjoys his time 

in the games' space. 

c. Retention: A user who played the game once should come back to play again 

and to become a payer or pay again. 

d. Conversion: Utterly important for the developers for their “free” game is that 

users transform from players into payers.  

e. Virality: In times of Facebook and other social networks the viral marketing is 

often directly linked to recommendation marketing, which is key to trespass the 

critical mass and/or get more players and potential payers. 

f. Revenue: The generated revenue by a user i.e. payer should be maximized in 

order to increase revenue and profit. 

 

Monetization 

As described in the previous section the games industry follows a new business model 

with F2P. This section gives an overview and further details about the major 

monetization models used within. While players pay upfront in traditional models, users 

in F2P games have to be monetized somewhere and somehow else. In F2P this is 

done either by virtual goods respectively in app-purchases (IAP) or by advertisement. 

IAPs are often only defined as currency transactions meaning that a user purchases 

in-game currency mostly hard currency, but similar to former mentioned “freemium” 

there is no unique definition. Another alternative income is advertisement, although it 

normally contributes only partially to the total revenues generated by the games 

provider. Along with these main drivers for the revenue stream there are some others, 

which will not be discussed in depth such as merchandizing (e.g. t-shirts, puppets etc.), 

injected third-party mini-games (e.g. gambling), etc. Finally one has to understand that 

not only atomic cash transactions incorporates the income for game developers, but 

there are other kinds of values a company pursues as shown in the image (Figure 6). 
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Figure 6 
Alternatives of paying and values generated by users in virtual worlds of F2P games. 
 

 

 
 

Users normally pay with money directly by purchasing currency or virtual goods. Other 

than that, they provide time to play the game, which represents enjoyment to other 

players through cooperation and/or competitions in the game. Eyes represent indirect 

income for advertisers and the chance that players click on mass or customized 

advertisements. Finally they invest viral capital into the virtual world in terms of sharing 

information and/or attitudes about the game.  

This paper is focused on virtual goods meaning that money is treated as the primary 

input value by the user to the game. If one looks closer at the revenues generated by 

cash, different kind of user profiles can be identified like shown in the image below 

(Figure 7). Typically in F2P business intelligence, paying users are differentiated into 

three (excl. heavy spenders) sometimes 4 groups (incl. heavy spenders) based on the 

amount of their personal average payment or in relation to average revenue per paying 

user (ARPPU). Referring to (Lovell, 2011b) whales represent 10% of players with an 

ARPPU of USD 20, dolphins (40% / USD 5), and minnows (50% / USD 1). The fourth 

class (not often used) is called Heavy Spenders or coined by Nicholas Lovell as “Social 

Gold Reckons” attribute for LifeTimeValue (LTV) of USD 1,000.  

Obviously this differentiation in spending preferences of customers lead to different 

treatment of the diverse groups. F2P game providers often introduce e.g. a special 

(VIP) treatment by management and support for groups of Whales and beyond 

(Begemann, Blank, Early, Hayase, & Lee, 2011) and (Lynley, 2012b). 
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Figure 7 
Differentiation and Relations of User Groups by Payments. 
 

 

 
This makes absolutely sense, because referring to the Monetization Report done by 

Swrve, which suggests a slightly different classification than above, around 3% of 

paying (only ~5% of total players) customers contribute to 25% (consecutively 10% of 

your paying players make around 50%) of game studios' total revenue (Swrve, 2014). 

According to Business Insider, the top spenders at Zynga spend thousands of dollars 

on Zynga's games like FarmVille and CityVille (Lynley, 2012a). 

On the contrary, the majority with 95% of players, classified as Freeloaders  according 

to (Sinclair, 2014), or referring to a research of Swrve (https://www.swrve.com), around 

98%, do not pay directly by cash for virtual goods, but as mentioned earlier indirectly 

contribute to other values. According to (Weidemann, 2014d) only about 5% of browser 

and 25% of client game F2P games' users are paying users. This implicates a big 

revenue potential to monetize and convert non-payers.  

 

Advertisements 

Generally, advertisements (ads) incorporate a way to monetize and to supplement 

income through players, especially freeloaders, representing the majority of players in 

F2P games. Ads are also used to encourage users to buy a premium version, in the 

case there is one, without any e.g. ads or with further features and/or content.  

One has to keep in mind that only a minimum of games generate high percentage of 

revenues by ads, on the contrary to income made by virtual goods.  
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But there are some exceptions like the megahit Angry Birds 

(http://www.angrybirds.com) from Rovio with over 200M active users, which primarily 

monetizes similar to Facebook via ads (McDermott, 2013).  There are different 

methods to gain revenues by ads. Firstly Banner ads are the most common one, so 

advertiser, ad-networks provide data, mostly visual media, such as images and/or 

videos of diverse brands, which are shown at some dedicated places on the screen. 

Offer walls are another alternative to earn income. During game-play, other different 

products as well as some competitive games are shown, so that a user can install 

and/or try them to gain virtual currency or virtual goods. While game developers give 

away virtual cash to their clients, they receive more real currency from their partners. 

Especially in the age of smartphones and increased bandwidth, mobile games 

becoming more popular, software provider spread out to offer their ads SDKs to 

developers, so games can be enriched and configured by ads for different user profiles 

and demographics from selected ad- networks, publishers, and directly by companies 

configured and tracked with nice web interfaces. Subjectively, these kind of software 

are becoming a major part in the online games industry and more and more providers 

offer their solutions during different game related exhibition in the last couple of years. 

Generally, ads in games and their placement is a controversial topic. The CEO of Kiip, 

Brian Wong and other industry veterans, argue that banners and ads destroying the 

game experience, while they should deliver uninterrupted entertainment experiences 

instead (Wong, 2014). One counter initiative might be so called in-game advertisement 

and advergaming (http://www.rapidfire.com), which could strongly grow in the next 

years in the author's point of view. In-game ads are, like the name suggests, ads inside 

the game, but one should not mix them with normal banner ads, although they are 

included in the game as well. The difference is, that these kind of ads are embedded 

in the game experience and environment e.g. Soccer games such as Electronic Arts 

popular FIFA Soccer series (http://www.easports.com/fifa/products) shows real ads on 

the banners surrounding the playground. In advergaming, implemented game 

characters could even serve as ads, for example in massively multiplayer online role-

play-games (MMORPGs) one can imagine Ronald McDonald running around and 

giving coupons for his restaurant chain. 

In the rest of the paper ads are not discussed any further due to the focus of this paper 

and the income generated by ads contributes little, in contrast to virtual goods 

described in the next section. 
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Virtual Goods 

The main income in F2P games is generated by virtual goods. In existing research, 

virtual goods were discussed more and more in the last decade, such as the  purchase 

drivers respectively buying behavior (Ho & Wu, 2012; Lehdonvirta, 2009; Li, 2012), 

which is still at the beginning, as well as the legal and the economic implications, 

especially when it comes to real money transfers or tradings (RMTs) (Huhh, 2008). As 

of digital goods, such as MP3 spreading over the market, theory distinguishes between 

material goods, classical digital goods and virtual goods. A first general definition of 

digital goods, or originally coined “Virtual property” was given by (Fairfield, 2005), who 

distinguished between information goods, such as song files with the MP3 format, and 

virtual goods by three attributes: (1) Rivalry, (2) Persistency, and (3) 

Interconnectedness. After almost 10 years such factors are less convincing, because 

in terms of Rivalry Fairfield thought besides music about URIs, which cannot be mass 

produced and sold to many consumers, while identical virtual goods, for example new 

cloths for a character, are produced once and sold identically to multiple people and 

can be used by numerous people at the same time. Although on a coding perspective 

one instance is used for exactly one player, this definition can be seen as artificially 

created. Persistency is also something one could criticize as well as 

Interconnectedness, because a lot of social games, which utilizes virtual item selling, 

are played w/o any direct affect to other players solely and isolated in one players' 

game world. “In the games' world.” (Oh & Ryu, 2007) first categorized virtual goods 

into functional and ornamental items, whereas (Lehdonvirta, 2009) added a social 

component and changed ornamental more generally into hedonistic components, 

whereas Frieling (Frieling, 2013) also discussed gift symbols as virtual goods. It seems 

that science agrees on the general existence of functional and esthetic goods, whereas 

there might be revealed other groups in the future.  

While most research papers and industry articles largely focus on items, (Xicota, 

2014) condensed virtual goods into in-game items or game-related services, which 

involved power-ups, premium content and temporary subscriptions. The last good was 

coined by (Shokrizade, 2013a) as limited subscriptions or micro-subscriptions, which 

clearly distinguished between unlimited-use subscription for the subscription model 

employed as the primary monetization type (e.g. World of Warcraft) and a temporarily 

usage. 
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In F2P games the terms “micro-transaction” or “micro-payment” are very familiar, for 

example (Shokrizade, 2013a) explicitly defined micro-transactions as purchase of 

“non-subscription content purchase”. The previously presented model of subscription 

is often still a “premium” element in F2P games, because sometimes you can buy a 

monthly or yearly subscription, for example in order to gain more experience points 

and to leverage enhancements in the game.  

In contrast and in order to facilitate the categorization of virtual goods herein, virtual 

goods are defined as any kind of intangible assets a user could buy, either for hard or 

for soft currency (see (Fields, 2014)) for a specific game.  

 

Metrics & Key Performance Indicators (KPIs) 

While retail games are merely static because they are finished at the release date and 

development is mostly finished (except very limited updates and bug-fixes), F2P 

games have a more dynamic nature. It is normal that the F2P development team 

pushes new updates, fixes, and expansions continuously. The Berlin social game 

provider Wooga (http://www.wooga.com) for example provides weekly updates 

(Begemann et al., 2011) to continuously update and enrich players' game experience.  

Therefore the relevance of KPIs is far more crucial for F2P games than it is for retail 

games, either to steer the development or to increase revenues and game's success. 

Nowadays all professional F2P games are metrics-driven, most prominently the social 

games pioneer from the US, Zynga, which is famous for their KPI driven production 

(Dickey, 2011).  The most often discussed ones are registered and active users on a 

daily (DAU) or monthly basis (MAU), stickiness factor (DAU/MAU), average payment 

per active user retention, life-time-value, and k-factor (Casual Connect, 2012). 

Besides, numerous research of media in professional gaming networks (Cullen & 

Reaves, 2013; Sente, 2011; Xicota, 2014) offers an interesting read about KPIs, 

generally for web-based start-up companies, categorized by financial, user, 

acquisition, sales, and marketing, which was done by (Crichton, 2014). Remarkably, 

one must be aware of the definition of these numbers, because there is a common 

understanding for most of these metrics, but public numbers do not need necessarily 

to reflect the descriptions below. Each of these numbers could be defined on purpose 

by a particular company, e.g. in order to take advantage of higher respectively positive 

numbers for marketing. There are a lot KPIs one can track and investigate, especially 

absolute or unique numbers, for event-tracking of relevant activities and/or item 
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specific ones (Johnson, 2011).  The following table (Table 2) gives some examples of 

selected KPI in order to get an impression about current industry benchmarks. 

 
Table 2 
Selected KPIs for highly successful F2P Game Titles. 
 

KPIs Values F2P game titles / Company 

DAU 27M League of Legends / Riot Games 

MAU 150M Candy Crush Saga / King.com 

Registered Users 180M RuneScape / Jagex 

Conversion 25% World Of Tanks / Wargaming.net 

ARPU $4.51 World Of Tanks / Wargaming.net 

ARPPU $40 Candy Crush Saga / King.com 
 
 
Additionally, typical analysis techniques are utilized such as funnels to track sales or 

conversion stages, cohort analysis to get insights about different groups, and finally 

A/B test or generally split testing, in order to test variations of features for following 

improvements and optimizations.  

Like in other industries and/or for different kind of products and offerings, some KPIs 

and instruments are more relevant than others, due to the products you offer, the stage 

of the game/company you are, and most importantly which objectives one is pursuing. 

The next part discusses the different methods to optimize the monetization in F2P 

games.  

 

2.3 Marketing Mix 

Historical development 

Mixing ingredients by artist and designers inspired by (Borden, 1964), after (McCarthy, 

1978), refined the marketing mix. According to literature, the marketing mix is still 

fundamental in teaching marketing, as in (Perreault, Cannon, & McCarthy E. Jerome, 

2012) and as (Grönroos, 1994) pointed out, the marketing mix is treated unchallenged 

with higher attention as other fundamental marketing models. The essential part is to 

define the target market and marketing components, which are known as the 4Ps, 

divided into product, price, position and promotion, which should attract a possibly 

homogeneous group of customers, so called target group, whereas the process to 

define those groups is segmentation. A modern interpretation of the marketing mix 

according to (Perreault et al., 2012) is “the controllable variable the company puts 

together to satisfy this target group”. (Perreault et al., 2012) emphasized that the 
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definition of such target group and the marketing mix are interrelated and are 

developed together. Besides, one should develop the 4Ps together as well and none 

of them is more important than the other. 

(Goi, 2009) stated that the marketing mix is not a scientific theory, but rather a 

framework to identify the principal decisions to adapt companies' offering in order to 

satisfy the needs of customers management concept and according to (Palmer, 2004) 

this framework can be used for long-term strategy and, tactically more short-termed 

oriented. for operations, and (Perreault et al., 2012) emphasize the strategic 

component of the mix, which influences tactical operative decisions. 

According to a new review of the marketing mix, (Goi, 2009) identified several 

dedicated and relevant strings of the mix, which are: (1) Consumer Marketing, (2) 

relationship marketing, (3) service marketing, (4) Retail marketing, (5) industrial 

marketing, and (6) E-Commerce marketing literature.  

The marketing mix can be seen as an instrument or framework for marketers and/or 

managers, although the fundamental concept of McCarthy (1978) with the 4P seem to 

change. In the last decades there were a couple of other variants introduced, such as 

5Ps (Judd, 1987), 7Ps (Booms & Bitner, 1981), 10Ps (Bhagat, 2002) or other similar 

models such as 4C (Lauterbom, 1990) or 4S (Constantinides, 2002) and most recent 

and prominently a 5P model (Armstrong, Adam, Denize, & Kotler, 2014) adding people 

to the original model. Independent from the particular model and whether the model 

emphasizes the consumers' or the producers' perspective, whether it is utilized more 

for products, services or combinations of both, whether new technologies arise and 

new components pop-up, the basic framework of the marketing mix serves mostly for 

the same purpose, namely to find a configuration of planned or operative activities, 

which can be grouped and linked together in a meaningful way to satisfy potential 

customers' respective needs or wants. There is an analogy to computer science, where 

such kind of models are coined software design pattern, and the marketing mix is “a 

solution to a recurring problem in a context” according to (Riehle & Züllighoven, 1996). 

It can be interpreted as finding and attracting customers with the offers a company is 

able to or already produces in the current market and company's competition. 

 

Critics on the marketing mix 

In the last couple of years the marketing mix was criticized for several reasons. 

(Waterschoot, Van den Bulte, & Van den Bulte, 1992) argued that the theoretical 

concept of the marketing is incomplete. They concluded that properties or 
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characteristic have not been identified, the categories of the 4Ps are mutually 

exclusive, and the existence of a catch-all subcategory, which is sales promotion. 

(Grönroos, 1994) claimed that the 4Ps as a general marketing theory, giving 

practitioner advice, is highly questionable. He stated that the interest to the time when 

the marketing mix was invented, was to transform anonymous potential and existing 

customers into an active relationship with the firm. As (Constantinides, 2002), pointed 

out, since the age of Internet and E-Commerce the debate about the application of the 

4P model has grown, whereas he outlined that there is a split between some 

researches favoring the 4P model for E-Commerce and a majority, which proposes 

completely new models due to several lacks, such as interactivity and personalization, 

strategic elements and community building being the most frequent ones. (Wang, 

Wang, & Yao, 2005) studied the different marketing mix models. They especially 

argued that the original 4P model does not fit into the age of the Internet, while 4S or 

4C models and other alternatives might be more suitable. (Goi, 2009) criticized that 

the implementation of the marketing mix's tasks remains with various departments and 

persons within the company, although the 4P model is distinctive and well-defined. 

Finally (Constantinides, 2002), and (Wang et al., 2005) argued that the effort to conduct 

the 4P properly is too high. 

 

Marketing Mix in the Gaming World 

The marketing mix found his advent also in game development, especially for 

independent developers. Indie developers market and fund their games without the 

support of traditional publishers, therefore one might think that it is clear that these 

developers have fundamental knowledge in marketing, which one sees more and 

more, but some years ago and still on-going today these developers struggled with the 

function of marketing. This might be obvious if one looks at forums and/or indie 

developer conferences searching for marketing and similar keywords. So more and 

more effort was made to bring marketing inside the indie scenery such as (Della Fave, 

2013; Graham, 2010). (Chaidogiannou, 2011) concluded that the games ecosystem is 

constantly changing and he considered games as a channel for marketing purpose. 

(PixelProspector, 2014) presented a specifically defined marketing mix for games. The 

main difference between this mix and the traditional marketing mix is that the product 

component became the game itself and promotion was renamed into communication, 

covering everything what presents the game. Interestingly, there is an experience 

component inside this mix, which is linked to marketing research concepts of agile 
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marketing to learn and adapt. The other two components which are presented, are 

similar to the traditional model price and distribution. What is important to mention 

though is, that virtual worlds have some confounds in terms of marketing, most 

prominently that a games' world is a monopoly. As (Castronova, Williams, Ratan, & 

Keegan, 2009) examined the macro-economy by studying the analytic data of the 

MMORPG EverQuest2 and (Scarle, Arnab, & Dunwell, 2012) later stated in their work 

about Virtual Transactions, economic and financial decision-making of the users in a 

virtual world is based on the same reasoning as of transactions in the real-world and 

they ask whether microeconomic principles also work for virtual environments. 

 

2.4 Marketing of Virtual Goods in F2P Games 

After we introduced the traditional marketing mix and the concept of virtual items, the 

marketing mix towards virtual goods is examined. 

(Hamari & Lehdonvirta, 2010) see game design as one aspect in F2P providers' 

marketing process in order to create demand for their offered virtual items. In a 

previous study by (Oh & Ryu, 2007) particular game mechanics were inspected and 

the way how these designs facilitate virtual item sales. A study in 2005 done by (Wang 

et al., 2005) analyzed the suitability of the three most used marketing mix approaches.  

 
Figure 8 
Comparison of Digital Products according to (Wang et al., 2005). 
 

 

 
 
In particular they argued that the traditional 4P (McCarthy, 1978), the 4S 

(Constantinides, 2002) and 4C (Lauterbom, 1990) model are differing in its suitability 

towards three different kinds of digital products (see figure(Figure 8)) referring to a 

framework by (Hui & Chau, 2002). They conclude that depending on the product type 

these models suit differently and that the less one can try a product, the more 

promotional tools are needed for the 4P model. Virtual goods, which are not analyzed 

by this study most likely fall into the category of content-based digital products, rather 

than utilities and tools or online services, although virtual goods might share some 
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attributes of delivery mode or granularity. For example League of Legends provides 

purchasable heroes for two weeks without any costs for the user, so that one can try 

out a new character for a limited time. 

 

Segmentation & Differentiation 

In traditional marketing, segmentation is about finding most possible homogeneous 

groups of customers respectively targets, which can be addressed with an appropriate 

marketing mix (Perreault et al., 2012). While in F2P games one rather has to address 

such homogeneous groups within the game itself and besides that the offered virtual 

goods should also be segmented to satisfy upcoming needs of the players. (Hamari & 

Lehdonvirta, 2010) coined that the value of virtual goods are created within the context 

of the game itself and that in-games classes and professions might be useful for 

segmentation purpose. In particular they analyzed World of Warcraft and found out 

that content is stratified either vertically and horizontally, while vertical is about offering 

various types of items for the same player class and horizontal is about offering 

products for different classes and/or gameplay types. Status restrictions are another 

type, such as experience levels of a player.  For example in WoT there are different 

parties as well as tiers and players' progress respectively levels, whereas every tank 

class has its own upgrades and items for each game-play style a player pursues, e.g. 

more offensive or defensive etc. 

(Seufert, 2014) sees user segmentation as a “technique used to personalize and 

optimize the product experience for different use cases and tastes”, whereas 

predefined characteristics should be used to separate users into groups or segments. 

He pointed out that user segmentation is crucial for freemium products, especially in 

order to optimize the user experience of the individual user, mandatory for effective 

monetization, specifically for products within the constrains of the fact that only 5% of 

players pay, which he coined as “5% rule”. 

Obviously segmentation in F2P games has one advantage, player behavior can be 

observed and collected. F2P and especially online games are used to utilize “Big Data”, 

several technology and middleware providers offer products to collect any kind of 

available data of users to persistently save masses of data. 

In traditional markets, socio-demographic data is collected and referring to 

(Weidemann, 2014b), this kind of data is not useful for selling virtual goods. He states 

that players behave differently in virtual worlds than in real-life, whereas he coined an 

example that in a game about evil and good players, the most evil player was a person, 
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whose real life's profession was a policeman. On the contrary, (Seufert, 2014) pointed 

out that demographic data plays an important role in segmenting the user, but 

behavioral data is more effective to segment the user individually and delivers richer 

data than demographics. He also states that behavioral data provides information 

about the intent of the user, therefore useful for monetization while demographic data 

gives insights about the ability due to information about used platform, geographic data 

etc.  

 (Weidemann, 2014e) claimed that F2P was originated by MMORPG, because 

these kind of games facilitate all player types introduced by (Bartle, 1996; Yee, 2006b). 

(Weidemann, 2014e) introduced a modified version of Bartle and Yee coined it “Three 

$$ Pillars” model where he distinguished between three types of classification: (1) 

Players motivation originally by (Bartle, 1996) plus a further class with traders, (2) the 

seven sins, and (3) players' progress. Such model addresses the game, the player and 

the human factor as he stated. He recommends to setup a matrix offering virtual goods 

for all combinations to optimize product offerings. Besides in-game data, (Chen, n.d.) 

suggests to use the source of Internet traffic for segmentation purposes, in particular 

from where your players come from. As (Nurminen, 2013) stated, the target audience 

of a game has wide consequences, both for marketing and for game design. The 

review indicated that behavioral data, game-play information of the player, other 

performances and strongly KPI based data can be used for segmentation. 

 

Product 

The product area (Perreault et al., 2012) is about creating the right product for the 

target market. If one considers what is the right product, (Lehdonvirta, 2009) proposed 

different groups and sub-groups of virtual goods, which drive the item purchase. 

In contrast to (Oh & Ryu, 2007) who categorized virtual goods into functional and 

ornamental items, (Lehdonvirta, 2009) developed further such concept into three types 

of attributes, namely: (1) functional, (2) hedonistic, and (3) social inclusive nine sub-

groups outlined in figure (Figure 9). He argued that these attributes, inclusive nine sub-

groups, drive the purchase decision of a payer, whereas hedonistic and social with one 

exemplary subcomponent are somehow fuzzy in this study, although as (Oh & Ryu, 

2007) discussed,  potentially relevant as social items, goods linking to clans or 

communities in their study. (Frieling, 2013) also discussed three types: (1) functional 

items, (2) decorative items, and (3) gift symbols of virtual goods in an analysis about 
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online worlds in 2013. It seems that science agrees on the general existence of 

functional and esthetic goods, whereas there might be revealed other groups in future. 

