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Your Gaming Style :

Calm, Analytical, Ambitious, Independent, Grounded, and Expressive

Your gamer profile consists of your percentile rank across a broad range of gaming motivations. Your scores are based on how strong your
motivations are relative to other gamers. In this customized report, we'll explain how to interpret these scores and what motivations we measured.

Action
(6%) Personalize and share your results with a nickname (e.g. your
firstname, a character name):
75
Immersion Social
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(37%) (53%)

Achievement m Create a group profile for your guild/clan, forum, blog/website
(53%) with our new community tag feature. Learn more.

Show Secondary Motivations Create Or Join A Group
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SAMPLE NOTES

. 283,384 gamers (unique P addresses)

» Gender: 80% Male / 19% Female / 1% Non-Binary
 Age: Median = 25, Range = 13-80
 Gamer Type: Casual 11% / Core 68% / Hardcore 21%

* Geographic distribution
o United States (125k), Canada (14.8k), United Kingdom (13.9k), Brazil (9.4k),
Australia (8.5k), Italy (7.2k), Poland (6.8k), Indonesia (6.6k), Denmark (5.8k),
Philippines (5k), Germany (4.9k), Sweden (4.4k), France (3.6k), Singapore
(3.6k), Netherlands (3.1k), Spain (2.4k), Turkey (2.3k), Malaysia (2.2k), Russia
(2.2k), Chile (2.0k), Norway (1.9k) ...



GAMER MOTIVATION MODEL

Action
“Boom!”

Destruction

Guns. Explosives.
Chaos. Mayhem.

Excitement

Fast-Paced. Action.

Surprises. Thrills.

Social
“Let’s Play Together”

Competition
Duels. Matches.
High on Ranking.

Community

Being on Team.
Chatting. Interacting.

Achievement
“I Want More”

Mastery
“Let Me Think”

Completion
Get All Collectibles.
Complete All Missions.

Challenge

Practice. High
Difficulty. Challenges.

Power

Powerful Character.
Powerful Equipment.

Strategy

Thinking Ahead.
Making Decisions.

L QUANTIC

Immersion
“Once Upon a Time”

Fantasy

Being someone else,
somewhere else.

Story

Elaborate plots.
Interesting characters.

FOUNDRY

Creativity
“What If?”

Design
Expression.
Customization.

Discovery

Explore. Tinker.
Experiment.



3 HIGH LEVEL CLUSTERS

Destruction

Guns. Explosives.
Chaos. Mayhem.

Excitement
Fast-Paced. Action.
Surprises. Thrills.

“Let’s Play”

Competition
Duels. Matches.
High on Ranking.

Community

Being on Team.
Chatting. Interacting.

Mastery
“Let Me Think”

Challenge
Practice. High

Difficulty. Challenges.

Strategy

Thinking Ahead.
Making Decisions.

Achievement
“ Want More”

Completion
Get All Collectibles.
Complete Missions.

Power

Powerful Character.
Powerful Equipment.

L QUANTIC

Immersion
“Once Upon a Time”

Fantasy

Being someone else,
somewhere else.

Story

Elaborate plot,
characters.

FOUNDRY

Creativity
“What If?”

Design
Expression.
Customization.

Discovery

Explore. Tinker.
Experiment.
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SOCIAL IS SOCIAL

Destruction

Guns. Explosives.
Chaos. Mayhem.

Excitement
Fast-Paced. Action.
Surprises. Thrills.

“Let’s Play”

Competition
Duels. Matches.
High on Ranking.

Community

Being on Team.
Chatting. Interacting.

Achievement
“ Want More”

Mastery
“Let Me Think”

Completion
Get All Collectibles.
Complete Missions.

Challenge

Practice. High
Difficulty. Challenges.

Power
Powerful Character.

Strategy

Thinking Ahead.
Making Decisions.

Powerful Equipment.

L QUANTIC

Immersion
“Once Upon a Time”

Fantasy

Being someone else,
somewhere else.

Story

Elaborate plot,
characters.

FOUNDRY

Creativity
“What If?”

Design
Expression.
Customization.

Discovery

Explore. Tinker.
Experiment.






Proximity indicates best bets

for the audience.

IT'S A MAP






SPREADING ACTIVATION

Destruction

Guns. Explosives.
Chaos. Mayhem.

Excitement
Fast-Paced. Action.
Surprises. Thrills.

“Let’s Play”

Competition
Duels. Matches.
High on Ranking.

Community

Being on Team.
Chatting. Interacting.

Mastery
“Let Me Think”

Challenge
Practice. High

Difficulty. Challenges.

Strategy

Thinking Ahead.
Making Decisions.

Achievement
“ Want More”

Completion
Get All Collectibles.
Complete Missions.

Power

Powerful Character.
Powerful Equipment.

L QUANTIC

Immersion
“Once Upon a Time”

Fantasy

Being someone else,
somewhere else.

Story

Elaborate plot,
characters.