 
Figure 9 
Purchase Driving Virtual Item Attributes according to (Lehdonvirta, 2009). 
 

  

 
 
In terms of characteristics, (Oh & Ryu, 2007) found out that virtual goods both have a 

specified feature-sets and functional or ornamental and that these items have different 

dimensions. They found out by studying F2P games in 2007 that there are items, which 

can be used one-time, or per time limitation such as a week or a month, and that there 

are items, which can be used permanently, whereas limited goods are often termed as 

consumables. These goods are used because of planned obsolescence respective 

artificial scarcity referring to (Hamari & Lehdonvirta, 2010) and in order to increase your 

revenue (Nizan, 2013a).Virtual goods are not only affecting the avatar, but also groups 

or parties of them, so another interesting product type might be social goods in 

particular virtual goods which do not benefit only one player, but several such as teams, 

guilds, clans etc. An example are clan emblems in DOTA 2, where guilds are able to 

purchase an individual emblem between USD 1.49 and 2.99 (Valve, 2015). 

 

Price 

(Perreault et al., 2012) stated that price is about finding the right price for the target 

group, whereas managers must also involve the costs of the whole marketing mix and 

the competition. The latter is obsolete for virtual worlds in F2P games which are 

monopolies. In terms of research, studies such as (Castronova et al., 2009; Teo, 2010), 

either investigate macro-economic related perspectives or such as (Ba, Ke, Stallaert, 
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& Zhang, 2010) study specifically Second Life (http://www secondlife.com), whereas 

industry related literature does exist.  

It is important to consider that almost all popular F2P games utilize a dual 

currency system (Fields, 2014), which is done to control the hard or primary currency, 

while the soft or in-game currency can be earned by players through playing or often 

called “grinding”, although this activity might be more expensive than buying according 

to (Wauters, 2007). The usage of this virtual currency systems has another 

questionable advantage, it hides the real value of money to some degree and affects 

purchases, which are not thought through by the user. (Shokrizade, 2013b) coined this 

method “layering effect”, whereas he claimed that the exchange rate is often a 

complicated digit to make it more difficult to recalculate the real value for the players. 

(Shanahan, 2013b) proposed to offer several currency bundles, but not more than five 

different ones to “avoid the paradox of choices” and bigger ones should be discounted. 

(Graebner, 2014) identified by analyzing 32 games in 2014, that there are some trends 

and tricks used in pricing of F2P mobile games. He found, that virtual goods do not 

vary much in pricing and following a price distribution whereas most prices are below 

GBP 40 and only a few over GBP 70, whereas the minimum price differs a lot in the 

examined games. Furthermore, he found out that buying more hard-currency is not 

always cheaper for the user and most popular items are not always the most popular 

ones. (Shanahan, 2013b) added that one should do mid-price points between USD10 

and USD 50 in order to neither perceive too less value or bother users with a too high 

value. (Reiss, 2012) referred to a study by Mopay (http://www.mopay.com), which 

found out that 85% of mobile payments range between USD 2.50 and USD 10. 

 (Oh & Ryu, 2007) found that there should be a balance between hard-currency 

and soft-currency items and that the best items should be sold via hard-currency, 

although (Hamari & Lehdonvirta, 2010) criticized this study due to its lack of tying to 

any previous knowledge. (Weidemann, 2014e) proposed discounting should not affect 

the real currency pricing but the output of hard-currency. (Nizan, 2013a) claimed that 

pricing should be dependent on different factors, such as how valuable your game is 

to the average user, what amount of average payment per user, does your company 

provide sufficient money to promote your game in the future in order to acquire more 

users, and which factors or third-party providers cut off vendors' revenue. (Warneford, 

2010) proposed a structured approach to price your virtual goods and according to him 

one should start by the identification of important variables such as playtime, 
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experience level etc. in order to achieve a proper conversion showing in figure (Figure 

10). 

 
Figure 10 
Conversion and Progression Relationship according to (Warneford, 2010). 

 

 

 
 

Position 

There are no dedicated research papers about the placement of virtual goods, whereas 

numerous studies on E-Commerce related research exists such as (Clifford & Lang, 

2000; Flynn, 2014; Lee, 2002; Valvi & Fragkos, 2012). Classically, position is about 

getting the right product to the target market's place or position, where it should be 

ideally available when and where it is wanted  (Perreault et al., 2012) . The channel of 

distribution for virtual goods in F2P games is about the games' marketplace, whereas 

some game vendors' setup this shop on a dedicated website or in-game. (Shanahan, 

2013b) stated that your store should not confuse the users, whereas he sees it as most 

important factor to improve the usability of your store. He recommends to construct 

your store straightforward and as simple as possible, easy accessible in the best with 

one click reachable at any time also during game-play. (Shanahan, 2013a) also 

emphasized the accessibility of the marketplace and that one should show such 

access to users most frequently without annoying the users. He explained that users 

do not know how to access your store and that users are not familiar with virtual 

currency and which assortments are available. The shopping and purchase process in 

total should be convenient and straightforward for users to avoid a “poor” purchase 

experience. 

(MindJolt Games, 2010) emphasized that besides accessibility the user interface of a 

shop should be simple and consistent, in particular one should use large icons, minimal 

text and giving the user an obvious status information of the transaction about ones' 
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purchase. (Nizan, 2013a) proposed to give players a lot of options to choose when 

shopping. (Shanahan, 2013a) proposed that market places should provide 

consumables, because he claimed that one most often shops for things one uses daily. 

Finally he recommends to work with specialists, which might indicate that E-commerce 

practices are relevant to virtual goods' marketplaces. Companies such as SOOMLA 

(http://www.soom.la) creates marketplaces and/or tools to improve the purchase 

experience of virtual goods especially for F2P games. SOOMLA's CEO and founder 

(Nizan, 2013b) recommends to integrate the shop as a core part of the game, trying to 

keep users engaged for a long period and give them reason to constantly coming back 

to the store, possibly on every level and/or session, on winning events, which are 

successful in-game events e.g. winning a battle, and one is likely to drop. 

 

Promotion 

(Perreault et al., 2012) classically define promotion as telling your target market and/or 

group or others in the channel of distribution about the right product. In terms of virtual 

goods similar to position, promotion of virtual goods is also not covered in scientific 

writings yet. Industry related paper research also only revealed a few dedicated 

articles, whereas traditional banners and/or interstitial advertisements are not closer 

considered in this section.  

(Shanahan, 2013b) recommends to always confront users with buying more virtual 

currency, so that in the case of insufficient credits one can purchase the residual 

amount of hard-currency. Besides that one should always offer one package, which is 

most rewarding for the potential player, whereas he stated permanent goods should 

be used. Events already proposed by (Oh & Ryu, 2007) boost your sales even more, 

although they should be conducted unpredictable for the user, so one cannot wait until 

one happens next, referring to (Shanahan, 2013b). He said that visual enhancement 

such as breeziness, colors, sharpness, or size for higher priced virtual goods can 

increase perceived user value, especially when placed between differently-priced 

goods. (Nizan, 2013b) proposes to visualize attributes of virtual goods to increase the 

valuation by users. A good example are WoT's options to purchase gold as shown in 

image (Figure 11), where one can see the different illustrations are used to show the 

quality and quantity differently. The network effect (Varian, Hal R. Shapiro, 1999) is 

utilized in F2P games as well, referring to (Weidemann, 2011). For example in Blizzard 

Entertainment's game Hearthstone (http://battle.net/hearthstone), which is a card 

battle game, each opponent can play cards which the other do not own. If the card is 
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an impressive one and even used to beat a player, this might convince the opponent 

to purchase also new card packs to get this card. (Lehdonvirta, 2009) pointed out that 

it might be a good idea to promote items' owners history, because he argued that items 

used by a famous player might be perceived more valuable. 

 
Figure 11 
Overview of World of Tanks Hard Currency Purchase Options. 
 

 

 

(Oh & Ryu, 2007)  proposed that a games' vendor should not disclose all numbers and 

factors of a virtual good, about how it is benefiting the user, although LoL does this 

extensively. (Shanahan, 2013a) recommends to show goods, although users cannot 

afford or have not earned the right to purchase them, to tempt them. 

A common business strategy to promote product adoption in software industry 

is to provide a free trial version with limited functionalities of the commercial product to 

increase the installed user base (Ba et al., 2010). Referring to (Weidemann, 2014c), 

the game LoL gives away a hero character for two weeks, so that any player can 

playtest the dedicated features of such new hero, which is comparable to test drive a 

new car, before you buy it. Real world goods and/or idols are also used to promote 

virtual goods such as the sales of Michael Jackson's glove as virtual gifts (Ba et al., 

2010). As of 2014 Facebook also offered the possibility to offer and promote virtual 

goods via their service desktop app ads (Pin, 2014). (Nurminen, 2013) claimed that 

game design has no effect on the promotional convention of the marketing, whereas 
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he emphasized that target marketing in terms of promotion on the right channels helps 

to find the right audience, while mass marketing is aimless.  

After laying out the theoretical background we will examine in the next chapter 

both the perspective of the producers of such virtual goods and the consumers towards 

marketing of virtual gods in F2P games.  

 

2.5 Hypothesis 

The forementioned section gave an overview about the underlying economic 

environment of F2P games and virtual goods and the grounded theory of the marketing 

mix and relations to the underlying concept of virtual goods. This explorative study 

argues how marketing is done currently for virtual goods, how the process of creation 

and offerings of virtual goods in F2P games is influenced by the marketing function 

and in particular if the marketing mix can be applied in the creation process of virtual 

goods in F2P games or after the release during the operation of the game. Therefore 

it is explored how the traditional marketing mix might facilitate F2P games production 

for providers giving them a framework to satisfy players' needs and wants. For this 

purpose one should also inspect the emerging and upcoming trends of the F2P market 

in order to see not only the potential contemporary relevance, but also to shape the 

future. There is no way to classically test a hypothesis for qualitative data in contrast 

to quantitative data, so it might be suitable to form a working hypothesis instead. This 

research can only result in an indication, but cannot quantify such working hypothesis.  

H1: The more effective the marketing mix concept is utilized for virtual goods in 

a specific F2P game, the more revenue is generated by a vendor. 

 

The marketing mix classically should target a homogeneous group, which is called 

segment, whereas the mix should address the potential needs or wants of this target 

group. Addressing a need or learned need respectively want means to generate a drive 

(Perreault et al., 2012), which influences the purchase behavior, therefore: 

H2: The higher the perceived quality of the marketing mix components: product, 

price, position, and promotion towards a virtual goods in a F2P game by players, 

the more likely players intend to spend money within the next 30 days. 

If the above need is addressed continuously during the progression of the game, the 

probability increases that a player tends to spend more money for virtual goods. 
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H3: The higher the perceived quality of the marketing mix components: product, 

price, position, and promotion towards virtual goods in a F2P game by players, 

the more money players have already spent for virtual goods. 

The next section covers empirical data provided by experts in an explorative nature 

and quantitative analysis of these two hypothesis H2 and H3 through data obtained 

through a web survey.  
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3 Empirical 

The empirical part of this thesis is divided into two parts: (1) explorative in-depth 

interviews with F2P experts in the German games industry, and (2) an online survey 

to collect data about players, their game context, and their perception of virtual goods 

in regard to marketing. Each part has its own subsections about methodology, results, 

and limitations and confounds, while resulting conclusions, offered recommendations, 

and implicated discussions are described in the subsequent chapters. 

3.1 F2P Vendors Qualitative Interviews 

3.1.1 Methodology 

The objective of this empirical part was to acquire extensive qualitative data about 

marketing and in especially the marketing mix of virtual goods in the F2P games area. 

Furthermore trends in this area as well as the process of the creation of virtual goods 

were investigated. 

Steering towards this objective, 11 German games' professionals were interviewed, 

covering companies, which provide F2P games for different platforms such as for 

smartphones respectively mobiles, browser-based or client-based. 

10 German game companies and/or subsidiaries were selected for the study. The 

companies cover mobile, browser, and clients games, and money games (gambling). 

Due to the network of the researcher, different game companies and representatives 

were either directly asked or requests were sent to F2P companies asking for suitable 

interview partners. The interviewees received a short statement about this thesis' goals 

as background information. All interviewees have gained game industry experience for 

an average of over nine years, varying from 6 to 12 years only in the F2P games area. 

In particular the experts hold management positions either on C-level or mid-level, 

whereas most of them have experience in other areas of game development such as 

software-development, game design or arts. All 11 interviewees worked or still work 

directly on F2P games and all of them were male. A full list of the interviewed experts 

can be found in the appendix (Figure 13). 

The interviews were held between the 5th of November 2014 and the 7th of January 

2015 and took 1 hour 30 minutes on average, varying from 39 to 156 minutes, while 

the recording material sums to 16 hours and 30 minutes in total. 

The interviews were semi-structured, thematic interviews (see in the appendix (Figure 

15)). They were conducted by Skype, digitally audio- recorded, and transcripts were 

created by the author. Afterwards the transcripts were categorized and thematically 
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analyzed by the researcher. The questions were categorized into the following three 

main groups: (1) Trends and development of F2P, (2) F2P Games' Marketing of Virtual 

Goods for and in F2P games, and (3) Marketing Mix (4Ps) for virtual goods unfolding 

the five subgroups (a) Segmentation, (b) Product, (c) Price, (d) Position, and (e) 

Promotion. The results are presented subsequently in these above sections.  While 

experts' statements are mostly cited, some parts, especially with sensitive context, are 

anonymized by the researcher. 

3.1.2 Results 

Trends & Future F2P 

Experts have mixed attitudes towards the development and future of the F2P model. 

Mostly all experts agree that the F2P model will be further utilized in the games and in 

especially in the mobile market. The experts (Wagner, 2014) and (Ullrich, 2014) think 

that the traditional Pay-to-Play (P2P) model will work in some niche markets, (Foos, 

2014) and (Ullrich, 2014) predict rather some trends of countermovement towards P2P 

model. 

 (Mueller-Lietzkow, 2015) sees two different segments in F2P both for simple 

games, meaning a low end segment typically casual games, and a top premium quality 

segment for kind of more complex kind of triple A titles, such as pioneering ones with 

Riot's League of Legend (LoL) or Wargaming's World of Tanks (WoT). (Dressel, 2014) 

predicts a consolidation in the F2P market, whereas (Weidemann, 2014a) claims some 

self-regulation will clean-up the market and wash out specifically “bad” F2P games or 

unethical monetization mechanisms, mostly applied by clones respectively copy-cats 

of successful titles such as LoL. (Porsche, 2014; Putzki, 2014) see a clear trend against 

exploiting F2P mechanisms. 

Console vendors will also open up for the F2P model, referring to the experts, e.g. 

more titles for game consoles by vendors such as Nintendo, Microsoft, or Sony, 

although referring to (Heins, 2014), bigger blockbuster titles such as Halo franchise 

,GTA 5, or Destiny (www.destinythegame.com) with a development budget over USD 

500M cannot apply the F2P model, because the risk of not achieving a positive return 

on investment would be too high. 

According to (Stolzenberg, 2014; Weidemann, 2014a), differentiation of 

upcoming titles is a key element to distinguish from the increasing mass of competitors, 

whereas (Mueller-Lietzkow, 2015) said that the F2P market is already fully 
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differentiated, although he forecasts a middle segment, where games for education 

purpose so called edutainment titles might fit well.  

Referring to (Foos, 2014; Hubertz, 2014), production values are one driver of the F2P 

market. (Hubertz, 2014) stated that today is different than it was 10 years ago, when 

users were happy to play a game online and without any costs.Mostly all experts agree 

that upcoming titles need to have higher quality in regards to game-play or complexity 

to deliver to players more enjoyment during the course of the game. These 

sophisticated games need increased budgets, and therefore the costs are higher, 

although experts said that marketing costs, especially those to acquire new users, in 

particular the KPIs such as costs per acquisition (CPA), for a game are continuously 

increasing, rather exploded recently, which increases the pressure on smaller and 

medium sized companies to compete with bigger brands entering the F2P market. The 

creation and utilization of game portals to offer players' other games might be important 

to lower these costs, under the constrain that companies offer more than one game 

(Heins, 2014). 

Socio-graphically, players will have a higher sensitivity about monetization 

mechanisms. Referring to (Hubertz, 2014), users tend to have higher price sensitivity 

in future, while such sensitivity will give users a possibility to compare on the basis of 

time factors. 

The opposition by players against pay2win, meaning that players who spend money in 

contrary to ones which do not, is seen by the experts as an upcoming challenge. 

(Putzki, 2014) stated that Wargaming initiated a renaming of the term “free-to-play” 

into “Free-toWin”. Referring to (Putzki, 2014), WoT provides all virtual items, which 

gives in-game advantages by grinding, so that players, who do not spend money can 

earn those items either by time investment and skill. 

E-Sports is seen by (Wagner, 2014) as another development, which brings bigger 

audiences to games and introduces other monetization mechanisms for viewers in 

contrast to players. Besides viewers, the general monetization of non-payers gets 

more important referring to (Dressel, 2014), whereas one instrument might be new 

kinds of in-game advertisements, such as are already used in the digital media industry 

(Hubertz, 2014) said, although the experts agree on the fact that advertisement plays 

a minor role in revenue generation, mostly below 5% in comparison to the total income, 

most experts said. (Hubertz, 2014) predicts that the age of TV is gone, because the 

target group consists of young digital natives, who are used to other media such as 

YouTube, Facebook, or generally apps such as Instagram (http://instagram.com). 



Virtual Marketing Mix  43 

 
 

Monetization wise experts predict a clear trend in direction of flexibility, more dynamic 

and smarter segmentation of users rather to individualize offers, whereas even more 

sophisticated analytic tools and integrations might be one key element. Referring to 

(Heins, 2014), Asian game vendors already have sophisticated segmentation 

approaches based on descent information about their users' personality and how deep 

their consumers' pockets are. (Stolzenberg, 2014) predicts that games will be smarter 

in terms of segmentation of the user base by faster and more flexible offers, what 

players found more attractive, better catching of impulse buyers, and a broader offer 

of diverse item types. One instrument doing this might be sophisticated analytic tools 

and technologies (Dressel, 2014). 

Mixing the monetization mechanisms, rather new monetization mechanics will 

convince users to pay for virtual goods in future. (Wagner, 2014) sees this kind of 

layering different monetization mechanisms as essential, together with more meta-

game play and an increase of game complexity and/or genres, whereas (Porsche, 

2014; Weidemann, 2014a) recommend that monetization must fit to the type and the 

setting or the lore of the game. One model might be renting virtual items for a specific 

period of time, which is already successful in Asian countries (Dressel, 2014).  

Premium or subscription models for virtual goods might be a future mechanism 

(Hubertz, 2014; Ullrich, 2014), in order to increase the convenience of paying users, 

although (Ullrich, 2014) mentioned that these premium models address primarily core 

users and are depending on the game, specifically such where player can get recurrent 

status advantages such as experience points gained by the user or time needed for 

production of in-game elements such as in WoT. 

(Hubertz, 2014) stated that payment mechanisms get more convenient and credible in 

terms of trust and security for users, especially driven by new kind of devices and 

technologies. According to him, some years ago everyone had doubts about paying 

online in terms of giving away sensitive payment data and default payment processors 

such as credit card, online payment provider PayPal or using short message service 

are still way too complex in his understanding. 

(Mueller-Lietzkow, 2015) indicates one trend for the next five to ten years by flat rate 

models such as one used by Spotify (http://www.spotify.com) with music or Netflix 

(http://www.netflix.com) with movies, where you can pay a fixed price on a specified 

period such as monthly or yearly to be able to enjoy unlimited content. He argued that 

there is no reason why one should not prefer high-quality content for a low price instead 

of low-quality one. He predicts that this trend will overhaul the games market, although 
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companies such as Gaikai (http://www.gaikai.com) or OnLive (http://www.onlive.com) 

already tried to step into this market by utilizing streaming technologies some years 

ago. He anticipated that probably other strategic movers such as Amazon, Google or 

perhaps Samsung might step into this market due to their big market penetration. 

 (Dressel, 2014) predicts that new emerging market such as Asian or India will 

become relevant for F2P gaming in the next couple of years.  

 

F2P Games' Marketing of Virtual Goods 

As (Weidemann, 2014a) explained, marketing in F2P is widely diversified, for instance 

PR (online and offline), classical advertisement online or in TV, performance marketing 

(online + mobile) or brand management. (Heins, 2014) mentioned online driven areas, 

such as Search-Engine Optimization and advertisements, media, social networks, e.g. 

Facebook or TV. Experts working for bigger companies mentioned that creating a 

brand outside the gaming world is another objective of the marketing function in the 

company. Experts see marketing primarily on a games level, meaning marketing is 

driven by user acquisitions and installs, measured on KPI basis such as CPA or CPI 

in particular. As (Putzki, 2014) pointed out: “marketing is mainly on the level of 

acquisition”. 

In particular, experts mentioned the area of performance marketing, which was 

seen as the primary type of marketing in F2P games, because of the relevance of 

(behavioral) data, namely KPIs, constantly measured by analytic tools. 

Sometimes companies' marketing departments assist when in-game events are 

created or conducted. Marketing on a game level does exist in another form namely 

monetization and/or analytic teams, which strongly depends on the size of the 

company. Referring to the experts, bigger companies employ several specific 

departments, bringing somehow marketing to game context or even virtual good level. 

Departments, such as monetization or analytics or a whole business intelligence unit, 

assist game respectively project teams with their knowledge and expertise. Almost all 

experts mentioned that they have employed similar kind of monetization or analytic 

teams independent of companies' size. These teams are mostly separated in an own 

unit, working as an internal service provider for companies. Depending on the company 

or games' product life cycle, such as shortly before a release, such units or parts of it 

enhance the games' teams directly. (Stolzenberg, 2014) mentioned that their game 

monetization teams assist the game designers in the early phase of the game during 

the common creation of a monetization strategy.  
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While the function of marketing majorly focuses on the outer level of the game, 

game designers take care mostly about the design and creation of virtual goods, 

although business intelligence, depending on business size and maturity of the 

company, facilitates design efforts and assists the creation of the game by the 

monetization and analysis knowledge. While some of the experts mentioned that some 

internal discussions and/or initiated processes are instantiated to involve other 

functions in the monetization of their games, all experts but one mentioned that there 

are no marketing experts directly supporting the creation of virtual goods. 

Smaller companies incorporate marketing on the c-level, there rather is no dedicated 

marketing department, while bigger companies have a highly structured and diversified 

marketing and/or business intelligence departments.  