FOUNDRY

Creativity
“What If?”

Design
Expression.
Customization.

Discovery

Explore. Tinker.
Experiment.



SPREADING ACTIVATION

Destruction

Guns. Explosives.
Chaos. Mayhem.

Excitement
Fast-Paced. Action.
Surprises. Thrills.

Social
“Let’s Play”

Competition
Duels. Matches.
High on Ranking.

Community

Being on Team.
Chatting. Interacting.

Achievement
“ Want More”

Mastery
“Let Me Think”

Completion
Get All Collectibles.
Complete Missions.

Challenge

Practice. High
Difficulty. Challenges.

¥

Strategy

Thinking Ahead.
Making Decisions.

Power

Powerful Character.
Powerful Equipment.

L QUANTIC

I FOUNDRY

Creativity
“What If?”

Immersion
“Once Upon a Time”

Fantasy Design
Being someone else, Expression.
somewhere else. Customization.
Story Discovery
Elaborate plot, Explore. Tinker.
characters. Experiment.



SPREADING ACTIVATION 732 QUANTIC

Immersion Creativity
“Once Upon a Time” “What If?”

Social Mastery Achievement
“Let’s Play” “Let Me Think” ‘I Want More”

Destruction Competition Challenge Completion Fantasy Design
Guns. Explosives. Duels. Matches. Practice. High Get All Collectibles. Being someone else, Expression.
Chaos. Mayhem. High on Ranking. Difficulty. Challenges.  Complete Missions. somewhere else. Customization.

Excitement Community Strategy Power Story Discovery

Fast-Paced. Action. Being on Team. Thinking Ahead. Powerful Character. Elaborate plot, Explore. Tinker.

Surprises. Thrills. Chatting. Interacting. Making Decisions. Powerful Equipment. characters. Experiment.
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VOLATILITY

Motivations aren’t created
equal. Some are
Others are inert.
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OF THE 12 MOTIVATIONS, IS MOST AGE-VOLATILE
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GAMIFICATION

Competition, often found in

S
likely a poor motivator for
most corporate employees
above age 30.



THERE’S ALSO A BETWEEN AGES 13-40
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BUT SURPRISINGLY SIMILAR COHORT OF GAMERS AFTER AGE 40
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volatile. Some are incredibly

But not all motivations are
consistent.

STABILITY
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PRIMARY MOTIVATIONS (MEN) };2}{ QUANTIC

FOUNDRY

20%
15%

10%

Percent

5%

0%

Primary Motivation (Male Gamers)



PRIMARY MOTIVATIONS (WOMEN) 7o QUANTIC
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Percent

5%

0%

Primary Motivation (Female Gamers)



COMPLETION IS IN TOP 3 ACROSS ALL SEGMENTS 73 QUANTIC
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Male Gamers Female Gamers Ages 13-25
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SIDE BY SIDE COMPARISON / » QUANTIC

FOUNDRY

20% 20%
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10% 10%

Percent
Percent
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%
4% ,
0%

0%
Female Gamers Male Gamers



COMPARING THE DELTA 7% QUANTIC
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COMPARING CUMULATIVE COVERAGE 7% QUANTIC

FOUNDRY
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VARIANCE

There’s a practical reason for
understanding variance
among motivations.

It's directly related to



WE CAN A DISTRIBUTION WITH THE MEAN




BUT ANOTHER IMPORTANT ASPECT ISTHE




THE SMALLER THE VARIANCE, THE EASIER TO ACHIEVE COVERAGE




LESS VARIANCE = MIORE COVERAGE
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DESIGN RUBRICS
Let’s visualize appeal and
volatility at the same time



Importance / Appeal

14%:

12%

10%

8%

6%

3.3

3.4
Coverage vs. Risk
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Importance / Appeal

14%-

12%

10%

8%

6%
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Coverage vs. Risk
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Importance / Appeal
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Importance / Appeal
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[N
o
R

3.3
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Coverage vs. Risk
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MALE GAMERS

The most popular motivations
are also the most volatile.
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Importance / Appeal
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FEMALE GAMERS

Relative to the men, far more
consistency and stability.
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HISTORICAL
ACCIDENTS

Some genres may be
accidental combinations of






» Progress Quest - New Character

==

Bl =8IV oubfrum ?