The monetization team consists mostly of game designers and only sometimes 

or in bigger companies people with other backgrounds are involved. (Putzki, 2014) 

mentioned that monetization teams are responsible for what can one do, in order to 

earn money, whereas these experts synchronize their work with marketing and 

community management. 

The reasons given why marketing does not contribute to the effort of virtual 

goods are various. One expert mentioned that the game-play and the enjoyment is the 

core and marketing competency would destroy the game experience by forcing 

designers to make more money. Some experts said that marketing has nothing to do 

with game design or rather game content, while others mentioned that the personal 

interests of these roles are different and sometimes in opposite directions. Mostly all 

experts mentioned that marketing experts have difficulties to understand game 

mechanics, which make it almost impossible for them to assist game designers with 

their tasks. Another expert said it is because of the history of games, whereas the 

game was first and marketing showed-up in addition, when money was made out of 

games. One expert pointed out, that items have more likely a playful role, than an 

economic one. 

In contrast another expert clearly stated, that it does not matter if this marketing expert 

does understand the game, one should be able to do marketing both for industrial 

industry and for the game industry for in-game economics. The expert coined the 

sample of Eve Online economy system, which was built by “Eyjolfur Eyjo 

Gudmundsson”, who holds a doctorate in economics, which is in his understanding 

one of the best and solid systems he knows (see also (Stanton, 2014)). 
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Several experts pointed out that a marketing expert with understanding in game 

design might be very useful, but as an expert countered, there are no specific studies 

or apprenticeships for this kind of role. Most experts mentioned that economics and 

marketing knowledge might be good, but it seems that the understanding of the game 

is even more important, therefore mostly game designers or project managers with 

game design knowledge are responsible for the creation of virtual goods. This 

perspective is also valid for monetization and/or analytics teams, where the game 

design knowledge counts more than a background in economics and marketing. 

 (Mueller-Lietzkow, 2015) addressed that most F2P and broader games 

companies miss one ordinary point, which is doing marketing research. He sees 

marketing as development of offers on a basis of new experience and knowledge, while 

most companies treat marketing as proactive acquisition of consumers. He coined that 

German developer in the past underestimated the development of the mobile market 

and nowadays only few companies investigate for example new distribution channels 

via broad-band, although these companies rely on them for content delivery. 

Marketing Mix 

The concept of the marketing mix was known by five out of eleven experts, although 

in regard to the question if the marketing mix can be applied to virtual goods in F2P 

games, the answers differed strongly. Two experts said that the marketing mix is 

partially applied mentioning the principle of segmentation, but more important is to 

entertain users and the question how to do sales in a solid way. One expert said F2P 

games are more metric driven than in the field of traditional marketing. Interviewees 

mentioned twice that the marketing mix cannot be applied at all, whereas one expert 

said that generally most marketing theories cannot be applied and fail, because of the 

monopoly status of F2P games' vendors for their virtual world. 

Segmentation 

While segmentation is done for physical goods strategically before selling, 

segmentation in F2P games has two layers. One layer on games' level focuses on how 

to target players, the other lower one is how to address players on a virtual goods level. 

(Putzki, 2014) said that they do not need to offer a virtual good such as a pink tank for 

the game WoT, because such game addresses primarily male persons aged over 25. 

All experts stated that they analyze player data, although not all of them utilized this 

data to provide specific virtual goods. The extent of this analysis of players depends 

strongly on the size and financial power of the game vendor, especially smaller indie-
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providers seem to have difficulties to process segmentation. One expert said, that they 

conduct segmentation on a semi-professional level because of the lack of financial 

substance and missing of a dedicated marketing department. The issues smaller game 

vendors mentioned range from the technical inability to collect data, analyze the data 

sufficiently to deduct managerial implications, or incapability to utilize collected data 

and shape offerings. One expert pointed out that sometimes it is also a lack of 

scheduling, because the game development may have already taken some years, as 

new sophisticated analytics technologies enter the market, therefore such software 

cannot be integrated anymore. Referring to the experts, they mostly all do partial 

demographic segmentation, whereas behavioral segmentation and the investigation of 

specific key performance indicators is the leading technique, facilitated through in-

house developed analytics software or licensed ones such as deltaDNA 

(http://www.deltadna.com), AppAnie (http://www.appannie.com) etc. The experts 

stated that all kind of in-game behavior is analyzed so every step or action taken by 

the player resulting in a sheer mass of data. Referring to experts behavioral data is 

mostly categorized by players' activity, players' spending, players' purchase behavior, 

and partially players' game-play progression and often examined by cohort and other 

analysis techniques. 

Activity means how often a player plays the game, how often one returns, and 

how long one's game session are. Spending is very often divided into different payment 

classes such as whales, VIP or dolphins and minnows. There is sometimes an extra 

class of players, which spend huge sums on a game. One expert mentioned that this 

classification sometimes is based on the Life Time Value (LTV) and sometimes limited 

to a specific period of time, e.g. one month. Purchase behavior was one of the most 

mentioned criterion to segment, in particular information is collected about what a 

player purchased, when, how, and under which circumstances etc. 

Vendors also try to retrieve demographic data, when they can, which is utterly 

dependent on the used platforms or retrieve such data manually by register forms or 

in-game mechanisms. Some of the experts mentioned that they do not use 

demographic data at all but they would like to. Another said that in case they use 

platforms, such as Steam, or the App stores by Google or Apple the data is limited to 

aggregate data due to data protection and privacy laws. Another expert said 

demographic data plays an inferior role in segmenting the users, because they are less 

meaningful in comparison to behavior. One expert mentioned that especially in the 

mobile market hardware data, such as used device or platform, the connection method 



Virtual Marketing Mix  48 

 
 

to the Internet, meaning connected through wireless LAN or mobile hot spots for 

example, serves to decide which type of content in terms of size should be transmitted, 

such as for advertisements or new content.  

The amount of segments range from a simple diversification of payer and non-

payer to 1000's of different clusters, which can be analyzed depending on the expert. 

Segmentation classification data is primary collected by player behaviors in-game. 

Other than that different sources from classical online survey techniques, community 

related data such as game related forums or social networks, or information available 

by platforms such as the app stores. One expert mentioned that they developed their 

own algorithm, which classifies new users as well during the course of the game. 

Experts discriminate segmentation also in the game design phase in particular when 

the games' ruleset, graphics and game mechanics are created and in the live operation 

of the game, when players actually play the game. While in the design stage of the 

game, contemporary models and theories such as those from Yee (Yee, 2006a) or 

Bartle (Bartle, 1996) are applied to shape virtual goods offerings, analytic data 

substitutes these models later in the live operations referring to (Weidemann, 2014a).   

One expert stated that when you have the data you do not need these models 

anymore, because data substitutes everything, because it is better, or as another 

expert mentioned, more accurate. (Weidemann, 2014a) said that this kind of 

segmentation is used because it is intended that a player should always find an item 

in the virtual goods marketplace, which such player likes. (Stolzenberg, 2014; Ullrich, 

2014) mentioned that during the design of the game they use user-journeys or 

simulations of user behavior meaning that they play through the game as a specific 

user class to identify bottlenecks, issues, and needs for virtual goods. During live 

operations, (Hubertz, 2014) said, that they do not build specific items for a group, they 

look how these different groups react on an item, whereas they expect particular 

effects.  

Outcomes and actions taken based on this segmentation process are widely 

different. Some experts said that they mainly look for inconsistencies, and/or how to 

improve or optimize their offerings. One expert mentioned that they maintain a full 

automated pipeline, going from classification of users with underlying payment 

classification, including probability of purchase, to resulting in automated individualized 

dynamic offers within the game, which means that a player registered for a game is 

assigned to a specific payment and user class. During players' progression and game-

play these classes are adapted, which might result in dynamic pop-up windows or in 
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the appearance of a non-player character in the game who offers a specific good for 

this player. Almost all experts mentioned that, dependent on the payment level, they 

offer special support services with quicker and more direct communication to the 

customer. The bigger companies seem to be proactive as one expert mentioned, they 

see when someone has a problem and if so they get in touch with him even before the 

player needs to. One expert mentioned that they have recurrent intimate events with 

players, whereas they address primarily the payers. Some experts mentioned that they 

have special offers for these kind of high-class payers, although another expert 

claimed that this kind of special offers is against the nature of F2P. He said this kind of 

action is done majorly by providers, which have low conversions rates, whereas the 

payers spend lumps of money resulting in a high dependency on less users. He defined 

a “healthy user base” as one where the total revenue of the game is produced by 50% 

of whales and the residual by the other payer classes. According to the expert there 

are some F2P providers, which conduct so called “whale-hunting” such as Zynga or 

Facebook. 

 

Product 

Virtual goods and their characterization are dependent on the type of the game or the 

genre, experts mentioned. Experts consider for products as most important, that a 

virtual good actually helps the player through the journey and progression through the 

game, which does not necessarily mean that this benefit is against other players. 

(Hubertz, 2014) said that items must provide an advantage within the game such as 

faster, stronger, easier, but more beautiful. (Weidemann, 2014a) pointed out a similar 

definition for so called “power items”, which are items helping a player within the game, 

making sense and are fun to use. The more it helps the player, the more likely a player 

will purchase the good, but in any case it must provide an advantage. (Wagner, 2014) 

complements that this benefit must be experienced by the player at once after one 

buys a product. Although this advantage is mandatory for payers, the non-payers are 

affected as well, especially if payers have in-game advantages experts said, which 

cannot be achieved by non-payers.  

Besides types of the product, dimensions of virtual items are important as well. 

The experts mainly distinguish between temporal attribute of the products, which 

means either permanent goods, which literally permanently help the player versus 

consumption goods, which can be consumed once. (Dressel, 2014; Heins, 2014) also 

mentioned rentable goods, which seen attractive by users, especially in the eastern 
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F2P market. Experts argue that the culture and the technology is responsible for this 

behavior, because in eastern gaming culture mobile gaming is comparable to PC or 

console gaming like in Western countries and game-play duration is way shorter in 

Asia.  

Virtual goods have also a component to whom they contribute or benefit. Either 

the avatar is benefited by a virtual good, e.g. Magic Sword, or the player as human 

being for example with utility goods. (Wagner, 2014) mentioned that such utility goods 

can be for example goods, which allow one to watch an E-Sports game or to record a 

game in order to present yourself or share it with your friends or any other interested 

person. Additionally, there are goods which contribute to more than one avatar, which 

means a community, clan, or guild is benefited by a good. (Putzki, 2014) pointed out 

that emblems for guilds or even the foundation of a guild incur some costs for the 

upcoming guild members. Another finding was that for those kind of social goods the 

rent model is already applied, referring to (Dressel, 2014), who mentioned that they 

are offering buildings in one of their games, which can be rented and used only by 

members of one guild for a specific time. 

The creation process of virtual goods is divided into two parts, either at design 

stage of the game or after the game was released. 

Virtual items are developed right at the beginning of the game, which is strongly 

connected to a comprehensive game monetization concept referring to all experts and 

should be done in parallel to the game design process.  

The other trigger of creating a virtual good is either community, data, or the project 

plan respectively the design. In particular, very often the community points out their 

wishes, issues, bugs or ideas they may have, which influences vendors' development 

and design decisions.  

(Foos, 2014) referred to a case, where a player actually recommended a new feature 

for which he would likely pay, resulted that this feature was developed and therefore 

contributed to the revenue. Balancing issues are one driver, majorly in connection with 

the pay2win thematic, so that player feel some kind of unfairness in their game 

experience. Sometimes virtual goods introduce software bugs or other issues, which 

might block the game or change sensitive functionality in the game referring to (Heins, 

2014). Data is another input factor, whereas KPIs, cohort analysis and other 

instruments make monetization or game-play issues evident (Weidemann, 2014a), so 

that suitable goods are produced. 
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Finally F2P games are maintained and further developed in contrast to one-shot 

releases in the pay2play market, therefore development and design plans are 

continuously developed to implement new updates, features, and content. 

There are also some cases where virtual goods are produced because of companies' 

affiliates and cooperation. (Putzki, 2014) gives the example of the cooperation of 

SONY and Wargaming in terms of the movie “Fury” 

(http://www.sonypictures.com/movies/fury), which is a tank centric anti-war movie. For 

this purpose a special tank, identical to the one in the movie based on original 3d 

models, was created in WoT to promote the movie in this kind of tank community and 

offer something special for the players. 

Independent of when virtual goods are created, (Hubertz, 2014) pointed out that 

there are two ways of creating virtual goods, one he coined  startup and one company 

perspective. While the first is about bringing an idea into the production system and 

see how KPIs and the community reacts, the second is more about design and driven 

by tests in specific users groups before a feature or good is going into the live system, 

although for both approaches prototyping is utterly important, not only for technology 

and game-play, but also in terms of monetization. Finally (Hubertz, 2014) added that 

only data will tell you the truth and without it it is less likely to create perfect items.  

For both creation phases it is seen crucial that these virtual goods fit to the 

setting. Some experts called it in-lore, meaning that there is contextual connectedness 

of the good to the virtual world respectively the game (Porsche, 2014; Weidemann, 

2014a). 

Price 

Referring to the experts, the pricing of virtual items is done differently, although all 

experts mentioned that they use a dual currency model. Mostly all experts produce 

games, which use this kind of model. This also means that price setting affects either 

the virtual items or the virtual currency. Referring to the experts, the price setting 

process is an iterative and agile process, whereas experts mentioned that prices 

depend on some constrains. These constrains are widespread such as the type of 

game, the applied genres, the targeted platforms respectively devices, the addressed 

geographical markets, and the type of the virtual item. (Stolzenberg, 2014; Ullrich, 

2014) see the aspect of providing games as a service as central, and referring to 

(Stolzenberg, 2014) prices should be also set depending on customers' feedback. 

Development costs of a good plays a minor role (Hubertz, 2014), although (Wagner, 
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2014) mentioned that especially new released virtual goods in their games would be 

normally offered with higher prices.  

 (Heins, 2014) mentioned that there are two approaches for the virtual item type, 

referring to Goodgame Studio's titles (http://www.goodgamestudios.com). There are 

items which produce something and others do not. Prices of producing items are 

calculated based on the resources they produce, while non-production items are priced 

instinctively. (Hubertz, 2014; Wagner, 2014) argued that the time it takes the player to 

buy an item without using real money is one element of the pricing. (Stolzenberg, 2014) 

clearly stated that players calculate the value-add in comparison to the price. 

The product life cycle of a game is also important, whether it is in design, was just 

released, or does already exist for a couple of months or years. 

Initial prices are set either by external, internal data or both if available. Internal 

data is referring to other games' data and content provided by the same vendor. 

External data is also used for setting prices, such as other F2P games and their 

comparable virtual goods, market research material, such as from Newzoo 

(http://www.newzoo.com), real market economics (inflation, currency exchange rate) 

or the used payment providers. Payment providers are important, because they 

influence particular prices and enables customers' to pay on-the-fly, although this 

depends on the target games' platform (Foos, 2014; Heins, 2014; Putzki, 2014). For 

example platforms such as steam, or mobiles such as Apples iOS devices predefine 

the payment providers as (Wagner, 2014) stated. (Putzki, 2014) mentioned that these 

payment providers are selected geographically, depending on their accessibility and 

popularity, whereas game vendors might have individual contracts with those 

providers. (Heins, 2014) listed the top 3 payment gateways with credit card, short 

message service, and PayPal, whereas the later payment processors differ depending 

on the geographical region where your game is available. 

Experts agree on that initial prices should be higher than expected first, because they 

said it is easier to lower the price than to increase it, although (Heins, 2014) argued 

that too high prices e.g. an item for EUR 10.000 might scare the players and (Putzki, 

2014) mentioned that prices should be fair in terms of community feedback and abilities 

of the goods. Very often initial prices are set based on assumptions rather per trial and 

error, although most experts see the price setting as an implication of companies' or 

games' financial goals and/or projections. In regard to price distribution experts stated 

that psychological aspects of purchase behaviors are applied and that most games 

have similar price points. Psychological factors are important (Heins, 2014) for 
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example mentioned different price points which work for diverse packages of hard 

currency. Marketing tools are used to set prices such as pen & paper simulations, 

basket tests, test markets, test labs/user groups. (Foos, 2014; Ullrich, 2014) stated that 

user journeys, which are manual hypothetical tests what a player can do and on which 

steps a player can spend money under which circumstances, are also used to derive 

prices from.  

The adaptation of prices is done by two different approaches. (Dressel, 2014) 

recommends to conduct smaller iterative changes, while (Hubertz, 2014) emphasized 

drastic changes. (Hubertz, 2014) stated that prices should be adapted in drastic steps 

instead of too small ones, which most companies do wrong in his understanding. He 

said the technical capability of analysis to gather data continuously for a bunch of 1,000 

users within 48h enables one to see if changes were successful or not, while non-

drastic adjustments would need too many iterations and therefore too much time. 

Mostly all experts mentioned that one needs to inspect price elasticity, in order to 

optimize your offers. Adjusting of prices often called “balancing” is also important, so 

technical flexibility of pricing is another constrain experts mentioned, although 

technology and/or systems are very often used to configure virtual goods. Analysis is 

fundamental both for clarifying if virtual goods are meaningful for the customer base at 

all  and if sales of virtual goods are meeting expectations and previous assumptions 

(Hubertz, 2014; Stolzenberg, 2014). 

Discounts on virtual items are important, through discounts given at specific 

places in the game (Wagner, 2014) as well as between specific periods of time, e.g. 

during game events (Heins, 2014). Pricing is also seen as a tool for promotion, as 

(Wagner, 2014) mentioned. He said that goods and/or packages which are intended 

to sell to payers are promoted either by increasing the real value or their hard-currency 

value. 

Position 

Experts revealed that here are three central approaches to sell virtual goods: (a) on a 

dedicated games' marketplace websites, (b) platform or client specific shops such as 

Google, Apple, Steam, Battle.net, (c) or most typically in-game. The latter is divided 

into (c1) in-game marketplaces or (c2) in-game elements such as during narration in 

dialogues, through missions or other embedded points of sale. 

One must consider that the position of a good might mean either position of the 

hard-currency or the position of the goods itself. Other than that, some providers have 
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different approaches to offer virtual goods, some created dedicated shops for hard-

currency items or even directly for money on a website, others have an additional in-

game marketplace, and a few mentioned they have both options. 

 (Stolzenberg, 2014) mentioned that they do not have a separated premium 

shop, instead they offer both hard- and soft-currency items within one marketplace. 

Besides these key positions, other places are mentioned such as retailers or via 

partners online (Porsche, 2014). (Wagner, 2014) said that one should offer the virtual 

items, where they are needed e.g. when the avatars of a player dies one should offer 

the player the option to purchase a new life, whereas (Hubertz, 2014; Wagner, 2014) 

emphasized that these needs should be linked to a positive game experience, although 

this goal is difficult to achieve, (Hubertz, 2014) added. 

Vouchers or game cards provided by partners online, at retail stores, or in some 

kind of Kiosk modes are relevant for other countries. (Foos, 2014) said that they used 

vouchers, i.e. for Arabic countries, where the culture of entertainment is different. He 

said that in “Tea and coffee” countries, gamers are used to other payment methods.  

The building of such shop for virtual goods is something, which is done for each 

game individually, (Ullrich, 2014) said, whereas he predicts a lot of potential by unifying 

these kind of shops. (Heins, 2014) stated that they are using the same shop framework 

or all of their games. 

Trust and security is seen as an important factor for these kind of marketplaces. 

(Dressel, 2014) mentioned that shops need to look legitimate for the users. 

Marketplaces seem to be similar to traditional E-commerce marketplaces such as 

Amazon etc., whereas not all features of those sophisticated shops can be offered, 

although categorization should be used, referring to (Weidemann, 2014a). (Wagner, 

2014) mentioned that Amazon's recommendation system would be a feature they 

thought about, but he stated that it is difficult to realize and only rarely used by games. 

Independent of whether the market place is in-game or out-of-the-game, various 

techniques are applied within the virtual item shops. Packages are offered, bundled 

with something very usable for the user and something which is not sold that well, 

according to (Wagner, 2014). 

(Heins, 2014; Porsche, 2014) said that they are following E-Commerce 

guidelines and building a professional shop should be standard, but cannot be 

instantiated by smaller companies, whereas bigger ones have the financial resources 

to hire experts in this field. 
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Item assortments in those marketplaces sometimes differ depending on the country 

and/or region. (Putzki, 2014) stated that Wargaming decided to take the store out of 

the game to clearly give users a distinction between game and spending money. He 

said that they do not want to abuse the immersion of the game for spending purpose.  

Mostly all experts mentioned that depending on whether a player is a payer or 

a non-payer, users get different kind of support service. It seems to be common to 

provide individualized service and more direct and faster support for whales, therefore 

persons who spend most money. Some experts provide proactive support that means 

they see, when someone ran into a problem and get in touch with these players even 

before such players request help. One expert mentioned that special events are 

planned, especially for spenders, whereas higher spenders gain advantage over lower 

spenders. 

 

Promotion 

Creating awareness of virtual goods is one central action taken by vendors. One finding 

is that F2P game providers have two separated types of promotion channels. The first 

channel, which was mentioned by all experts, is outside the actual game using 

traditional marketing methods in the web age, such as vendors' or games' websites, 

Email and Newsletter to announce news and updates about the game, special offers, 

and newly created virtual goods. Referring to (Dressel, 2014), vendors are able to do 

mass or targeting marketing. Another tool to raise attention to new offers is the 

community, which means forums' entries and utilizing social networks, although some 

providers do not use Facebook, Twitter or suchlike as channels to promote virtual 

goods, but rather to inform fans and followers about news and updates. (Foos, 2014) 

mentioned that social networks are especially used for community management 

reasons, although it is not a PR channel in his understanding, but it is more to tease 

content or inform players about news. (Dressel, 2014; Putzki, 2014) mentioned that 

community platforms such as forums also offer the option to send messages to other 

members through the system, although this option is rarely used, referring to the 

experts. (Dressel, 2014; Ullrich, 2014) emphasized that especially providers of F2P 

mobile and touchscreen games utilize another mechanism with short message 

services or push-messages to send new offers, either individualized or general ones.  

Creating sales events where special items or quantity of currency can be 

purchased at limited amount and/or at reduced prices or with incentives such as 
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discounts are done by all providers. Currency is offered either with quantity or with 

price discounts, depending on the experts.  

 (Ullrich, 2014) mentioned that they had recurrent sales events to offer products 

at discounted prices and when they stopped these events, the community demanded 

to get them back. (Ullrich, 2014) claimed that in his understanding such kind of sales 

events can become game content. Additionally, he experienced that the more sales 

events are done, the more revenue is created in contrast to industries' F2P experts' 

perspective, referring to him. 

Depending on the popularity or the reach of the game, real-world brand 

providers signal their willingness to promote their real-world goods in games (Putzki, 

2014) stated, although he mentioned Wargaming as a reference clearly rejected  this 

kind of advertisement within their games. There is also another direction meaning that 

real-world products are combined with virtual goods. (Putzki, 2014) mentioned that 

WoT bonus codes can be retrieved, when you buy a mouse at Razer 

(http://www.razerzone.com), or a model at Revell (http://www.revell.de/en) see below 

image (Figure 12). 

 
Figure 12 
Promotion of the WoT branded Razer Goliathus Speed including 500 Gold and three 
Months of Membership. 
 

 

 
 
Although promotion for virtual goods is done beyond the game, (Hubertz, 2014; 

Wagner, 2014) raised that very often mistakes are made on the marketing level in 

regards to the missing understanding by consumers of the value-add of specific goods 

and currencies. (Hubertz, 2014) said that one does not know, which value 5,000 gold 
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coins may have or how strong this super sword may be. He recommends to offer those 

goods within the game rather using a tutorial to teach players the value of a specific 

good. 

Besides this out-of-game promotion in-game promotion seem to be addressed 

differently. While some experts such as (Putzki, 2014) mentioned that they do not 

utilize any in-game promotions or stated that they do this very conservatively referring 

to (Foos, 2014). One reason given by experts was that they do not disturb the game-

play experience for their players. 

The next layer of promoting virtual goods is initiated when players start the 

game. Experts mentioned that very often splash or launch screen, windows or dialogue 

boxes, which normally show the logo and some copyright information about the game 

can be utilized as well to show virtual items. (Ullrich, 2014) mentioned that the game 

loader bringing up the launch screen or rather a client platform, especially full-screen 

models such as Blizzard's BattleNet (http://battle.net) client is one of the most 

important tools to advertise or promote special virtual good offers. He said that every 

player needs to start an executable or at least needs to double-click and one can be 

sure, that a players looks at least one second at this kind of initial launch screen. 

After finishing the loading, there are different options to promote goods, either 

by popping up a news box or showing a news ticker. A lot of games also have in-game 

messaging or the chat, targeting with specialized offers for specific players or globally 

for all players, which is referring to the experts an ideal place to show offers about 

virtual goods. Pop-Up mechanics to show full or part screen interstitials used especially 

on mobile devices  have proven very useful referring to (Dressel, 2014; Ullrich, 2014), 

although it is another mechanic very similar to offer walls, which are mostly used to 

show other games and/or actions taken by the user to claim virtual currency or items. 

 (Heins, 2014; Porsche, 2014) stated that other mechanisms are used, such as 

highlighting virtual goods or access to them, for example with a special icon, another 

color, anything that users distracts from their normal experience, so that their focus 

changes. In-game events are another instrument either by special challenges or quests 

for player (Dressel, 2014; Heins, 2014; Ullrich, 2014; Wagner, 2014). Events such as 

presenting special virtual goods as happened in WoT and the movie Fury could offer 

opportunities to temporarily promote special offers such as a tank only available for a 

limited time (Putzki, 2014). 

 (Heins, 2014) mentioned that, depending on the state of the player, they 

populate a non-player character (NPC) in players' virtual world, which offer special 
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items for the player. While this might fit in open-world games, as (Ullrich, 2014) said, 

one can utilize this kind of NPC mechanic nicely in open-world games, in more mission 

oriented games such as for WoT it would be more appropriate to utilize the mission 

screens or showing interstitials during the loading.  

Besides promotional techniques, there are also some facilitators to make 

promotion more effective. The ones mentioned by experts were count-downs, 

deadlines, or restricted quantities, so that special offers are only valid for a specific 

amount of time, or quantity directly visualized for the players. Elements showing that 

items are inactive or disabled or only accessible for specific player ranks or levels can 

be seen as another method to trigger intrinsic motivation of users to unlock such 

content (Ullrich, 2014; Wagner, 2014). 

Another interesting way, but currently not used much is customization of virtual 

goods, so that players are able to reshape some attributes such as color or style of 

items to ones' needs. (Dressel, 2014) treats customization as extremely important, 

although it results in more development costs, which does not matter, referring to him, 

because one can compensate this later by revenues. In contrast, (Heins, 2014) is 

convinced that this concept would rather work in Asian cultures instead of Western 

cultures. 

Previews of virtual items in the perspective of the player, so that a player can 

experience the virtual good, such as looking into a mirror, while you are wearing some 

new clothes, is seen by some experts as an adequate instrument. (Wagner, 2014) 

emphasized that this kind of preview resulted in costs to create dedicated media, and 

for mobile games it might not be just these costs because of transport costs of data. 

Similar to this you can often see virtual goods, purchased or collected, on other 

players respectively in their realms or properties, which might be specifically effective 

when an opponent is beating another player in player versus player (PvP) who has this 

virtual goods. 

Most experts coined scarcity of goods in order to create needs on players' side, which 

are needed to create buildings. (Wagner, 2014) mentioned another mechanism with 

try and buy, so that a player can try out a virtual good for free for a specific amount of 

time or application. The on-boarding is probably the single most important point for the 

first experience of the players, but besides the game-play effect it addresses an issue 

(Hubertz, 2014) mentioned, that one can teach players about goods and their 

advantages. (Ullrich, 2014) mentioned level restrictions of goods, so that a player can 

buy or get an item first, when you reach a specific level or stage of progression in the 
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game. He also mentioned diversification towards the avatars and ones play style, so 

that dependent on players' selected avatar or class one needs different kinds of virtual 

goods.  

Gambling mechanisms are also sometimes used to promote virtual good such 

as wheel of fortunes or mystery boxes, but as (Weidemann, 2014a) argued, these kind 

of mechanics must fit into the game world. 

 

3.1.3 Limitations and Confound 

It has to be mentioned that not all interviews covering all topics to the same degree 

due to the explorative nature of the interviews, time restrictions of the interviewee, or 

utilization of deeper expert knowledge in one particular field in contrast to other parts 

where experts had not detailed knowledge due to their role. A few interviews had to be 

cut short when the interviewee had to proceed to other work duties.  

Depending on the expertise of the interviewees, mobile F2P games seem slightly 

underrepresented with two experts and browser games with four slightly 

overrepresented, and three experts mainly work in the field of client games. Another 

limitation might be that none of the experts work on console F2P games and eight out 

of eleven interviewees coming from the pc browser market. 

The company size is another potential confound, four experts working for big 

companies, four for medium, and two for small companies, so medium and big 

companies are slightly overrepresented. 

Whereas all of the experts had extensive knowledge in the field of virtual goods 

the interviews covered only feedback of one monetization expert, whereas 

monetization is, referring to almost all experts, a crucial role in marketing virtual goods. 

Depending on the feedback of the experts, the game designer fill a crucial role in the 

process of creating and market virtual goods. So a flaw of this design is obviously that 

no game designers were involved to reflect the contemporary state of responsibilities 

of virtual goods, especially to find out the connection of marketing to game mechanics 

respectively rules. 

Finally, the culture plays an important role in F2P games due to importance the 

experts rendered, which indicates that all four components of the marketing mix are 

affected by culture and/or country, therefore it is a crucial limitation of this study that 

only German experts were interviewed.  
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3.2 F2P Players Survey 

3.2.1 Methodology 

Target Population 

The target population is defined as German F2P games' players and referring to the 

US statistics portal statista (Statista, 2015a), there are 29.3 million regular players of 

computer games. According to an infographic of the UK research agency Newzoo from 

2014, 39.8 million players from Germany populate virtual gaming worlds (Newzoo, 

2014a), which is around half of Germany´s total population of 80,9 million inhabitants 

according to the German statistical federal office. The German agency yStats.com 

published a market study about the global online gaming market, which states that 

over 40% of Internet users play games online and that gamers moving away from 

consoles and pre-installed pc games towards online and mobile games (yStats, 2014), 

whereas (The World Bank, 2013) claims the Internet utilization in German was around 

84% of the whole population in 2013. This roughly results in 34 million online players 

in Germany. Considering that F2P games are a priori on-line games, although you can 

play some of them off-line as well after downloading and without any purchase intents 

of virtual goods, the anticipated maximum target population is specified conservatively 

at a maximum of 34 million players of F2P games in Germany. 

 

Sampling-Method 

The research design is a quantitative, cross-sectional, non-supervised computer assisted 

web survey using a non-random convenience sampling method.  

 

Survey Content 

The questionnaire consists of three sections, unfolding into between 36 or 42 questions 

depending on the answer of one filter question, whereas respondents need about 12 

minutes on average to answer all questions. 

Effectively, the questionnaire tries to collect different kinds of quantitative data by 

closed-ended question, although qualitative data is provided by one open-ended 

question. The survey questions using consistently a 5-points Likert scale either for 

mono or bi-polar answers. These scales are used especially for subjective estimations 

or perceived values. The structure of the survey is divided into 5 main groups, which 

are explained in the following. 
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F2P Preferences (Filter Question): The first section consists of three questions 

and asks about the amount of F2P games played, the filter question whether 

respondents have ever spent real money for virtual goods, and how important 

respondents see each of the 4Ps in offers for their friends.  

Depending on the answer of the filter question, the respondent is forwarded to a 

dedicated part either for payers, or for free loaders respectively non-payers.  

Virtual Goods for real currency: The payer section tries to collect data by 

respondents, who have purchased virtual goods with real currency. They are asked 

about spending habits such as the amount of games which a respondent spent real 

money for virtual goods on, the game where the respondent spent most money for, 

whereas such game is used for most part of the survey in regards to the following 

sections and questions. In particular is asked when the respondent did spend money 

last in this game, on which platforms/hardware, how much money was spent in total 

for this game, and finally respondents' future intention to continue to invest real money 

into virtual goods. 

Virtual Goods for virtual currency: Respondents, who have purchased virtual 

goods only with virtual currency, are asked similarly to the opposite filter section about 

the game they played most in the last three months and why they have not spent any 

real money for virtual goods yet. 

Player's preferences in F2P games: This block clarifies the player's preferences 

within the context of the chosen F2P game asked in the previous filter section. 

Therefore respondents are asked about their expertise, their preferred platform 

respectively hardware for playing, their time spent for the beforehand specified game. 

Social linkage is inspected by asking respondents either if one is member in a guild or 

clan, and with how many friends one plays. The last items ask respondents if one 

participates in player versus player (PvP) modes and about ones' primary motivation 

of playing the game referring to the findings of the study by (Yee, 2006a). In particular, 

respondents were asked if they are social, achievement, or narration oriented, whereas 

in contrast to Yee´s model respondents could only mark one orientation and these 

orientations were paraphrased into statements for each, such as “You play F2P 

games, because you would like to compete with others or gain progress in the game. 

Marketing mix related questions unfolding in the 4Ps (Product, Price, Position, 

and Promotion): Basically in all of the following sections for each component there is 

one question about the subjective perception of quality in regards to the dedicated 4P 

component. Additionally, each block for the components utilizes Trommsdorff's attitude 
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model except the pricing component. The author is convinced that the information 

retrieved for the pricing component with such model is minor due to the fact that 

everyone would like to have the lowest pricing.  

Sub-section Product: Questions in this section are linked to a study from 

(Lehdonvirta, 2009), who identified the high-level attributes of virtual goods such as 

functional, hedonistic or social, which steer purchase decision. Besides these types 

respondents were asked, which dimensions of virtual goods they actually purchase 

and would ideally prefer. 

Sub-section Price: This section utilizes an investment approach, therefore 

respondents are asked how much virtual coins they would invest into the previous 

mentioned types and/or dimension of virtual goods to find out, which are of higher value 

than others and to which degree these types are irrelevant at all. Additionally, 

respondents were asked how often one purchases discounted virtual goods. 

Sub-section Position/Place: The questions listed in this section are investigating 

the typical preferences, where users would like to and actually purchase virtual goods. 

Furthermore respondents are asked about ones' shopping experience in ones selected 

F2P game' and in a traditional E-Commerce marketplace such as Amazon.  

Sub-section Promotion: Herein, information should be collected about the 

channels where user get aware of virtual goods in F2P games. While some developers 

and F2P experts recommend not to tell all information about virtual goods, such as in 

(Oh & Ryu, 2007), meaning to provide a full specification of an item to consumers, this 

question is used to get information how players consider the quality and quantity of 

available information.  

Demographic data: The very last section retrieves general demographic data 

such as gender, year of birth, profession, marital status, household net income, and 

optionally the email address. 

 

Collection of Data 

The questionnaire was created with the software SurveyGizmo 

(http://www.surveygizmo.com). The survey was accessible for one month between the 

9th of January and 9th of February 2015, whereas not all threads were either created or 

accepted and therefore public at the same time (see Appendix Figure 14).  

The drawn sample (N = 439) consists of 385 (~88%) male and 54 (~12%) female 

respondents. Besides these complete answers, additional partial answers (N=239) were 

retrieved, but due to the lack of crucial information they were not considered in the following 
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analysis. The respondents came from 54 different on-line forums, either ones for general 

gaming and F2P games or specific games' forums, whereas around eight persons on 

average answered per forum. The full list of the addressed forums and communities as 

well as the amount of respondents for each can be found in the appendix (Figure 14). 

The respondents were recruited by a dedicated thread with a link to the survey (see 

Appendix (Figure 16)), which was created depending on the forums' policies and rules 

either in a dedicated survey section or in the general “Spam” section. The 

questionnaire was pretested with 20 random users of one specific forum to optimize 

the questionnaire.  The pre-tested respondents were asked to complete the survey and 

to evaluate the wording and interpretability of the survey, resulting in corrections of 

some minor spelling issues and a few clarifications of answer options. It was ensured 

that the forum category respectively group and the naming of the forum thread was 

identical in all games' forums. Forum members were motivated to conduct the survey 

by the chance to win three gift coupons each worth 50 EUR for the Steam games 

platform, in order to facilitate a high response rate. For this purpose respondents could 

share their email address with the researcher in the last question of the survey.  

The actual questionnaire in its original German form can be found in the appendix 

(Figure 17).  

Analysis 

After the survey was closed the data was exported from SurveyGizmo to the format of 

IBMs software SPSS, in order to use SPSS to analyze the data. Before the actual data 

were analyzed, precoding was conducted and further data was manually retrieved, 

especially to reduce potential confound. Precoding coding was done by dividing the 

age, in particular the given year of birth of respondents, into defined age groups done 

for French players by (Statista, 2015b). Based on the perceived quality of each 

marketing mix component, an aggregated value defined as Marketing Mix Score, was 

created as the sum of each of the 4Ps components. Furthermore, genre and the game-

play fun factor were retrieved for each game and the dataset was extended in SPSS. 

The underlying assumption for the need of these kind of data was that games, which 

are more fun for players might have impact on the buying behavior of its consumers. 

Another aspect might be the genre, which could influence results. If one takes a look 

either at the top grossing games e.g. for Apple´s iOS on the business intelligence 

provider (App Annie, 2015) or the top 10 MMOs referring to (SuperData Research, 

2014), some genres seem to be more successful than others. Both datasets were 

retrieved by the service “Metacritic” (http://www.metacritic.com) which provides 
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aggregate scores called “Metascore” averaged by scoring of several games 

magazines, although it reveals two further issues. First there is no standard for genres 

rather a lot of games are kind of genre mixes. Second F2P games in general and in 

specifically ones from Germany have no actual values, in particular only for 55 out of 

99 mentioned games by respondents such Metascore was specified. This drawback in 

the scoring cannot be solved reliably, while Genre data was unified manually by the 

author after looking on public websites or other review providers' websites.  The actual 

analysis includes descriptive statistics, especially for respondents' demographic data 

and F2P specific games or player information, Independent T-Test, One-Factor 

ANOVA, Correlation and Ordinal Regression Analysis to reveal differences in the 

perception of the marketing mix by beforehand mentioned data. Correlation analysis 

either with Pearson's or Spearman's Test were applied for Marketing Mix components, 

past purchase behavior and future purchase intention. Ordinal regression analysis was 

applied to find concrete relations to past purchases or future intention to purchase and 

relations to other payer relevant data, such as motivation of playing, used platforms, 

guild membership etc.. The survey offered one open-ended question, where players 

could give an explanations why they have not spent any money for virtual goods yet. 

These answers were qualitatively analyzed in the same way as it was done in the 

previous empirical part.   

 

Hypotheses 

Besides extensive exploration of the data to build hypotheses, analysis was conducted 

to find dependencies between the marketing mix components and score towards 

demographics, F2P players and preference data. With the primary hypotheses were 

tested if there are relations between the marketing mix components towards either 

purchase intention for virtual goods of respondents (H2) or the amount of spending 

real money for virtual goods (H3). 
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3.2.2 Results 

For the sake of readability this section consists of dedicated subsections, whereas 

each addresses a specific area of interest. These are demographics and information 

about players, Marketing Mix related and other findings. 

 
Demographics 

The following table (Table 3) outlines the demographic information about respondents. 

 
Table 3 
Demographical Data of the Survey Respondents grouped by Payers, Non-Payers, 
and Total Sample. 
 

Demographic 

  Group Subgroup 

Demographics 

Payers 

(N = 326) 

Non-Payers 

(N = 113) 

Total 

(N = 439) 

Frequency 

Percent 

within 

Group 

Percent 

to 

Total Frequency 

Percent 

within 

Group 

Percent 

to 

Total Frequency 

Percent 

within 

Group 

Gender 
Female 36 11,0 8,2 18 15,9 4,1 54 12,3 

Male 290 89,0 66,1 95 84,1 21,6 385 87,7 

Age  

  Group 

10-14 2 ,6 0,5 1 ,9 0,2 3 ,7 

15-24 134 41,1 30,5 46 40,7 10,5 180 41,0 

25-34 130 39,9 29,6 46 40,7 10,5 176 40,1 

35-49 51 15,6 11,6 18 15,9 4,1 69 15,7 

50-65 8 2,5 1,8 2 1,8 0,5 10 2,3 

>65 1 ,3 0,2     0,0 1 ,2 

Marital 

  Status 

Married /  

  Partnership   53 16,3 12,1 19 16,8 4,3 72 16,4 

Single 273 83,7 62,2 94 83,2 21,4 367 83,6 

Profession 

Employee  

  (fulltime or  

  part-time) 119 36,5 27,1 38 33,6 8,7 157 35,8 

Freelancer 20 6,1 4,6 7 6,2 1,6 27 6,2 

Housewife/ 

Househusband 6 1,8 1,4 2 1,8 0,5 8 1,8 

Seeking Work 12 3,7 2,7 3 2,7 0,7 15 3,4 

Retiree 6 1,8 1,4 1 ,9 0,2 7 1,6 

Apprentice 28 8,6 6,4 12 10,6 2,7 40 9,1 

Student 86 26,4 19,6 40 35,4 9,1 126 28,7 

Pupil 49 15,0 11,2 10 8,8 2,3 59 13,4 

Household 

  Net Income 

Less   € 1.300 126 38,7 28,7 46 40,7 10,5 172 39,2 

€ 1.300-2.600  82 25,2 18,7 27 23,9 6,2 109 24,8 

€2.601-3.600 22 6,7 5,0 5 4,4 1,1 27 6,2 

€3.601-5.000 17 5,2 3,9 6 5,3 1,4 23 5,2 

€5.001-18.000 4 1,2 0,9 1 ,9 0,2 5 1,1 

More €18.000 2 ,6 0,5 1 ,9 0,2 3 ,7 

No Answer 73 22,4 16,6 27 23,9 6,2 100 22,8 
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Information about F2P Players 

The following table (Table 4) shows preferences and more details about respondents 

as players in the context of the F2P game. 

 
Table 4 
Preferences of F2P Games' Players. 
 

Group Subgroup 

Players' F2P Preferences 

Payers 

(N = 326) 

Non-Payers 

(N = 113) 

Total 

(N = 439) 

Frequency 

Percent 

within 

Group 

Percent 

to 

Total Frequency 

Percent 

within 

Group 

Percent 

to 

Total Frequency 

Percent 

within Group 

F2P  

  Games 

  Played 

0 4 1,2 0,9 6 5,3 1,4 10 2,3 

1 - 2 131 40,2 29,8 56 49,6 12,8 187 42,6 

3 - 6 158 48,5 36,0 38 33,6 8,7 196 44,6 

7 - 15 18 5,5 4,1 8 7,1 1,8 26 5,9 

More than 

15 11 3,4 2,5 5 4,4 1,1 16 3,6 

I do not 

know 4 1,2 0,9    4 ,9 

F2P  

  Games 

  Payed 

1 113 34,7 25,7      

2 101 31,0 23,0      

3 - 5 100 30,7 22,8      

More than 6 12 3,7 2,7      

F2P  

  Games 

  Compe-                       

  tency 

Beginner 4 1,2 0,9 11 9,7 2,5 15 3,4 

Advanced 
24 7,4 5,5 27 23,9 6,2 51 11,6 

Competent 75 23,0 17,1 35 31,0 8,0 110 25,1 

Skilful 134 41,1 30,5 27 23,9 6,2 161 36,7 

Expert 89 27,3 20,3 13 11,5 3,0 102 23,2 

Friends 

  Played 

0 44 13,5 10,0 32 28,3 7,3 76 17,3 

1 - 2 91 27,9 20,7 44 38,9 10,0 135 30,8 

3 - 5 71 21,8 16,2 21 18,6 4,8 92 21,0 

More than 5 120 36,8 27,3 16 14,2 3,6 136 31,0 

Guild 

  Member 

No 152 46,6 34,6 78 69,0 17,8 230 52,4 

Yes 174 53,4 39,6 35 31,0 8,0 209 47,6 

Motivation 

Social 63 19,3 14,4 11 9,7 2,5 74 16,9 

Narration 46 14,1 10,5 28 24,8 6,4 74 16,9 

Competition 217 66,6 49,4 74 65,5 16,9 291 66,3 

Player 

versus  

  Player 

Mode 

No 43 13,2 9,8 23 20,4 5,2 66 15,0 

Yes 269 82,5 61,3 79 69,9 18,0 348 79,3 

No PvP 14 4,3 3,2 11 9,7 2,5 25 5,7 
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Table (Table 5) summarizes respondents' preferences for specific hardware 

respectively devices either to play on or to spent money on. Data indicates that most 

respondents play (92%) and pay (72%) on the PC/Mac platforms. 

 
Table 5 
Comparison of Platforms used by Respondents to Play and Pay. 
 

Platform 

Applied  

  On Platform 

PC/Mac Mobile Touch Console 

No Yes No Yes No Yes No Yes 

Payers (N = 326) 

Frequency 17 309 287 39 304 22 318 8 

Percent within Group 5,2 94,8 88,0 12,0 93,3 6,7 97,5 2,5 

Percent to Total 3,9 70,4 65,4 8,9 69,2 5,0 72,4 1,8 

Money Spent by Payers on Specific Platform (N = 326) 

Frequency 18 308 295 31 314 12 317 9 

Percent within Group 5,5 94,5 90,5 9,5 96,3 3,7 97,2 2,8 

Percent to Total 4,1 70,2 67,2 7,1 71,5 2,7 72,2 2,1 

Non-Payers (N = 113) 

Frequency 18 95 82 31 92 21 105 8 

Percent within Group 15,9 84,1 72,6 27,4 81,4 18,6 92,9 7,1 

Percent to Total 4,1 21,6 18,7 7,1 21,0 4,8 23,9 1,8 

Total (N = 439) 

Frequency 35 404 369 70 396 43 423 16 

Percent within Group 8,0 92,0 84,1 15,9 90,2 9,8 96,4 3,6 

 
 
The following table (Table 6) outlines the descriptive statistics for survey items 

requesting payment preferences of the respondents. One can see that only partial 

respondents, who pay for virtual goods paid in more than six games (4%), while the 

residual respondents paid in less than six F2P games. Most respondents (39%) did 

their last purchase of virtual goods with real money later than three months, while a 

slightly lower part (31%) stated they spent money recently within the last 30 days. The 

major part (>40%) of respondents has spent more than EUR 100 in their preferred F2P 

game. Only a minor part (~10%) of respondents answered that they have spent less 

than EUR 10. Purchase intention is neglected by respondents answering that they are 

planning no purchase within the next 30 days is very unlikely (42%) or unlikely (23%), 

which implicates that the major part of respondents (65%) do not plan on a short-term 

to purchase virtual goods. Only a minor part of respondents plans to spent further 

money very likely (~9%) or likely (~13%).  
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Table 6 
Descriptive Statistics for Payment Preferences of Respondents. 
 

Group Sub-Group 

Payers (N = 326) 

Frequency 

Percent 

within Group 

#Games 

  Spent Money 

1 113 34,7 

2 101 31,0 

3-5 100 30,7 

More than 6 12 3,7 

Time Last Spent Money  

Less than 1 Month 102 31,3 

Between 1 and 3 Months 96 29,4 

More than 3 Months 128 39,3 

Money  

  Spent 

Between EUR 0,01 and 10  33 10,1 

Between EUR 10,01 and 30 59 18,1 

Between EUR 30,01 and 60 55 16,9 

Between EUR 60,01 and 100 43 13,2 

More than EUR 100 133 40,8 

N/A 3 ,9 

Purchase 

  Intention 

Very unlikely 137 42,0 

Unlikely 75 23,0 

Undecided 42 12,9 

Likely 43 13,2 

Very likely 29 8,9 

 

Marketing Mix 

The following table (Table 7) summarizes the descriptive statistics both for perception 

of the marketing mixes' in their focused games by the players and the respondents' 

recommendations to their friends whereas each of them are grouped by payers, non-

payers, and total. The figures indicate that respondents see product and price 

significantly more important than position or promotion, independent of the purchase 

decision.  

The figures indicate that position has the highest value (Mean = 3.5) in contrast to the 

lowest one (Mean = 2.8) with price perceived by all respondents. Independent of the 

component, all perceived values of the marketing mix are significantly higher compared 

to non-payers. In particular product (15%), price (20%), position (13%), promotion 

(8%), and the marketing mix score (14%). The marketing components respondents 

focus on to market virtual goods to their friends are almost similar, although there is 

one exception.  
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Table 7 
Comparison of Players Perception of the Marketing Mix Components between Non-
Payers or Payers and total Data. 
 

Perceived Quality 

of Marketing Mix  

  Components 

Perception of Respondent Friends Recommendation 

Min Max Mean SD Min Max Mean SD 

Payers (N = 326) 

Product 1 5 3,2 1,25 1 5 4,1 1,15 

Price 1 5 2,9 1,17 1 5 4,0 1,26 

Position 1 5 3,6 1,09 1 5 2,7 1,32 

Promotion 1 5 3,1 1,30 1 5 2,6 1,38 

Marketing 

  Mix Score 4 20 12,9 3,11 4 20 13,4 2,63 

Non-Payers (N = 113) 

Product 1 5 2,8 1,30 1 5 4,1 1,21 

Price 1 5 2,4 1,09 1 5 4,2 1,15 

Position 1 5 3,2 1,32 1 5 2,6 1,34 

Promotion 1 5 2,9 1,30 1 5 3,0 1,45 

Marketing 

  Mix Score 4 18 11,3 3,41 4 20 13,9 2,84 

Total (N = 439) 

Product 1 5 3,1 1,27 1 5 4,1 1,16 

Price 1 5 2,8 1,17 1 5 4,1 1,23 

Position 1 5 3,5 1,17 1 5 2,7 1,33 

Promotion 1 5 3,1 1,30 1 5 2,7 1,40 

Marketing 

  Mix Score 4 20 12,5 3,26 4 20 13,6 2,69 

 
 
An additionally applied two-sample T-Test also revealed a statistically reliable 

difference between the mean values of all perceived component values and marketing 

mix score, except promotion between payers and non-payers. 

Assuming interval values for the 5pt Likert scales used for the tested variables, 

Pearson's correlation analysis failed to reveal a correlation between the amount of 

money spent of payers to each of the marketing mix components as well as the 

marketing mix score, referring to the below table (Table 8). 

The table (Table 9) lists Person's correlation values between the marketing mix, if 

respondents would focus on offering to their friends a virtual good, and respondents 

purchase intention or amount of money spent by a paying respondent. Person's 

correlation reveals similar to the previous analysis no significant correlation to the 

amount of money spend, while there is a slight correlation of the product component, 

r(321) = -.120, p = .030, and promotion, r(321) = .148, p = 008 towards purchase 

intention within the next 30 days. 



Virtual Marketing Mix  70 

 
 

In contrast to the amount of past spending, Pearson's correlation analysis revealed a 

correlation between each of the marketing mix components as well as the marketing 

mix score. The marketing mix score is significantly higher than each single value, 

r(324) = 0.273, p < .001. 

 
Table 8 
Pearson's Correlation Test between the Future Purchase Intention of Payers and 
Amount of Money Spent by Payers towards Product, Price, Position, Promotion, and 
Marketing Mix Score for Respondents' F2P game. 
 

Perceived Quality 

  of Marketing Mix  

  Components 

Purchase Intention 

of Payers (N=326) 

Amount of Money Spent by 

Payers (N=323) 

Pearson  

Correlation Sig. (2-tailed) 

Pearson  

Correlation Sig. (2-tailed) 

Product ,154** ,005 ,056 ,312 

Price ,235** ,000 -,044 ,431 

Position ,205** ,000 -,023 ,678 

Promotion ,122* ,028 ,035 ,526 

Marketing Mix Score ,273** ,000 ,013 ,820 

 

 
Table 9 
Pearson's Correlation Test between the Future Purchase Intention of Payers and 
Amount of Money Spent by Payers towards Friend's Recommendation Product, 
Price, Position, Promotion, and Marketing Mix Score for Respondents' F2P game. 
 
 

Marketing Mix 

  Components 

  Friends' 

  Recommendation 

Purchase intention 

of Payers (N=323) 

Amount of Money Spent by 

Payers (N=323) 

 
Pearson  

Correlation Sig. (2-tailed) 

Pearson  

Correlation Sig. (2-tailed) 

Product -,018 ,748 ,083 ,136 

Price -,120* ,030 -,009 ,878 

Position ,088 ,115 ,048 ,393 

Promotion ,148** ,008 ,071 ,206 

Marketing Mix    

  Score ,056 ,314 ,094 ,093 

 
 
Table (Table 10) list the perceived value of the marketing mix components towards 

spenders. The numbers indicate there is a slight, non-parametric Spearman's 

correlation between focusing on the components product, price, position and the 

decision of being a payer. The promotion component instead shows no significant 

correlation. The marketing mix score has the highest value with r(437) = .194, p < .001, 

although it indicates a slight correlation. 
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Table 10 
Spearman's Correlation Analysis between Real Money Spenders and Perceived 
Marketing Mix Components. 
 

Perceived Quality of  

  Marketing Mix Components 

Real Money Spenders (N=439) 

Spearman´s rho Correlation Sig. (2-tailed) 

Product ,141** ,003 

Price ,182** ,000 

Position ,138** ,004 

Promotion ,077 ,108 

Marketing Mix Score ,194** ,000 

 
 
The below table (Table 11) shows perceived value of the marketing mix components 

towards payers, which are experts in their selected game. The number indicate there 

is a moderate correlation between price, r(87) = .357, p < .001, position, r(87) = .358, 

p = .004, and the marketing mix score, with r(87) = .376, p < .001, in contrast to product 

and promotion components, which show no significant correlation. Relations towards 

lower levels were also checked, but reveal less significant or no correlation at all.  

 
Table 11 
Pearson's Correlation Analysis between Payers with Expert Competency in the 
Game. 
 

Perceived Quality of 

  Marketing Mix Components 

Purchase Intention of Payers with Expert Competency (N=89) 

Pearson Correlation Sig. (2-tailed) 

Product ,089 ,003 

Price ,357** ,000 

Position ,358** ,004 

Promotion ,218* ,108 

Marketing Mix Score ,376** ,000 

 
 
Linear Regression analysis could not be applied due to the use of non-metric variables 

both for DVs and IVs, so Ordinal Regression was conducted towards purchase 

intention in contrast to the amount of payment due to the lack of significant correlation 

(see table (Table 9)). The following tables outline the results of the Ordinal Regression 

Analysis of two different models. The first model named “4Ps” consists of the 

factors/covariates product, promotion, position, and price towards the DV purchase 

intention by the respondent. The second model, named “4Ps ext”, consists of the 
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previous factors/covariates and the amount of F2P games where respondents paid for 

virtual goods and the time a respondent paid last. 

Table 12 
Overview of the Case Processing Summary for Ordinal Regression of the Models 
4Ps and 4Ps ext. 
 

  N Marginal Percentage 

Likelihood of  purchase within the next 30 days 

Very Unlikely 137 42,0% 

Unlikely 75 23,0% 

Undecided 42 12,9% 

Likely 43 13,2% 

Very Likely 29 8,9% 

Valid 326 100,0% 

 

Table 13 
Overview of Model Validation Functions for Ordinal Regression of the Models 4Ps 
and 4Ps ext. 
 

Test Model 

-2 Log  

Likelihood Chi-Square df Sig. 

Model Fitting Information 

4Ps 

Intercept Only 742,900    

Final 709,815 33,085 4 ,000 

4Ps ext 

Intercept Only 927,182    

Final 730,622 196,560 6 ,000 

Goodness-of-Fit 

4Ps 

Pearson  702,379 736 ,809 

Deviance  565,474 736 1,000 

4Ps ext 

Pearson  1102,926 1214 ,990 

Deviance  713,750 1214 1,000 

Test of Parallel Lines* 

4Ps 

Null Hypothesis** 709,815    

General 696,171*** 13,644**** 12 ,324 

4Ps ext 

Null Hypothesis** 730,622    

General 712,376*** 18,245**** 18 ,440 

Notes: 

* Link function: Logit. 

** The null hypothesis states that the location parameters (slope coefficients) are the  

      same across response categories. 

*** The log-likelihood value cannot be further increased after maximum number of step- 

      halving. 

**** The Chi-Square statistic is computed based on the log-likelihood value of the last  

        iteration of the general model. Validity of the test is uncertain. 

 

 

The model fitting information presented in table (Table 13) indicates that the final 

models gives a significant improvement over the baseline intercept-only models for 
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both models either “4Ps” or “4Ps ext”, because the null hypothesis that the model with 

predictors is as good as the one without predictors can be rejected. Referring to the 

Goodness-of-Fit part of the table (Table 13), both models are adequate. The 

Proportional Odds Assumption holds referring to the Test of Parallel Lines part in table 

(Table 13). The general model does not give a significantly better fit to the data than 

the ordinal (proportional odds) model (p>0.05), therefore the null hypothesis can be 

accepted. 

Table (Table 14) indicates that the 4Ps model explains only a relatively small 

proportion (Nagelkerke = 10%) of the variation between purchase intentions of 

respondents, while the model 4Ps ext explains almost half (Nagelkerke = 48%) of the 

variation. 

A separate ordinal regression test was conducted for the single factors, when 

respondents paid last and the purchase intention. Test results of Goodness-of-Fit, 

Model Fitting information, and Test of Parallel Lines indicate that this is also a valid 

model, with a moderate regression and slightly lower explanatory power of (Nagelkerke 

= 43%) than the previous “4Ps ext” model.  

 
Table 14 
Pseudo R-Square Values for Ordinal Regression of the Models 4Ps and 4Ps ext. 
 

Pseudo R-Square 

Model 4Ps 
4Ps 

ext 

Cox and Snell ,097 ,453 

Nagelkerke ,102 ,479 

McFadden ,035 ,208 
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Marketing Mix by Demographics and F2P Preferences 

The perceived values of the marketing mix were analyzed if there are any 

reliable differences between the demographics or the players' F2P preferences. 

Analysis yields values for amount of friends within the game, amount of games paid, 

amount of money spent for a game, competency, motivation of playing the F2P game, 

availability of PvP mode, and the household net income no significant differences. All 

factors were tested either with One-Factor ANOVA or Independent T-Test depending 

on the amount of group members.  

Besides the above factors some significant differences were identified. Table 

(Table 15) outlines the results of two-sample t-test (comparison of means) in particular 

there was a significant effect for gender, t(437) = 2.71, p = .007, with men giving higher 

scores on perceived satisfaction (M = 3.57, SD = 1.16) of the position than women 

have (M = 3.11, SD = 1.21). 

 
Table 15 
Comparison towards Differences between Gender of Respondents and perceived 
Value of Position Component. 
 

Perceived Quality 

  of Marketing     

  Mix Components 

Gender 
95% CI 

for Mean 

Difference 

      

Female (n=54)  Male (n=385)    

M SD  M SD t df p 

Position 3,11 1,208   3,57 1,155 .126, .790 2,71 437 0,007 

 
 
Table 16 
Comparison towards Differences between Marital Status of Respondents and 
perceived Value of Product, Promotion Components, and the Marketing Mix Score. 
 
Perceived   

  Quality of  

  Marketing 

Mix  

  Components 

Marital Status 

95% CI 

for Mean 

Difference 

      

Single (n=367)  
Married/Partnership 

(n=72) 
   

M SD  M SD t df p 

Product 
3,01 1,305   3,43 1,046 

-.601, -

.126 2,59 437 0,010 

Promotion 
2,98 1,291  3,47 1,267 

-.496, -

.010 2,95 437 0,003 

Marketing  

  Mix Score 12,30 3,273   13,33 3,054 

-1.28, -

.061 2,483 437 0,013 

 
 
Referring to table (Table 16), there was a significant effect for marital status, t(437) = 

2.59, p = .010, with singles gave lower scores on perceived satisfaction (M = 3.01, SD 

= 1.31) of the product than married respondents or ones in a partnership by law did (M 

= 3.43, SD = 1.05), another, t(437) = 2.95, p = .003, with singles giving lower scores 
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on perceived satisfaction (M = 2.98, SD = 1.29) of the promotion than married 

respondents or ones in a partnership by law did (M = 3.47, SD = 1.27), and t(437) = 

2.48, p = .013, with singles giving lower scores on perceived satisfaction (M = 12.30, 

SD = 3.27) of the promotion than married respondents or ones in a partnership by law 

did (M = 13.33, SD = 3.05). 

Referring to table (Table 17) there was a significant effect for guild 

membership, t(437) = -3.01, p = .003, with members of guilds giving higher scores on 

perceived satisfaction (M = 3.27, SD = 1.19) with the product than non-members have 

(M = 2.90, SD = 1.33), another, t(437) = 2.72, p = .042, with members of guilds giving 

higher scores on perceived satisfaction (M = 3.20, SD = 1.30) with the promotion than 

non-members have (M = 2.94, SD = 1.29), and t(437) = 2.72, p = .031, with members 

of guilds  giving higher scores on perceived satisfaction (M = 12.82, SD = 3.07) with 

the promotion than non-members have (M = 12.15, SD = 3.39). 

 
Table 17 
Comparison towards Differences between Guild Membership of Respondents and 
perceived Value of Product, Promotion Components, and the Marketing Mix Score. 
 

Perceived Quality   

  of Marketing  

  Mix Components 

Guild Membership 

95% CI for Mean 

Difference 

      

Yes (n=209)  No (n=230)    

M SD  M SD t df p 

Product 3,27 1,191   2,90 1,325 -.601, -.126 -3,01 437 0.003 

Promotion 3,20 1,295  2,94 1,292 -.496, -.010 2.72* 437 0,042 

Marketing  

  Mix Score 12,82 3,074   12,15 3,391 -1.28, -.061 2.72* 437 0,031 

 
 
One-Factorial ANOVA tests reveal that there is a significant main effect for perceived 

satisfaction with the promotion by respondents, F(5, 433) = 2.31, p = .043, and age 

group of respondents and the perceived satisfaction with the promotion by 

respondents,  F(7, 431) = 2.30, p = .026, towards the professions of respondents.  

The table (Table 18) indicates that the perceived satisfaction of all components 

and the marketing mix score lowers with the increase of the time of respondents' last 

purchase of a virtual good. This reduction of perceived value is not significant for 

promotion, rather there the highest value is between one and three months. 
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Table 18 
Comparison between Respondent paid for a Virtual Good last Time and perceived 
Satisfaction of the Marketing Mix Components and Score. 
 

Last Time Spent Money N Mean SD   N Mean SD 

Product   Price 

More than 3 Months 128 3,08 1,246  128 2,70 1,181 

Between 1 and 3 Months 96 3,14 1,287  96 3,10 1,071 

Less than 1 Month 102 3,36 1,217  102 3,10 1,190 

Total  326 3,18 1,251   326 2,94 1,166 

Position   Promotion 

More than 3 Months 128 3,34 1,124  128 3,02 1,307 

Between 1 and 3 Months 96 3,77 1,061  96 3,21 1,289 

Less than 1 Month 102 3,83 1,016  102 3,17 1,290 

Total  326 3,62 1,094  326 3,12 1,295 

Marketing Mix Score     

More than 3 Months 128 12,13 3,200        

Between 1 and 3 Months 96 13,22 2,799     

Less than 1 Month 102 13,46 3,114     

Total  326 12,87 3,109         

 

 

Product 

Descriptive analysis reveals that respondents who purchased goods with real money 

would like to buy rare virtual goods (M = 2.80, SD = 1.36) in comparison to what 

respondents actually do (M = 2.40, SD = 1.40). Comparison between willingness and 

actual purchase behavior of respondents reveal no significance on functionality or 

ornamental goods. In terms of dimension of virtual goods the result reveals that 

respondents would ideally purchase less consumable virtual goods, ones which can 

be used either one-time or several times. Respondents are more willing to purchase 

goods, which can be permanently used (M = 4.63, SD = .79) compared to their actual 

purchase behavior (M = 4.44, SD = 1.13). 

 

Price 

Analysis indicates that the spenders tend to purchase virtual goods slightly more likely 

when offered with discount (M = 3.30, SD = 1.10). Table (Table 19) outlines the 

willingness to invest into different types of virtual goods and indicates that all 

respondents see functional items as most important followed by ornamental and rare 

goods. In contrast to non-payers, payers seem to invest also into ornamental goods. 

Similar to the types of virtual goods, all respondents would mostly invest into 
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permanent goods, although payers would also invest second most likely into time 

limited goods (M = 11.80, SD = 18.14), while non-payer instead prefer application 

limited items (M = 11.20, SD = 16.30). 

 
Table 19 
Comparison of hypothetical Investments of (Non-)Spenders into different Categories 
of Virtual Goods. 
 
Category 

of 

Virtual 

Good 

Payers (N = 326) Non-Payers (N =113) 

Count Mean SD Count Mean SD 

Types of Virtual Goods 

Functional 313 58,46 34,258 111 66,68 30,596 

Ornamental 302 28,91 30,183 103 18,63 28,310 

Rare 297 18,75 22,311 102 19,41 22,258 

Dimensions of Virtual Goods 

One-Time 287 7,52 14,066 97 10,94 17,792 

Permanent 322 76,90 25,707 113 75,79 26,055 

Time    

  Limited 285 11,80 18,141 96 6,01 7,888 

Application 

  Limited 281 8,25 11,641 98 11,20 16,299 

 

 

Position 

Data indicates that payers mostly purchase virtual goods in in-game marketplaces (M 

= 4.49, SD = 1.08), which also maps the ideal state of payers (M = 4.44, SD = 0.89). 

Paying respondents tend to wish that they could buy virtual goods on game vendors' 

websites as well (M = 3.02, SD = 1.45), in contrast to the actual situation (M = 2.56, 

SD = 1.69). Findings about evaluation of respondents towards quality of the buying 

experience in ones F2P games compared to experience in traditional E-Commerce 

such as Amazon reveals that the overall buying experience both for in-game 

marketplaces (M = 3.86, SD = 1.00) and traditional ones (M = 3.82, SD = 1.08) is higher 

evaluated by payers than by non-payers (M = 3.05, SD = 1.13 / M = 3.67, SD = 1.12). 

The comparison reveals that non-payers evaluate significantly higher traditional shops 

than in-game marketplaces in contrast to payers, where in-game marketplaces are 

experienced slightly better by respondents. 
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Promotion 

Data indicates that the most relevant channels of promotion for payers are the 

in-game marketplace (M = 3.67, SD = 1.36), the use of virtual goods by other players 

in-game (M = 3.45, SD = 1.40), and both in-game announcements (M = 2.98, SD = 

1.47) and recommendations by friends (M = 2.94, SD = 1.46). Respondents tend to 

wish that virtual goods should be recommended more by friends (M = 3.35, SD = 1.38). 

The quality of information provided for virtual goods is seen to be good for both, payers 

(M = 3.67, SD = 1.02) and non-payers (M = 3.37, SD = 1.06). 

Other findings 

Further Pearson's correlations were tested and a strong correlation was found between 

the last time virtual goods were purchased by respondents and respondents' purchase 

intention within the next 30 days, r(305) = -.640, p < .001, whereas higher value 

represent more time and lower values less time in regards to the time.  

Furthermore the time of the last purchase also correlates to the amount of spent money 

for a virtual good, r(305) = -.200, p < .001, and moderately to total hours played within 

30 days, r(305) = -.380, p < .001. 

The total money spent within a F2P game correlates slightly to the purchase intention 

r(305) = .170, p = .003, the amount of friends a respondent play with r(305) = .161, p= 

.005, and the amount of games were real money was spent r(305) = .163, p = .004. 

The purchase intention correlates with total hours played for a game, r(305) = .333, p 

< .001, and slightly with the amount of games where real money was spent r(305) = 

.159, p = .005. 

Finally, an overview about all games including the average of respondents' perceived, 

quality of marketing mix score and the quantity how often such game was used by 

respondents can be found in the appendix (Table 20). 

 

Reasons for consumers not to buy virtual goods 

Out of 439 respondents 113 have not made any purchase in F2P games yet, rather all 

of them except two gave reasons why they have not done any purchase yet. Most of 

the given answers contained more than one reason for not paying in F2P games. 19 

players argue about the characteristics of virtual goods, 13 about the price, and there 

was no direct feedback given in terms of position or promotion of virtual goods, 

whereas other reasons were given. 27 Respondents argue that there is no need to pay 

in F2P games, because everything can be unlocked without paying, although the 
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majority mentioned the necessity to invest more time. 15 explanations by respondents 

show either an aversion against F2P in general or in especially against pay2win 

mechanics. Several respondents answered that in the case they recognize that a game 

is utilizing pay2win, they would quit the game at once, while others see pay2win as a 

challenge in playing the game without paying. Further twelve explanations referring to 

low value-add in comparison to the costs of virtual goods in F2P games. Eleven 

respondents pointed out their attitude toward F2P, which means free in terms of price, 

so that they are not willing to pay for such “free” games. Eight reasons given were 

linked to the aspect that F2P games offering the possibility to enjoy spare-time without 

spending any money. Seven players treat F2P games as a challenge without paying 

to compete with ones who are actually paying. Five given explanations were linked to 

issues such as lack of trust for online transactions, or embedded anti-cheat-systems, 

lack of financial or preventing addictiveness.  Four respondents stated that they are 

willing to invest in pay2play respectively normal retail-titles in contrary to F2P games. 

Overall respondents' answers indicate that the concept of F2P is well 

understood, especially time gate mechanisms or pay2win mechanics. 

3.2.3 Limitations and Confounds 

Limitations 

The most obvious limitation is the fact that we draw a convenience and therefore a 

non-random sample. The calculation of an ideal representative simple-random sample 

of the total population of 34m F2P players assuming a maximum SD of 1 due to an a 

Likert 5pt with a confidence level of 95% and a margin of error of 5% yields a minimal 

sample size N of 1,537, while considering a margin of error of 10% reduce the sample 

size N down to 384. Although 439 respondents were recruited, the sampling method 

lacks of statistical representativeness considering the applied web survey technique, 

where systematically all users, who are not willing to contribute or user, which are not 

active in the forum are left out.  

The other effect is that one could address only a spare part of all F2P games' players 

with the before mentioned 54 listed forums. In particular 44 forums provide registered 

and some of them also numbers of active users, while 10 forums do not provide any 

public number at all. The posted forum thread addressed over 5m registered members, 

whereas depending on the available data on average only about 3% of those members 

are active users. If one assumes that this number is an appropriate guess and that in 

the ideal case all active members saw the survey thread, although this assumption is 



Virtual Marketing Mix  80 

 
 

unrealistic and the real number is only a marginal part of it, then one could address at 

maximum around 145k users. This means that one could address only an exiguous 

part of 34m F2P players in Germany.   

Furthermore, if one considers the part of payers in F2P games being normally a minor 

part, this group is highly over-represented in this sample, considering that 326 

respondents (74%) are payers out of 439 respondents in total.  

Referring to (Weidemann, 2015) mobile games have no community, there are no 

forums and/or communication between users and vendors linked by (Porsche, 2014) 

to the walled garden effect, lead to the fact that players of mobile F2P games are highly 

under-represented in survey's results (see Table 5) and therefore significantly impact 

the explanatory power of the results, especially for a major part of the addressable 

market of F2P business model (see figure (Figure 3)). A further under-coverage is the 

amount of female (N=54) respondents drawn, who are under-represented in contrast 

to males (N=385), which might result in biased results.  

There might be also over-coverage by redundant answers of respondents, although a 

redundancy check was done with the used analysis tool SPSS. 

This said, the sampling is a non-random, convenience sampling, therefore statistical 

generalisations are not possible, whereas results might be utilized for modelling future 

hypotheses or give insights for further studies. In the result section though, the wording 

“statistical reliability” or similar is used, which is only and exclusively valid for the 

inspected sample with all flaws mentioned before. 

Besides this major drawback, it has to be mentioned that the survey design was 

created before most experts' interviews were conducted due to time restrictions of this 

study. This made it impossible to include some of the experts' feedback drawn in the 

previous section. One of this feedback is the understanding that market places for 

virtual goods and virtual currency are different depending on vendors. Sometimes 

virtual currency is only sold on a website, whereas virtual goods in an items sense are 

sold in the game, in contrast other providers sell everything at the same place, while 

others have specified offers on website for both currency and items. 

Although the target population was clearly defined, it should be obvious that this study 

focusses on German players only and one must consider that online F2P games are 

played rather on the whole globe, therefore results might be different for other cultures 

and/or countries. 

Besides common design flaws of web-surveys such as ones stated in (Fricker, 2008), 

some questions of the survey might have been difficult to answer. In particular some 
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question assumes that people can remember purchases made weeks or months ago. 

Other questions or statements, which needed to be completed by the respondents rely 

on total subjective evaluation, specifically those ones about the perception of the 

satisfaction of the different marketing components, such as “My ‘Focus-F2P-Game’ 

offers me virtual goods with attributes and characteristics I need”.  

 

Confound 

Another consideration are potential confound variables, which might distort studies' 

results. The author assumed that the following variables influence survey's results and 

needed to be isolated or excluded. 

Competitive players (PvP/Leaderboards): It is assumed that  players tend to 

monetize more likely in games, which provide player versus player competition, than 

in other games (Fields, 2014). 

Guild respective clan members might invest more money in the game for the sake 

of the group. Referring to (Putzki, 2014), a lot of revenue is generated by goods offered 

only for clans and/guilds. 

Social dependency: It is important to investigate if the player is playing alone or 

playing with in-game/real-life friends, assuming that psychological players are 

motivated to compete with their friends within the game (Fields, 2014; Weidemann, 

2015). 

Game-play quality: It is assumed that better games in terms of game-play and fun 

more likely monetize easier than less quality games, although history shows that the 

best games must not necessarily be the ones, which generate the most revenue. It is 

argued that better experience does mean more revenue, although there is an own, 

relatively new field of marketing called Experience Marketing (see (Same & Larimo, 

2012)). 

The survey covered all but one of the above elements stated in the previous analysis 

section. The game-play quality was not directly requested. This information was 

retrieved as mentioned in the analysis section from the service “Metacritic”. The 

information about monetization sticking element, was beyond this, because there is 

neither a standard defined nor sufficient time to study the games given by the 

respondents in detail. Finally other unknown and not investigate compound variables 

might impact the results such as specific factors by specific monetization mechanics 

or narrative elements.  
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4 Discussion 

F2P Games' Marketing for Virtual Goods 

Some experts stated, that the 4P model cannot be applied to F2P games' and 

specifically to virtual goods, although almost all of them seem to utilize most parts of it 

implicitly, especially when analytic data indicates that a virtual good is not performing 

as expected. Especially in these cases vendors try to change products' attributes, 

modify the prices, change the position, and/or adjust promotion. 

Although the marketing department is dedicatedly employed to steer user 

acquisitions, separate teams such as monetization and/or analysis ones facilitate 

marketing like thinking in the games worlds.  

It seems vendors' would like to influence games' project teams as less as 

possible with marketing knowledge rather protecting the basic game idea by negative 

influences. It seems neither in lower levels of the game development, nor their 

superiors such as the product or project managers or producers hold dedicated 

marketing knowledge. Most experts stated that producers show before they get into 

such position, that they have economic willingness.  

In the retail or pay2play world, games were co-developed with the help of 

publishers. Publishers normally take care about almost all parts of marketing besides 

their major function of financing the game. As a stakeholder of the game, marketing is 

crucial for the publisher, such as in terms of market research to find great projects, 

which addresses the wishes of consumers, and finally to create and adapt the most 

effective marketing mix for one particular game, in order to maximize generated 

revenue. In F2P games' worlds this traditional publisher role got mostly obsolete, 

therefore studios fund themselves and the title itself does not directly generate money 

anymore, whereas virtual goods do.  

One expert came to the point that items are not connected to revenue they are 

connected to the fun of the game. It can be argued if this perspective is a sustainable 

one for this kind of business model.  

Most experts agree that marketing experts with descent game design 

knowledge might be useful, but it seems there is a problem that there is no scientific 

field or profession of such role as (Ullrich, 2014) pointed out. 

Marketing's function during the value creation process is seen crucial, whereas 

it seems that in the field of game design marketing knowledge is rare, although 

providers of F2P games take care that such function is getting stronger used during 

game design and further development. 
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But depending on the development of F2P one must see whether marketing is getting 

a default skill for game designers as well or alternatively that marketing experts support 

the effort of the game design. (Hamari & Lehdonvirta, 2010) already pointed out that 

an HR field in F2P with business game designer might be relevant for this kind of 

games. 

Marketing is somehow still experienced by vendors as an opposing force to game 

design. This might be obvious if one investigates the challenges indie-developers often 

faced with traditional boxed titles in the field of marketing. Firms sometimes tend to 

create either superficial structures in order to bypass marketing on a game level, they 

try to protect their designers, so that one can concentrate on game mechanics, 

although companies' profits are generated within the game and not out of it. Bigger 

firms tend to have big business intelligence units with dedicated analysis and 

monetization teams. The latter can be seen as F2P games' marketing function, 

although only the minority of firms have traditional marketing experts in them. This is 

interesting because game designers are responsible for the game-play need of a 

player, therefore trying to design a game and virtual goods, which satisfy the need of 

entertainment and joy of the players. It might be interesting whether more experts in 

marketing or economics could facilitate the design process of games in the F2P market 

as happened in games like Eve Online (Stanton, 2014) or companies such as Valve, 

especially for Team Fortress 2 with Yanis Varoufakis (Varoufakis, 2012) who was 

announced as Greek's new finance minister in January 2015.  

 

Social Position of Virtual Goods 

(Hubertz, 2014) sees communication as one problem of virtual goods. It seems virtual 

goods are not accepted by the community, it is arguable if this is because they are 

connected to games, which has still an arbitrary role in society.  One expert said 

nobody is really proud of having spent money for a virtual good, and that especially 

Germany is a community of grudge in German “Neidgesellschaft, and further nobody 

is really proud of owning such items and other people who cannot spend money for 

such good react with hatred or blaming others. It can be argued if this is an issue of 

society or an issue of the fact that it is virtual and not a physical good or perhaps it is 

about gaming still not being fully accepted by the society.  

Referring to experts, virtual goods are valued differently in different cultures, which 

might depend on time which virtual goods exist in these cultures. (Heins, 2014) stated 

that virtual goods were accepted in the US long before they entered Germany. 
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It can be argued if this social position of such goods will change due to the advent of 

digital currency providers such as Bitcoins (http://www.bitcoin.org) or when virtual 

goods are more often used outside of the gaming context such as on dating websites 

or communities where you can send virtual gifts for your friends' birthday (Reiss, 2012).  

 

Games as Service Dilemma 

(Weidemann, 2014a) emphasized a fundamental rule of F2P, which is that every player 

must be able to get an item without paying for it, either by time or skill. He coined a 

sample of BigPoint's game DarkOrbit (www.de.darkorbit.com), where players can earn 

hard-currency by destroying enemies, therefore players who invest enough time can 

purchase premium goods without spending money. (Hubertz, 2014) stated that time 

gives users a possibility to compare. So it might be useful to reward players of F2P 

games who invest a lot of time with hard-currency, which already happened in some 

Asian games referring to (Weidemann, 2014b). An old saying in an economic context 

is, time is money, which can be disturbing if one considers games as fun in his spare-

time besides ones' profession. It can be interpreted the way that those who have much 

spare-time can play with those who have less, who pay for virtual items. 

In order to generate revenue out of the product, a company is normally choosing 

between price and quality, whereas quality might involve unique product features. 

When it comes to virtual goods game vendors offer either products, which need time 

or skill by players, or items, which do not have effect on the gameplay such as 

ornamental goods or these products offer characteristics better than the ones which 

can be earned by playing. The latter may be seen as a clear, unique selling proposition 

in comparison to the non-premium goods, which might be good to propel sales, but 

those goods enforce a pay2win situation, which is problematic for games' communities 

and players.  

This kind of discussion is called pay2win and is majorly referring to unbalancing issues 

and (Shokrizade, 2012b) coined these kind of items as “supremacy goods” and 

players, who do not purchase these supremacy goods feel inferior to payers. Referring 

to (Weidemann, 2014a) pay2win is purely psychologically driven, although there are 

methods to compensate pay2win. One option is the matchmaking referring to 

(Weidemann, 2014d), exemplarily conducted in the game WoT. In WoT payers and 

non-payers play together and smart matchmaking nullifies this effect. In particular in 

WoT two teams compete against each other with the same amount and quality of tanks 

and therefore the same amount of non-payers and payers with slightly better tanks or 
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functionality, whereas players are matched before the game. The result is that no party 

feels inferior to the other. (Porsche, 2014) stated another strategy by making pay2win 

not too obvious for players: randomness. So it is in question if these unique advantages 

of virtual goods which influence the balance can be neutralized in any game without 

losing purchase drivers, the supreme functionality, which ensures companies' profits. 

Rarity is seen as another purchase driver referring to (Lehdonvirta, 2009), which 

can be seen as unique selling proposition as well. But as (Ullrich, 2014) argued, if other 

payers also buy such rare item, then it will lose its rarity and therefore the beforehand 

reason why one had bought the good at all. Referring to him, developers under these 

circumstances are continuously facing a challenge, because they need to build 

consistently goods with even higher quality, which is not possible at one step anymore. 

A solution for this might be customization of virtual goods. The game Evolve, although 

it is not a F2P game in a strict sense, provides for example emblems for players, which 

are shown before the match to all players and it is clearly a feature for providing self-

identification to its players. Players are able to select between diverse predefined icons 

and background motives, whereas the color of them can be adjusted manually, which 

opens up sheer infinite possibilities to create a unique appearance.   

Special services for payers seem to be a further dilemma. Mostly all experts 

mentioned that F2P should mean that all players should be treated in the same way, 

which is seen as a basic rule of F2P business model referring to the experts, although 

every expert stated that they provide special support service for payers or other internal 

regulation varying from non-payers. While it is normal that higher classes of customers 

get some privileges in the real economy, it is mostly held secret in the F2P area, 

potentially due to the negative feedback by games' community, which could lower the 

retention of existing users or the acquisition of new ones and therefore limiting 

revenues. It is arguable whether it is not better to make these services transparent for 

the community, rather as a potential to steer payments by this kind of additive service, 

which complement the product offerings. 

Another implication on games' vendors' level is that bigger companies have 

extensive sensitive data about virtual items sales associated to the needs of 

customers. These data or parts of it rarely get public, because all companies hold them 

more or less as trade secrets, which serves for them as competitive advantage, 

especially against new entrants or smaller and mid-sized companies. On the lower 

end, smaller market participants often struggle with financial resources, confirmed by 

the interviewed experts. More often, they neither have historical data available nor the 
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resources for expensive tools, nor different games to compare data and most of the 

time they need to make compromises between time, quality or budget for the creation 

of virtual goods and/or other game elements. Although the game itself is seen as the 

core of targeting players and implicitly the possibility to earn money by selling virtual 

goods, but it is questionable what is more sustainable in the long run, especially if one 

considers that companies with financial substance can utilize increasing CPIs (see 

(Grubb, 2014)) by severely hinder other smaller entrants to get the needed amount of 

users to employ the games on a cost-covering basis. In contrast (Dressel, 2014) stated 

that in the mobile area one is able to address other attractive markets easily and 

quickly, if CPIs are too high in a specific country or area. 

 

E-Commerce and Position 

Position is the mix component where experts gave the least feedback. It seems that 

E-Commerce, the design of marketplaces are closely linked together with position. It 

might be interesting to examine if same rules applied on E-Commerce are valid for 

virtual goods' marketplaces, whereas referring to (Weidemann, 2014a) the 

investigation of physical marketplaces' assortments can help such as the German 

megastores Saturn or Mediamarkt, too.  

In terms of the traditional marketing mix, position differs dependent on where 

the actual virtual items or the offered hard-currency are placed. While the first is often 

offered in-game, the second is marketed through websites, although both sometimes 

are marketed interchangeably.  

Furthermore, it is apparent that promotion and position are closely linked 

together. For example if a player is in a dialogue with a virtual character within the 

game and the dialogue shows a link to the shop or directly offers to buy virtual items, 

it can be argued to which component this element belongs to. 

 

Game Design as Promotion  

There is also a fine line between promotion and gameplay elements as many experts 

stated. Game design addresses the needs of players. This study shows that purchase 

intentioned of respondents gets higher the more recent the last payment occurred. In 

particular data indicates that most of the respondents (54%) spent more than EUR 60 

for a selected F2P game, although the majority part of payers (78%) indicate that they 

will not or are undecided spending further money on their game within the next 30 

days. This is an interesting result, which might be explained by impulse buying 
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behavior and/or the deep immersion of players into the game. Experts' feedback 

makes it evident that there are a lot of game design elements, which are connected to 

promotion, like the ones identified by (Hamari & Lehdonvirta, 2010), which drive the 

desirability of virtual goods such as item degradation, inconvenient gameplay 

elements, increasingly challenging content, artificial scarcity, new content, etc.  

In addition to these elements, (Shokrizade, 2013b) outlined the top techniques, which 

are used in his understanding by F2P games' providers to improve the monetization of 

a game. (Stolzenberg, 2014) on the other hand stated that users, which spend most 

money, are not the ones who are driven by impulses. These kind of payers clearly 

calculate the value-add of a good in his understanding. At least the data indicates 

another direction, although further studies might give deeper insights and better 

understanding of this matter, whereas it can be argued that sticky monetization driven 

gameplay elements and deeper immersion contribute strongly to the purchase 

decision. 
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5 Conclusions 

5.1 Conclusion towards the research question 

The primary research question was how marketing is done for virtual goods in F2P 

games and how marketing influences consumers' past purchase decision and future 

purchase intention. In particular it was argued if a traditional model like the marketing 

mix (4Ps) is suitable rather effective for shaping the games' vendors offerings for the 

players. 

The answer to these questions are versatile, but it became obvious during this 

study that this is an interesting and important question. Interesting because marketing 

is understood in different ways and on various levels in F2P games and the concept of 

virtual goods is a relatively new one for research.  It is important, because F2P 

business model and market potential will further develop and monetization techniques 

will get smarter and more sophisticated referring to the experts. Marketing costs to 

acquire users for F2P games steadily grow and one needs to improve the monetization 

per user. 

Marketing in F2P 

Marketing's purpose in F2P games' companies is primarily about the acquisition of new 

users and have almost no connection to virtual goods inside F2P games, although 

these virtual goods generate almost the total of companies' revenues. Marketing 

experts as well as the marketing function is often neglected within the game 

development, where virtual goods are dominantly settled, although there are business 

intelligence units and/or monetization or analytic department respective teams, which 

facilitate the marketing thinking inside and during the game development and games' 

life cycles. Virtual goods are mainly analytics driven and created respectively designed 

by game designers in the context of game-play and for the purpose of enjoyment. 

Although experts have mixed attitudes towards marketing, from total aversion to the 

potential of out-of-the box thinking, numerous concepts of marketing and the traditional 

marketing mix are used. Behavioral segmentation incorporates the most sophisticated 

segmentation technique, analyzing every step of a player in order to potentially offer 

the relevant product at the right time or emotional state at an affordable price at the 

right location.  
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Marketing Mix for F2P Game Vendors 

The hypothesis H1 neither can be supported nor rejected, although the research 

indicates that companies execute business strategies and conduct activities for 

earning a profit. The study indicates that the marketing mix is implicitly used for virtual 

goods. 

Eventually the study's results indicate that the answer is positive in regards to the 

question if the marketing mix concept is suitable for virtual goods, considering the 

activities done by companies, when it comes to non-optimal performing virtual goods. 

In those cases a full range of marketing mix adaptations is conducted, such as 

changing product's characteristics, lower the price, improve or initiate promotions, 

and/or changing the market place assortments. Further to this it seems that the 

marketing mix is relevant on development perspective, either strategically during the 

design phase of the game and its nested virtual goods or operatively during the live 

mode of the game.  

A big hurdle was investigated thoug, which is to employ such marketing mix at the level 

of game development, as it is primarily about to bridge the gap between game 

designers and/or game oriented personnel and marketing oriented staff members in 

the game companies. Nevertheless the marketing mix concept and its simplicity might 

help firms to give creative game designers a framework of marketing while building 

virtual goods.  It may help them to reduce superficial structures to its core income of 

revenue. 

In terms of product types, specifically functional, ornamental, permanent and 

consumable dimension are used, whereas functional and permanent goods are the 

most preferred ones in Germany. Depending on the experts, virtual goods should fit to 

their surrounding game world or context of the game (in-lore). In terms of price almost 

all companies apply a dual currency model, whereas price-setting is more intuitive in 

the first place and strongly analytics or KPI driven later. Pricing depends on chosen 

payment processors, whereas the most popular ones are credit card, short message 

service, and individually an online service such as PayPal, initial prices should be set 

rather higher than too low, because adaptation is utterly difficult if community was 

already confronted with them. The position component is primarily about the 

accessibility, the look and feel, and the usability of the marketplace either in-game or 

on the website, whereas E-Commerce guidelines are rarely used. Promotion activities 

are divided into those done external (out-of-the-game), i.e. traditional web era 

activities, and internal (in-game) activities, whereas in-game is further divided into 
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game-play and non-game-play activities, whereas game-play activities seem to be 

strongly connected to the game mechanic. 

 

Marketing Mix for Consumers 

On consumers side the convenience sampling indicates that how survey respondents' 

perceived quality of marketing mix of virtual goods in a F2P game moderately relates 

to respondents short-term purchase intention (<=30 days). A slight causal relationship 

in terms of ordinal regression between the beforehand mentioned factors could be 

found. In particular the hypotheses H2 and H3 were tested on the drawn convenience 

sample. H2 could not be falsified and is supported, while the hypothesis H3 could be 

falsified and must be rejected.  

There was an interesting finding though, the higher the perceived quality of the 

marketing mix is, the more recent the last purchase happened and the more games 

respondents spent money for, the more likely respondents would buy virtual items 

within the next 30 days. If one assumes that referring to the experts the F2P model will 

be utilized in the market and more consumers are getting familiar with paying in those 

games for virtual goods, the application of the marketing mix might help to increase 

the earnings per paying user. It is important though, that these finding could not be 

generalized to the whole population of F2P games' consumers.  

An effect of the marketing mix towards the amount of money spent in a F2P was 

not found in contrast to a weak relationship between the marketing mix (4Ps) and a 

higher competency in the game towards the fact that respondent is a payer. Overall 

the perceived quality of components of the marketing mix was on average (14%) higher 

evaluated for payers than for non-payers. It seems that product and price components 

play the most important role for respondents, independent of previous payment 

decision. Respondents were most satisfied with position and most unsatisfied with 

price in their specific game, independent of whether they had already paid for virtual 

goods or had not yet. Although this study could not validate the effectiveness of the 

marketing mix statistically due to the constrains of the convenience sampling method, 

but the results indicate that there is a relationship of perceived satisfaction of all four 

components of the marketing mix by players towards ones future intention to buy virtual 

goods. The study though could only find a slight causal relationship, which could 

indicate that there are other unrevealed variables influencing the relationship. In 

contrast to the findings regarding purchase intention and marketing mix, this study 
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could not find a relationship of the marketing mix towards quantity of money spent for 

virtual goods. 

A moderate causal relationship was found with the marketing components, most 

dominant the price and the amount of F2P games respondents paid for virtual goods, 

and duration passed since ones last purchase towards purchase intention. The more 

a respondents paid in different F2P games, the more recent another purchase 

happened, and the more the marketing mix is utilized, the more likely someone will 

spent real money in the future. This model describes almost half of ones future 

purchase intention. 

 

5.2 Market Research Data 

The study unearthed a bunch of marketing relevant data, which might be beneficial for 

other companies and institutions, although all results are related to respondents of this 

survey. The data is grouped and listed in the following. 

 

Demographics 

The biggest part of payers (60%) consists of players aged between 15 and 34, although 

respondents aged over 34 reported a significantly higher value for the perceived quality 

of the promotion component, which might indicate a lack of marketing for the main 

target group in terms of revenue. In terms of profession the biggest part (47%) of 

payers are persons who either work full time respectively part-time (27%) or students 

(20%). The major part of payers are singles (84%) and have an household net income 

of less or equal EUR 2.600 per month (64%), which is around half of all respondents. 

Around one quarter of all respondents (23%) chose not to answer. Interestingly, most 

payers are singles but this group gave lower scores on perceived quality of the product 

(M = 3.01, SD = 1.31) and on promotion (M = 2.98, SD = 1.29) than non-single 

respondents on product (M = 3.43, SD = 1.05) and promotion (M = 3.47, SD = 1.27). 

 

F2P and Games Context 

The preferred platform to play and pay was PC/Mac (95%) in contrary to Mobile (10%), 

although the sample data strongly indicates that the survey mainly addressed players 

of this platform due to the addressed forums and the sampling method. Around one 

third (31%) paid recently, while the biggest part paid later than one month (70%).  

Almost half of the payers (41%) had spent more than EUR 100 for their specified F2P 
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game, more than half (54%) had spent more than EUR 60, which is similar to the price 

of a normal pay2play boxed game. The majority of payers had spent money for virtual 

goods in between one or five games (96%), whereas the biggest part of payers (91%) 

had played between one and six F2P games. Almost half of the payers (42%) stated 

that they will purchase a virtual good very unlikely or unlikely, while only about one 

quarter of payers (22%) stated that they will spent money likely or very likely. Payers 

tend to have higher competency than non-payers. The vast majority (91%) stated they 

are at least competent (3 of 5), while fewer of non-payers (66%) responded like this. 

 

Social and Motivation 

The majority of payers (27%) play their game with more than five friends and are 

members of guilds or clans (53%), whereas most non-payers (39%) play with only one 

or two friends and only one third (31%) are members of guilds. Paying guild-members 

perceived the quality of the product (M = 3.27, SD = 1.19) and promotion (M = 3.20, 

SD = 1.30) higher than non-payers for product (M = 2.90, SD = 1.33) or promotion (M 

= 2.94, SD = 1.29). Respondents, both players (66%) and payers (67%), tend to play 

F2P games because of competition. The social component seems to be more 

important for payers (19)%) than for non-payers (10%), while the narration component 

is more important for non-payers (25%) than for payers (14%). The relevance of 

competition is further shown by the amount of payers (83%) playing Player versus 

Player modes in contrary to non-payers (70%). 

Product 

Functional goods are the dominant product type most bought and intended to purchase 

by payers, which supports the statements of experts that functional goods on a 

permanent dimension are the ones, which are mostly purchased in Germany. There is 

an indication about the potential of rare goods, because respondents would like to 

purchase more rarity goods (M = 2.80, SD = 1.36) than actually purchased (M = 2.40, 

SD = 1.40). Respondents seem to be more willing to purchase goods, which can be 

permanently used (M = 4.63, SD = .79) compared to their actual purchase behavior (M 

= 4.44, SD = 1.13). In contrast to non-payers, payers seem to invest also into 

ornamental goods.  
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Price 

Discounts tend to be important to payers (M = 3.30, SD = 1.10). It seems there is a 

slight interest in time limited goods,  responding payers would like to invest 12 out of 

100 virtual coins in time limited goods (M = 11.80, SD = 18.14). 

 

Position 

The more F2P games respondents played the higher the perceived quality of the 

market place gets, in particular value is constantly increasing from (M=3.42, SD = 1.22) 

for one or two F2P games played towards (M = 4.06, SD = 1.29) for more than 15 F2P 

games played. Paying respondents are more satisfied with the position of virtual goods 

(M = 3.6, SD = 1.09) than non-payers (M = 2.7, SD = 1.32). In particular the position 

has the highest average value of all four components towards perceived quality. The 

fact that virtual goods are offered in an in-game market place satisfies the demand (M 

= 4.44, SD = 0.89) of payers actual behavior (M = 4.49, SD = 1.08), while non-payers' 

demand for an in-game marketplace (M = 3.88, SD = 1.33) is not satisfied (M = 2.67, 

SD = 1.70). 

Data reveals that there is a demand for purchasing virtual goods on a website (M = 

3.02, SD = 1.45) by payers respondents, in contrast to actual behavior (M = 2.56, SD 

= 1.69). 

Female respondents estimate the perceived quality of the position component lower 

(M = 3.11, SD = 1.21) than male pendants (M = 3.57, SD = 1.16). Non-payer evaluated 

traditional on-line shopping experience such as with Amazon significantly better (M = 

3.67, SD = 1.12) than the purchase experience in F2P games (M = 3.05, SD = 1.13), 

while payers gave slightly higher values for the shopping experience in their F2P game 

(M = 3.86, SD = 1.00).  

 

Promotion 

Marketing of virtual goods seems to wash out over time, perceived satisfaction of all 

components get continuously lower the longer the time the last purchase happened, 

except promotion. Perceived quality of promotion for a purchase less than 1 month (M 

= 3.17, SD = 1.29), between 1 and 3 months (M = 3.21, SD = 1.29), and later than 3 

months (M = 3.02, SD = 1.31) seem to be almost stable. 

Data reveals that the in-game marketplace is the actual most relevant channel for 

promotion (M = 3.67, SD = 1.36) followed by the use of virtual goods of other players 

(M = 3.45, SD = 1.40) which both hit the demand of players. Paying respondents tend 
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to wish that virtual goods should be recommended more by friends (M = 3.35, SD = 

1.38) than actually happened (M = 2.94, SD = 1.46), although this group seem not to 

wish social network posts for virtual goods (M = 1.75, SD = 0.99). 

Respondents stated that the quality of information of virtual goods tends to be good for 

payers (M = 3.67, SD = 1.02) and tends to be satisfying for non-payers (M = 3.37, SD 

= 1.06). 
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6 Recommendations 

6.1 Managerial  

Product 

Data indicates that singles make a big part of payers, whereas the majority of payers 

stated that they more likely compete in the game. It might be a good idea to offer 

demanding functional virtual goods for game-play elements to steer sales of this group. 

Social virtual items can bridge the gap between payers and non-payers and utilizing 

the social orientation of payers and using the networking effect for virtual goods 

indicated by this study. In particular it can be interesting to provide goods, which benefit 

not only the buyer, but others in ones games' network. Similarly to this, (Dressel, 2014) 

mentioned that new software technology let players ask their friends in a social network 

to pay for you. Such technologies might shape the future of the global on-line F2P 

world. 

On the product side, customized or personal goods already mentioned by 

(Lehdonvirta, 2009) might be profitable, although it is still at the beginning referring to 

(Dressel, 2014), therefore the possibility for customers to modify and adapt especially 

decorative virtual items extensively e.g. colour, is in my point of view a good way to 

propel sales. The customization of those items might have a wide psychological effect 

to bind the players to their avatars and under the perspective of games as a service 

one could argue if it would be useful to create 2d or 3d in-game assets on user-request. 

Platform goods or device specific virtual items for cross-platform games might 

increase retention on all platforms to satisfy curiosity for features, which are available 

only on one platform. The innovative approach in Ubisoft 's Watchdogs (Campbell, 

2014), that casual-players are enabled to compete with core-players in a meta-

multiplayer game could have been the beginning. 

 

Price 

Payers seem to be unhappy with pricing, so an extensive discounting strategy might 

fit to the tendency that payers' purchase virtual goods often with discounts. This could 

be relevant, if more revenue could be generated due to the adaptation of the marketing 

mix by companies. An interesting idea might be to offer virtual goods with a counted 

discounting, meaning that the biggest discount occurs at the start of the discounting 

and lowers with the time continually to a standard value. 

 



Virtual Marketing Mix  96 

 
 

Position 

The perceived quality of the positions increases for growing number of games played 

by all respondents and specifically payers evaluate the position distinctively higher 

than non-payers and additionally non-payers wish to get items in an in-game 

marketplace. It might indicate that payers specifically and frequent F2P games' players 

are more familiar with shopping systems. This might show the importance to improve 

the in-game marketplace, especially considering that respondents primarily purchase 

virtual goods at in-game marketplaces. (Hubertz, 2014) stated that females needed 

more guidance in the shopping experience in F2P games, which might be evident, 

because data indicates that female respondents in general evaluate the perceived 

quality lower than their male counterparts. So it could be suitable to examine female 

shopping behavior in regards to the usability and accessibility to the shopping systems. 

Building an in-game marketplace if not available and/or unifying the in-game market-

place might be another advice. As (Porsche, 2014) stated, soft and hard currency 

goods should be sold together at one common place. He said this is fair for the 

consumers, so they are able to compare both types of goods and are confronted with 

premium offers. 

Respondents indicate that there is slight desire to purchase virtual goods on a website, 

therefore it might be relevant to offer such marketplace on a website in addition similar 

to traditional E-commerce experiences such as Amazon. 

 

Promotion 

Singles contribute largely to the paying user base and it seems that a large contribution 

of those players with a lot of friends are often members of guilds and evaluate 

themselves as more competent in the game. Furthermore it seems that payers wish to 

get more virtual goods recommended by friends, although data indicates that virtual 

goods offered in social networks are not desired by payers. Therefore it could make 

sense that companies think about promotion strategies to offer virtual goods to this 

group per Email recommendations or experiment with social network recommendation 

posts done by persons instead of vendors. In addition to this, other viral channels might 

be taken into account. Considering the fact that a huge part of respondents (74%) of 

this study stated that they are payers, whereas industry experts emphasize that payers 

represent a minor stake (5%) of the total user base (Lovell, 2011a), it could indicate 

that community platforms such as forums can be an adequate place for the promotion 

of virtual goods. 
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Given the fact that the study indicates a moderate ordinal regression between the 

duration of the last purchase and likeliness to purchase within the next 30 days and 

that quality of promotion was highest perceived by payers in the time frame of one and 

three months, it could be helpful for F2P games' vendors to move their promotion 

activities of virtual goods to an earlier point after purchases of payers occur. 

Considering that respondents actually get aware of virtual goods by other players, it 

might be interesting to deepen the concept of trial and buy mentioned by (Wagner, 

2014) and examined by (Wang et al., 2005), so that players can try premium virtual 

goods for a specific amount of time, which would increase the networking effect of such 

good and more players potentially would get attracted to buy one of those. 

Experts (Hubertz, 2014; Wagner, 2014) emphasized the linkage between 

emotion and purchase. So an idea could be to emotionalize the buying experience and 

to bring marketing together with psychology and game-design, to offer the right 

entertaining goods at the right place, with the appropriate price at the right time and 

emotional situation of the player. Beyond the point in time for the purchase, everyone 

knows when visiting a car-dealer to look for a new car, that small intimate services 

such as coffee or snacks leverage the purchase itself. In terms of F2P it could be a 

good idea to disclose information and/or to offer services in addition to the purchase 

itself. Specifically, one could increase the chance to get a good item for example if one 

increases the probability to get a legendary card in the game Hearthstone. 

 

Game Design 

Referring to the expert interviews, the game designers are responsible for the creation 

of games. It could be useful to use the marketing mix framework in this design process 

per virtual goods, so that descriptions about virtual items also consist of marketing 

related information linked to the marketing mix. It might improve the communication 

between different departments of games' vendors and/or give technical or creative 

heads in the company a framework to add marketing-like thinking. 

As mentioned by some experts it might be useful to involve a marketing expert in the 

design process to benefit of synergies of marketing for the in-game economics, the 

way to use virtual goods as a common connection between game-play and sustainable 

profit for the company. For this purpose it might be meaningful to look for profiles, who 

are affine and familiar with the gaming culture to mitigate the risk of miss integration or 

interpretation of goods within the entertainment context. Potentially to change 
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management and transformational management should be considered in order to 

reduce the risk of rejection of marketing by game developers and vice versa. 

 

New Area of Business 

It seems that there might be a new segment of business for localization companies in 

the gaming value system. Traditionally, these kind of companies take care of 

translation of mostly textual content and sometimes game specific assets such as 

culturally dependent aesthetics, e.g. graphic, user interfaces' look and feel etc. Today 

in the on-line F2P era, localization might support companies with financial, market-

related and business intelligence data for selling virtual items, recommend and 

examine payment-providers, and/or investigate financial markets. As (Porsche, 2014) 

mentioned, localizing games is also about looking at specific markets, preferences and 

currency exchange.  

 

Lower the F2P Aversion 

A public or company-wide ethical conduct for F2P gaming such as (Putzki, 2014) 

mentioned for the company Wargaming might help to lower the counterculture of F2P 

gaming. The creation of a blacklist of bad practices of F2P mechanics such as with 

misleading user interfaces done by (Dark Patterns, 2015) might be further helpful to 

give consumers better transparency about in-game design and bad practices in F2P 

games. 

 

6.2 Further Research 

It might have been helpful to interview consumers as well, although consumers' 

perspective was considered by the survey in this study. Generally it would have been 

helpful to conduct a similar study to other countries and/or cultures such as US or Asia, 

especially China due to their huge potential stated by Bigpoint's CEO (Chapple, 2015). 

It is difficult to measure the effectiveness of a marketing mix without availability 

of concrete data. Although this study considers developers and consumers, the lack of 

data held for example by the providers of the game made it difficult to interpret results. 

While mostly bigger companies provide annual financial statements such as King.com 

etc., the missing detail on virtual goods' unit sales etc. weaken this study, although 

professional business intelligence providers such as AppAnie, etc. might have helped 

a bit. Future studies could investigate actual numbers provided by a game vendors to 
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examine the effect in terms of units sold. This would strengthen the explanatory power 

of this research, although it would be specifically for one or multiple games depending 

on the company, which might open-up their statistical data like happened for a 

groundbreaking research by (Castronova et al., 2009) with data provided by Sony 

Online Entertainment's game EverQuest 2 (http://www.everquest2.com). 

Although this study focuses on the marketing mix of virtual goods another 

interesting research also recommended by (Hamari & Lehdonvirta, 2010) is how game 

mechanics facilitate the marketing function. This study includes some mechanisms 

within the promotion part, which tend to be seen as game mechanics. Besides the one 

mentioned there are different monetization mechanisms for example gambling parts 

such as in the game Hearthstone, where players stick to buy card boxes again and 

again to finally retrieve with a low probability the items respectively legendary cards, 

which are rare but utterly powerful.  

Experts stated that games' core or meta loop the process or the progressing by playing 

the game in a cycle should be free and is very important to monetize and as (Momoda, 

2013) stated crucial for player retention. So an interesting hypothesis to test might be 

that the closer a virtual good is associated to the core game loop, the more likely users 

would buy such good. 

 (Weidemann, 2014e) states that an avatar behaves completely different than a 

real-world person, coined a sample that a policeman became the killer inside the virtual 

world. So it might be interesting if there are differences between players' respectively 

avatars' needs and wants and if there are any relations between them. 

(Mueller-Lietzkow, 2015) addressed an interesting point for further studies, 

which is about market research. He wonders if and to which degree German game 

companies are looking into trends and upcoming development to shape their economic 

future. 

Product 

As mentioned by mostly all experts it seems that the preferred types of virtual goods 

differ by countries, rather cultures, the type of game respectively the genre or the used 

platform. So it might be interesting to examine the dependency of these factors in terms 

of shaping offerings for virtual good providers, which might be interesting for provider 

by digital goods as well. 

One thing for future research work might be the identification of different 

dimensions on virtual goods. So one could wonder how these dimensions such as time 
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depending goods (perpetual and periodic like weekly, daily, monthly or even per 

session or battle), target group specific (items for achiever, explorer or per gender etc.) 

or effector related (improving avatar, change/modify game world, game design or rules 

or related to the social network) effect purchase intention of customers. 

Another interesting research might be to study the product life cycle of virtual 

goods. Although there is an introduction phase of a virtual good, it seems that virtual 

goods are sometimes created with the design, so as a result of the game mechanic, 

by user feedback, or as an experiment. After the creation virtual goods do exist as long 

as its context, the game is alive and attracts customers. 

Price 

(Heins, 2014; Wagner, 2014) mentioned that accepted price points through different 

platforms respectively devices are different. Furthermore it seems price points towards 

different countries and/or cultures also varying referring to the experts. It might be 

interesting to study the differences to optimize offering for upcoming cross-platform 

titles, whereas the acceptance of the community might be subject to another study, i.e. 

if one plays the game on different devices at the same time. As mentioned by (Wagner, 

2014), it might be interesting to study the price elasticity and the price willingness on 

different devices and/or platforms. (Wagner, 2014) recognized in their games that an 

item offered at a place where it is needed might have a higher price than through 

standard marketplaces in F2P games. A potential starting point in this field of pricing 

virtual goods might be the studies of (Teo, 2010) and (Ba et al., 2010).  

(Wagner, 2014) pointed out an important further research area with price setting of 

virtual goods on different platforms. He stated that buyers' willingness is different on 

each platform and/or device. This might be interesting if one sees the trend that games 

spreading cross-platform, meaning that one game can be played on different devices 

either with the same content or the same game or a specific game mode respectively 

part designed only for a particular device such as Ubisoft's game Watchdog. 

 

Position 

Studies, which are done in order to investigate E-commerce effects on customers such 

as concepts of E-Loyality (Valvi & Fragkos, 2012) or models such as (Delone & Mclean, 

2004) might be applied for games' embedded marketplaces as well. 

Another interesting issue might be that these intensive behavior trackings are 

extended to traditional E-Commerce companies, although companies such as Google 
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and others are already providing analytics software with tools to define behaviors and 

targets. 

Selling virtual goods can be seen as similar to selling physical goods in 

traditional E-commerce. In-app stores should be improved to the degree of quality of 

existing online shop experience, whereas focusing on the pre-visualization and 

presentation of virtual goods, especially features such as new skills with high quality 

media, the personalization of goods and finally in-game promotion of goods, because 

one could think about selling items is similar having a shop within the virtual world. 

League of Legends already provides extensive and high fidelity information to players 

about their virtual goods, such as new payable characters either in highly optimized 

videos, tactical information for the battle, and detailed specification contradicting habits 

of developers to disclose details about virtual goods like mentioned by (Oh & Ryu, 

2007). 

 
Promotion 

Depending on the experts' perspectives one can argue if promotion is the one P, which 

is the most connected to the game-play, thus especially further in-depth research about 

game mechanics promoting virtual items and their effectiveness might be interesting 

for upcoming F2P titles, which might give traditional E-commerce providers insights, 

as well in terms of gamification of the offerings. 
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Appendix 

 

Appendix 1  

 
Figure 13 
List of Interview Partners. 
 
Dressel Volker, CMO, Xyrality GmbH, Skype Interview, December 19, 2014. 

Foos Eckart, Game Director, Travian Games GmbH, Skype Interview, December 19, 

2014. 

Heins Olliver, Head of Games, Goodgame Studios GmbH, Skype Interview, 

November 5, 2014. 

Hubertz Heiko, CEO & Founder, WHOW Games GmbH, Skype Interview, December 

12, 2014. 

Müller-Lietzkow Jörg Prof. Dr., Professor, University Paderborn, Skype Interview, 

January 7, 2015. 

Porsche Nicolai, Managing Director, Dorado Online Games Productions Limited, 

Skype Interview, December 15, 2014. 

Putzki Tom, Head of German Office / Director of Communications, CE, 

Wargaming.net, Skype Interview, December 18, 2014. 

Stolzenberg Justin, Director Product / Monetization, flaregames GmbH, Skype 

Interview, December 7, 2014. 

Ullrich Daniel, COO, Infernum Productions AG, Skype Interview, December 8, 2014. 

Wagner Jan, CEO, Cliffhanger Productions GmbH, Skype Interview, November 21, 

2014. 

Weidemann Teut, Freier Consultant u.a. Ubisoft Entertainment / Blue Byte GmbH, 

Skype Interview, December 19, 2014. 
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Appendix 2 

 
Figure 14 
List of addressed Communities for the on-line Survey. 
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Appendix 3 

Figure 15 
Semi-structured Guidelines for the Expert Interviews. 
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Figure – (Continued)  
Semi-Structured guideline for the experts' interview. 
 

 
. 
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Appendix 4 

 
Figure 16 
Thread Title and Content to Recruit Respondents for the Web Survey in its Original 
Language German. 
 

Title 

Masterarbeit braucht Hilfe / Chance auf den Gewinn eines 50 EUR Steam Gutscheins 

 

Content 

Liebe Community, 

 

ich benötige Eure Hilfe. Im Rahmen meiner Masterarbeit an der Professional School 

of Business & Technology Kempten führe ich gegenwärtig eine Online-Umfrage zu 

Free-to-Play Spielen durch. Ich untersuche die Vermarktung von virtuellen 

Gegenständen in F2P Spielen. 

Einerseits gibt es bisher keine öffentlichen Studien hinsichtlich der Vermarktung von 

virtuellen Gegenständen und Gütern in F2P Spielen. 

Dies möchte ich gerne ändern und für ein wenig mehr Transparenz sorgen. 

Andererseits ziele ich darauf ab auch Entwicklerstudios Feedback zu geben, um die 

Angebote in F2P-Spielen letztlich für uns, die Spieler/innen, zu verbessern. 

Die Arbeit wird aber ausdrücklich in Eigenregie durchgeführt und eben nicht mit oder 

für ein konkretes Unternehmen. 

Hierzu würde ich Eure Hilfe sowie 10 Minuten Eurer Zeit benötigen und es würde mich 

freuen, wenn Ihr mich mit Eurer Teilnahme bei meiner Abschlussarbeit unterstützt. 

Als kleinen Anreiz werden für drei glückliche Teilnehmer mit gültiger Email Adresse 

Steam Gutscheine zu je 50 EUR verlost. 

Weiterhin bekommen alle Teilnehmer mit gültiger Email die Zusammenfassung der 

Ergebnisse bis vssl. März 2015 zugeschickt. 

 

Die Umfrage findet Ihr hier [URI to survey].  

 

Vielen Dank vorab und Gruß Frank 
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Appendix 5 

Figure 17 
Questionnaire for F2P Games' Players in its Original Language German. 
 
Umfrage Virtueller Marketing Mix 

 

Free-to-Play (F2P) Vorlieben 

 

1) Wie viel verschiedene Free-to-Play (F2P) Spiele hast Du in den letzten 12 Monaten gespielt?* 

( ) 0 ( ) 1 bis 2 ( ) 3 bis 6 ( ) 7 bis 15 ( ) mehr als 15 ( ) Ich weiß es nicht. 
 
2) Hast Du bisher in einem F2P-Spiel für ein virtuellen Gegenstand Geld ausgegeben?* 

Virtuelle Gegenstände sind bspw. Ausrüstungsgegenstände (Waffen, Rüstung, etc.), neue Funktionen 
(Levels, Helden/innen etc.) oder Währungseinheiten (Diamanten, Gold etc.). 
( ) Nein ( ) Ja 

3) Stell Dir vor Du möchtest einen virtuellen Gegenstand eines F2P Spiels für einen Freund möglichst 

attraktiv machen. Auf was würdest Du achten?* 

 
Sehr 

unwichtig 
Unwichtig Unentschieden Wichtig 

Sehr 

wichtig 

Welche Merkmale bzw. Charakteristika der 

Gegenstand aufweist. 

( )  ( )  ( )  ( )  ( )  

Welchen Preis der Gegenstand hat. ( )  ( )  ( )  ( )  ( )  

Wo der Gegenstand angeboten wird. 

(bspw. im Spiel, auf der Webseite des Spiels 

etc.) 

( )  ( )  ( )  ( )  ( )  

Wie der Gegenstand präsentiert wird. 

(bspw. Informationen im Spiel/ auf Webseite, 

Videos etc..) 

( )  ( )  ( )  ( )  ( )  

 

 

Virtuelle Güter für echte Währung 

4) In wie vielen F2P Spielen hast Du bisher Geld für virtuelle Gegenstände ausgegeben?* 

( ) 1 ( ) 2 ( ) 3-5 ( ) mehr als 6 

5) In welchem F2P-Spiel hast Du denn am meisten Geld ausgegeben?* 
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Figure – (Continued)  
Questionnaire for F2P games' players in its original language German. 

 
Falls Du in mehreren Titeln gleich viel Geld ausgegeben hast, dann wähle bitte den Titel bei dem Du 
zuletzt Geld ausgegeben hast. 

( ) Candy Crush Saga ( ) Combat Arms ( ) Crossfire ( ) DOTA 2 ( ) Guild Wars 2 ( ) Hearthstone  

( ) Heroes of Newerth ( ) League of Legends ( ) Neverwinter ( ) Path of Exile ( ) Planetside 2  

( ) Puzzle & Dragons ( ) Team Fortress 2 ( ) War Thunder ( ) Warframe ( ) World of Tanks 

( ) Anderes: _________________________________________________* 

 

Bitte beachte, dass sich einige nachfolgende Fragen auf das ausgewählte Spiel der Frage Nr. 5 

beziehen.  Das ausgewählte Spiel wird in der Folge mit "Fokus-F2P-Spiel" bezeichnet. 

 

6) Wann hast Du das letzte Mal Geld für ein virtuellen Gegenstand in Deinem "Fokus-F2P-Spiel" 

ausgegeben?* 

( ) weniger als 1 Monat ( ) 1 bis 3 Monate ( ) mehr als 3 Monate 

7) Auf welcher Hardware bzw. welchen Plattformen hast Du bei Deinem "Fokus-F2P-Spiel" Geld 

ausgegeben?*  

Eine Mehrfachauswahl ist erlaubt. 

[ ] PC/Mac [ ] Mobile/Smartphones (z. B. iPhone, Android or Windows Mobile) 
[ ] Touchscreen Geräte (z.B. iPad etc.) [ ] Konsolen ( z.B. Sony Playstation 3/4, Microsoft Xbox360 / 
One, Nintendo WiiU, Ouya ) 
 
8) Wie viel Geld hast Du denn bisher für Dein "Fokus-F2P-Spiel" ausgegeben?* 

( ) zwischen 0,01 EUR und 10 EUR ( ) zwischen 10,01 EUR und 30 EUR ( ) zwischen 30,01 EUR und 
60 EUR ( ) zwischen 60,01 EUR und 100 EUR ( ) mehr als 100 EUR ( ) keine Angabe 

9) Wie wahrscheinlich ist es, dass Du in den nächsten 30 Tagen nochmal Geld für Dein "Fokus-F2P-

Spiel" ausgibst?* 

( ) Sehr unwahrscheinlich ( ) Unwahrscheinlich ( ) Unentschieden ( ) Wahrscheinlich ( ) Sehr 
wahrscheinlich 

 

 

Virtuelle Güter für virtuelle Währung. 

 

10) Welches F2P Spiel hast Du in den letzten drei Monaten am häufigsten gespielt?* 

( ) Candy Crush Saga ( ) Combat Arms ( ) Crossfire ( ) DOTA 2 ( ) Guild Wars 2 ( ) Hearthstone 
( ) Heroes of Newerth ( ) League of Legends ( ) Neverwinter ( ) Path of Exile ( ) Planetside 2 
( ) Puzzle & Dragons ( ) Team Fortress 2 ( ) War Thunder ( ) Warframe ( ) World of Tanks 
( ) Anderes: _________________________________________________* 
 
Bitte beachte, dass sich einige nachfolgende Fragen auf das ausgewählte Spiel der Frage Nr. 4 

beziehen. Das ausgewählte Spiel wird in der Folge mit "Fokus-F2P-Spiel" bezeichnet. 

Weiterhin wird bei den folgenden Fragen davon ausgegangen, dass Du insbesondere virtuelle Währung 

ausgibst, die Du durch Spielen erworben hast. 
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Figure – (Continued)  
Questionnaire for F2P games' players in its original language German. 

 
11) Warum hast Du bisher kein Geld für virtuelle Gegenstände in Deinem "Fokus-F2P-Spiel" 

ausgegeben? 

____________________________________________  

 

Mehr über Dein Free-to-Play (F2P) Spiel 

12) In meinem "Fokus-F2P-Spiel" bin ich ...* 

( ) Neuling ( ) fortgeschrittener Anfänger ( ) Kompetenter ( ) Gewandter ( ) Experte 
 
13) Auf welcher Hardware bzw. welchen Plattformen spielst Du Dein "Fokus-F2P-Spiel"?* 

Eine Mehrfachauswahl ist erlaubt. 
[ ] PC/Mac [ ] Mobile/Smartphones (z. B. iPhone, Android or Windows Mobile) 
[ ] Touchscreen Geräte (z.B. iPad etc.) [ ] Konsolen ( z.B. Sony Playstation 3/4, Microsoft Xbox360 / 
One, Nintendo WiiU, Ouya ) 
 
14) Wie viel Zeit hast Du Dich mit Deinem "Fokus-F2P-Spiel" in den letzten 30 Tagen ungefähr 

beschäftigt?* 

Gib bitte eine Schätzung entweder in Stunden, in Tagen (=24h) oder eine Kombination aus beiden 
Feldern an. Wenn Du Dich bspw. an 15 Tagen jeweils für 2 Stunden beschäftigt hast, dann gib 
entweder 30 Stunden oder 1 Tag und 6 Stunden an. 

Stunden: __________ Tage: __________ 
 
15) Bist Du in Deinem "Fokus-F2P-Spiel" in einer Gilde oder einem Clan mit anderen Spielern/innen?* 

( ) Nein ( ) Ja 

16) Mit wie vielen Freunden/innen spielst Du Dein "Fokus-F2P-Spiel"?* 

Freunde/innen können Personen sein, die Du nur virtuell oder die aus dem realen Leben kennst. 
( ) 0 ( ) 1 – 2 ( ) 3 – 5 ( ) mehr als 5 

17) Ich spiele mein "Fokus-F2P-Spiel" hauptsächlich, weil ich ....* 

( ) andere Menschen oder meine Freunde treffen möchte. ( ) in die Story eintauchen oder die Welt des 
Spiels erforschen möchte. ( ) mit anderen in den Wettstreit treten oder Spielfortschritt erzielen möchte. 

18) Spielst Du Dein "Fokus-F2P-Spiel" gegen andere Spieler (PvP)?* 

( ) Ja ( ) Nein ( ) Mein "Fokus-F2P-Spiel" bietet keinen solchen PvP Modus an. 
 

Produkt 

19) Mein "Fokus-F2P-Spiel" bietet virtuelle Gegenstände mit den Merkmalen und Charakteristiken an, 

die ich benötige.* 

( ) Nein, gar nicht ( ) Selten ( ) Unentschieden ( ) Oft ( ) Ja, völlig 
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Figure – (Continued)  
Questionnaire for F2P games' players in its original language German. 

 
20) Idealerweise würde ich virtuelle Gegenstände erwerben, die ...* 

 
stimme gar 

nicht zu 

stimme 

weniger zu 
unentschieden 

stimme 

eher zu 

stimme 

voll zu 

die Fähigkeiten meines Avatars 

verbessern oder die Funktionalität des 

Spieles erweitern. 

( )  ( )  ( )  ( )  ( )  

das Aussehen meines Avatars oder meines 

Besitzes in der virtuellen Welt verbessern. 

( )  ( )  ( )  ( )  ( )  

selten sind. ( )  ( )  ( )  ( )  ( )  

21) Idealerweise würde ich mir wünschen, dass virtuelle Gegenstände ... verwendet werden können.* 

 
stimme gar 

nicht zu 

stimme 

weniger zu 
unentschieden 

stimme 

eher zu 

stimme 

voll zu 

genau einmal  ( )  ( )  ( )  ( )  ( )  

dauerhaft ( )  ( )  ( )  ( )  ( )  

für eine bestimmte Laufzeit  

(z.B. eine Woche) 

( )  ( )  ( )  ( )  ( )  

für eine bestimmte Anzahl an 

Anwendungen 

(z.B. zwanzigmal) 

( )  ( )  ( )  ( )  ( )  

22) Tatsächlich erwerbe ich in meinem "Fokus-F2P-Spiel" virtuelle Gegenstände, die ...* 

 
stimme gar 

nicht zu 

stimme 

weniger zu 
unentschieden 

stimme 

eher zu 

stimme 

voll zu 

die Fähigkeiten meines Avatars 

verbessern oder die Funktionalität des 

Spieles erweitern. 

( )  ( )  ( )  ( )  ( )  

das Aussehen meines Avatars oder meines 

Besitzes in der virtuellen Welt verbessern 

( )  ( )  ( )  ( )  ( )  

selten sind. ( )  ( )  ( )  ( )  ( )  
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Figure – (Continued)  
Questionnaire for F2P games' players in its original language German. 

 
23) Tatsächlich erwerbe ich virtuelle Gegenstände in meinem "Fokus-F2P-Spiel", die ... verwendet 

werden können.* 

 
stimme gar 

nicht zu 

stimme 

weniger zu 
unentschieden 

stimme 

eher zu 

stimme 

voll zu 

genau einmal ( )  ( )  ( )  ( )  ( )  

dauerhaft ( )  ( )  ( )  ( )  ( )  

für eine bestimmte Laufzeit 

(z.B. eine Woche) 

( )  ( )  ( )  ( )  ( )  

für eine bestimmte Anzahl an 

Anwendungen (z.B. zwanzigmal) 

( )  ( )  ( )  ( )  ( )  

 

Preis 

24) Mein "Fokus-F2P-Spiel" bietet mir die virtuellen Güter zu angemessenen Preisen an, die ich 

benötige.* 

( ) Nein, gar nicht ( ) Selten ( ) Unentschieden ( ) Oft ( ) Ja, völlig 

 

25) Welchen Teil von 100 Münzen würdest Du in nachfolgende Gegenstands-Typen eines beliebigen 

F2P Spiels ausgeben?* 

________Gegenstände, die die Fähigkeiten meines Avatars verbessern oder die Funktionalität des 
Spieles erweitern. 
________Gegenstände, die dass Aussehen meines Avatars oder meines Besitzes in der virtuellen 
Welt verbessern. 
________Gegenstände, die selten sind. 

 

26) Welchen Teil von 100 Münzen würdest Du in nachfolgende Gegenstands-Typen eines beliebigen 

F2P Spiels ausgeben?* 

________Virtuelle Gegenstände, die genau einmal angewendet werden können 
(z.B. ein Heiltrank). 
________Virtuelle Gegenstände, die dauerhaft angewendet werden können 
(z.B. ein neues Schwert). 
________Virtuelle Gegenstände, die für eine bestimmte Laufzeit 
(z.B. eine Woche) angewendet werden können. 
________Virtuelle Gegenstände, die für eine bestimmte Anzahl angewendet werden können 
(z.B. Munition). 
 
27) Erwirbst Du in Deinem "Fokus-F2P-Spiel" virtuelle Gegenstände, die Rabatte enthalten bzw. 

zeitliche limitierte reduzierte Preise aufweisen?* 

( ) Nie ( ) Selten  ( ) Unentschieden ( ) Oft ( ) Immer 
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Figure – (Continued)  
Questionnaire for F2P games' players in its original language German. 

 
Position 

28) Mein "Fokus-F2P-Spiel" bietet mir die virtuellen Gegenstände dort an, wo ich sie benötige.* 

( ) Nein, gar nicht ( ) Selten ( ) Unentschieden ( ) Oft ( ) Ja, völlig 

 

29) Idealerweise würde ich mir wünschen, dass virtuelle Güter in F2P Spielen ... angeboten werden.* 

 
stimme gar 

nicht zu 

stimme 

weniger zu 
unentschieden 

stimme 

eher zu 

stimme 

voll zu 

auf der Webseite des Spiels ( )  ( )  ( )  ( )  ( )  

im Spiel in einem eigens dafür 

konzipierten Shop/Marktplatz 

( )  ( )  ( )  ( )  ( )  

in Online-Shops (bspw. Amazon, Ebay 

etc.) 

( )  ( )  ( )  ( )  ( )  

in Warenhäusern, Supermärkten oder in 

Tankstellen 

( )  ( )  ( )  ( )  ( )  

 

30) Tatsächlich erwerbe ich virtuelle Güter in meinem "Fokus-F2P-Spiel" ...* 

 
stimme gar 

nicht zu 

stimme 

weniger zu 
unentschieden 

stimme 

eher zu 

stimme 

voll zu 

auf der Webseite des Spiels. ( )  ( )  ( )  ( )  ( )  

im Spiel in einem eigens dafür 

konzipierten Shop/Marktplatz. 

( )  ( )  ( )  ( )  ( )  

in Online-Shops (bspw. Amazon, Ebay 

etc.). 

( )  ( )  ( )  ( )  ( )  

in größeren Wartenhäusern, Supermärkten 

oder in Tankstellen. 

( )  ( )  ( )  ( )  ( )  

 

31) Wie findest Du die Qualität der Kauferfahrung bei einem traditionellem Online-Shop bspw. 

Amazon?* 

( ) Mangelhaft ( ) Ausreichend ( ) Befriedigend ( ) Gut ( ) Sehr gut 
 
32) Wie findest Du die Qualität der Kauferfahrung bei Deinem "Fokus-F2P-Spiel"?* 

( ) Mangelhaft ( ) Ausreichend ( ) Befriedigend ( ) Gut ( ) Sehr gut 
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Figure – (Continued)  
Questionnaire for F2P games' players in its original language German. 

 
Promotion 

33) Mein "Fokus-F2P-Spiel" macht mich auf virtuelle Gegenstände aufmerksam, die ich benötige.* 

( ) Nein, gar nicht ( ) Selten ( ) Unentschieden ( ) Oft ( ) Ja, völlig 
 
34) Welche Bedeutung haben für Dich idealerweise die folgenden Kanäle, um auf virtuelle Gegenstände 

für ein F2P Spiel aufmerksam gemacht zu werden.* 

 
Sehr 

unwichtig 
Unwichtig Unentschieden Wichtig 

Sehr 

wichtig 

Verwendung des Gegenstands von anderen 

Spielern/innen 

( )  ( )  ( )  ( )  ( )  

Ereignis im Spiel 

(Tod des Avatars, Verlorener Kampf etc.) 

( )  ( )  ( )  ( )  ( )  

Webseite des Spiels ( )  ( )  ( )  ( )  ( )  

Ankündigungen im Spiel 

(z.B. Nachrichtenbox, Ticker etc.) 

( )  ( )  ( )  ( )  ( )  

Videos 

(z.B. YouTube etc.) 

( )  ( )  ( )  ( )  ( )  

Meldungen in sozialen Netzwerken 

(z.B. Facebook etc.) 

( )  ( )  ( )  ( )  ( )  

Communities oder Portalen des Spiels 

(z.B. Forum etc.) 

( )  ( )  ( )  ( )  ( )  

Shop/Marktplatz des Spiels ( )  ( )  ( )  ( )  ( )  

Empfehlungen von Freunden/innen ( )  ( )  ( )  ( )  ( )  

Emails/Newsletter vom Spiel ( )  ( )  ( )  ( )  ( )  
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Figure – (Continued)  
Questionnaire for F2P games' players in its original language German. 

 
35) Tatsächlich werde ich in meinem "Fokus-F2P-Spiel" in folgenden Kanälen auf virtuelle Gegenstände 

aufmerksam.* 

 
Sehr 

unwichtig 
Unwichtig Unentschieden Wichtig 

Sehr 

wichtig 

Verwendung des Gegenstands von anderen 

Spielern/innen 

( )  ( )  ( )  ( )  ( )  

Ereignis im Spiel 

(Tod des Avatars, Verlorener Kampf etc.) 

( )  ( )  ( )  ( )  ( )  

Webseite des F2P Spiels ( )  ( )  ( )  ( )  ( )  

Ankündigungen im F2P Spiel  

(z.B. Nachrichtenbox, Ticker etc.) 

( )  ( )  ( )  ( )  ( )  

Videos 

(z.B. YouTube etc.) 

( )  ( )  ( )  ( )  ( )  

Meldungen in sozialen Netzwerken 

(z.B. Facebook etc.) 

( )  ( )  ( )  ( )  ( )  

Communities oder Portalen des Spiels 

(z.B. Forum etc.) 

( )  ( )  ( )  ( )  ( )  

Shop/Marktplatz des Spiels ( )  ( )  ( )  ( )  ( )  

Empfehlungen von Freunden/innen ( )  ( )  ( )  ( )  ( )  

Emails/Newsletter vom Spiel ( )  ( )  ( )  ( )  ( )  

 

36) Die Qualität der Information zu den virtuellen Gegenständen in meinem "Fokus-F2P-Spiel" sind ...* 

( ) Mangelhaft ( ) Ausreichend ( ) Befriedigend ( ) Gut ( ) Sehr gut 
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Figure – (Continued)  
Questionnaire for F2P games' players in its original language German. 

 
Demographische Daten 

37) Dein Geschlecht ist ...* 

( ) Weiblich ( ) Männlich 
 
38) In welchem Jahr bist Du geboren?* 

_____________________ 

 

39) Wie ist Dein Familienstand?* 

( ) Verheiratet / Gesetzliche Partnerschaft ( ) Ledig 
 
40) Wie ist Dein Beschäftigungsstatus?* 

( ) Angestellt (Voll- oder Teilzeit) ( ) Freiberuflich ( ) Hausfrau-/mann ( ) Zivildienstleistender/Freiwillig 
Soziales Jahr ( ) Arbeitssuchend ( ) Rentner/in ( ) Auszubildende/r ( ) Student/in ( ) Schüler/in 
 
41) Wie hoch ist Dein durchschnittliches monatliches Haushaltsnettoeinkommen?* 

( ) weniger als 1.300 EUR ( ) zwischen 1.300 EUR und 2.600 EUR ( ) zwischen 2.601 EUR und 3.600 
EUR ( ) zwischen 3.601 EUR und 5.000 EUR ( ) zwischen 5.001 EUR und 18.000 EUR ( ) mehr als 
18.000 EUR ( ) keine Angabe 
 
42) Wie ist Deine Email Adresse? 

Mit Angabe einer gültigen Email-Adresse nimmst Du am Gewinnspiel teil.  
Es werden insgesamt drei Steam Gutscheine (http://store.steampowered.com/) im Wert von jeweils 50 
EUR verlost. 
_________________________________________________ 
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Table 20 
Overview F2P Games, Mean of Marketing Mix, and counted as respondents' game. 
 
Game Count Mean Game Count Mean 

A.V.A 1 13 Metin 2 4 13 

Aion 2 14 M & M Duel of Champions 1 14 

APB Reloaded 1 12 Miramagia 2 18 

ArcheAge 1 9 Monster World 1 14 

Assassins Creed 3 1 10 Monument Valley 1 9 

Atlantica Online 1 16 MyFreeZoo 1 18 

Battle Camp 1 14 Need for Speed World 2 12 

Battlefield Heroes 1 13 Neverwinter 1 14 

Big Farm 1 15 None 3 15 

Boom Beach 2 14 NosTale 1 16 

Candy Bag 1 15 Path of Exile 7 13 

Candy Crush Saga 3 14 Perfect World International 2 13 

Clash of Clans 3 7 Planetside 2 3 9 

Combat Arms 3 13 Project Spark 1 19 

Crossfire 14 11 Rail Nation 3 17 

Defiance 1 14 Rift 3 13 

Diablo 3 1 11 Runes of Magic 1 17 

Die Siedler Online 1 15 RuneScape 1 14 

Die Staemme 5 12 S.K.I.L.L. Special Force 2 1 14 

Dorfleben 1 13 Scarlet Blade 1 13 

DOTA 2 31 13 Schloss Konflikt: Castle Clash 1 11 

Dragon Age Legends 1 8 Seafight 1 10 

Dungeons and Dragons Online 1 19 Shakes & Fidget 1 19 

ELSWORD Online 1 13 Silkroad Online 1 14 

Fiesta 1 12 SMITE 4 15 

Flyff 1 11 Star Trek Online 3 12 

Forge of Empires 2 15 Star Wars: The Old Republic 2 14 

Ghost Recon Phantoms 7 14 Steam Trading Cards 1 20 

Goodgame Empire 15 12 Stronghold Kingdoms 1 15 

Grepolis 8 14 Subway Surfers 1 10 

Guild Wars 2 4 13 SuperMechs 1 16 

Hearthstone 29 14 Team Fortress 2 9 13 

Heroes of Newerth 1 10 The Lord of the Rings Online 2 13 

Heroes of the Storm 3 13 The Secret World 1 15 

Howrse 1 8 The West 19 12 

Jade Dynasty 1 11 theHunter 1 10 

Kingdoms of Camelot: Battle for North 1 14 Travian 3 13 

Last Chaos 1 14 Travianer 1 17 

League of Legends 46 12 Tribes: Ascend 1 14 

Legend: Legacy of the Dragons 2 14 War Thunder 6 13 

Lords & Knights 1 9 Warframe 6 13 

Marvel Heroes 2015 1 11 Wild Guns 1 14 

Marvel Puzzle Quest 1 11 World of Tanks 12 13 

MechWarrior Online 1 16 World of Warcraft 1 6 

 