Race Class
Half Orc Ur-Paladin
Half Man Voodoo Princess
Half Halfling Rabot Monk
Double Hobbit Mu-Fu Monk
Hob-Hobbit Mage Tllusioner
Low EIf Shiv-Knight
Dung Elf Inner Mason
Talking Pony Fighter/Organist
Gyrognome Puma Burgular
Lesser Dwarf Runeloremaster
. . Total
Crested Dwarf Hunter Strangler
Eel Man Battle-Felon
Panda Man ® Tickle-Mimic
Trans-Kobold Slow Poisoner
Enchanted Motorcycle Bastard Lunatic

Will o' the Wisp
Battle-Finch
Double Wookiee
Skraeling
Demicanadian
Land Squid

Lowling
Birdrider
Vermineer

. B

Recycle Bin

P —— — = T —————————— - p—— =
i ;.-\S_tart# Progress Quest [-!—"' *ﬂ 10:15 AM



M 2 Progress Quest - Moubfrum

Character Sheet Equipment Plot Development

Trait | Value Weapon Sharp Rock Prologue
Name Moubfrum Shield
Race Half Halfling Helm
Class Tickle-Mimic Hauberk -3 Burlap
Level 1 Brassairts
Stat | Value Vambraces
STR 15 Gauntlets
CON 8 Gambeson
DEX 16 Cuisses
g INT 8 Greaves
o WIS 10 Sollerets
m CHA 10 Inventory Quests
HP Max 1 Ttem | Qty
MP Max 1 Gold 0
Experience
Spell Book
Spell

Encumbrance

Experiencing an enigmatic and foreboding night vision...

= STtart ~ 7 Progress Quest
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OW CLICKER

-CLICK YOUR COW

Cow Clicker Go buy Emoo Cow - http:/ /bogo.st{fs. Or don't, | don't care. Clicking deesn't hurt when it's all you've ever

felt. — view, like, comment

Your Barn | Your Herd | Buy a Cow | Invite a Cow | Rankings

MOre Nevws

Discussion | How to Play |

@ Lydiz Barnes's cow

FEMOoVvE Cow

H Kalivana Finney's cow

FrEMmMove Cow

Cancel Rose's invite

m Angela Mingione's cow

Y Your cow
&

. Emanuel Peters (invited)

Next Click In..
02:55:41

Pay 10 mooney to skip

Mooney
52
buy 20-or maore

Cow Clicks

This Week: 6

Udder and Pointers
g =g Ro

Cowbell

Mo Cowbell
Bronze in 994 clicks

Home Profile Accoun

' n 2 credits - Cet More

Eﬂj Cames

r_-l".;n Happy Pets
% Happy Agquarium

More

Create an Ad

The Best Job on
Campus

b

EF College Break is hiring
Campus Managers to
promote our international
trips @ Georgia Tech.
Earn cash and free travel.

Apply today.
B Like

Congrats are in ¥
order!

JLL & STEWE
ENGAGED
-
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News : follow the tear-jerking, riches-to-rags stovy about a local cookie i Store
manufacturer who decided to give it all up! |

‘Help us make more games!

This ad opens in a new window.

Adventure(Quest
_Eoﬂﬁss -
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PIVOT POINTS

Game

Titles/Franchises

Demographic Gaming

Variables Motivations




IDLE CLICKERS GAMER TYPE %

N
O
X

Proportion of Audience
M I
o (]
2 32

0%

Casual

Core

Gamer Type

Hardcore



Top Games By Current Players

14,
15.
16.
17.
18.
19.
20.

21.

Name

Fallout 4

Warframe

Unturned

Terraria

Total War: WARHAMMER
Clicker Heroes

The Witcher 3: Wild Hunt
DayZ

Counter-Strike

Current
Players

31,609

28,800

28,274

25,212

24,470

23,506

19,994

18,736

16,822

Last 30 Days

ottt
Mmool
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T
I“ll“l]“llllllllnnllmn
N
N [
mmmmnnlnnlllllllﬂl

Peak

Players

51.797

42 852

38,486

27,811

104,413

27,153

3,976

ch

27,880

B
na
LN
[+
e

Hours Played

19,848,535

19,794,987

16,723,948

13,180,798

28,280 275

11,204 460

16,000,579

6,350 002

9,893,041



IDLE CLICKER AUDIENCE PROFILE

Most Important Least Important
Motivations Motivations
1) Completion 1) Excitement

2) Power 2) Fantasy
3) Story

Other Popular
Games

* Diablo llI
 Fallout 4

 The Elder Scrolls Online

« EVE Online






GAMER MOTIVATION MODEL

Destruction

Guns. Explosives.
Chaos. Mayhem.

Excitement
Fast-Paced. Action.
Surprises. Thrills.

“Let’s Play”

Competition
Duels. Matches.
High on Ranking.

Community
Being on Team.

Chatting. Interacting.

Achievement
“ Want More”

Mastery
“Let Me Think”

Completion
Get All Collectibles.
Complete Missions.

Challenge

Practice. High
Difficulty. Challenges.

Power
Powerful Character.

Strategy

Thinking Ahead.
Making Decisions.

Powerful Equipment.

Immersion
“Once Upon a Time”

Fantasy

Being someone else,
somewhere else.

Story

Elaborate plot,
characters.

Creativity
“What If?”

Design
Expression.
Customization.

Discovery

Explore. Tinker.
Experiment.



UNEXPECTED
SEGMENTS

can
occur in underlying player
segments.



20k

15k

10k

5k

-15k

5k




STRATEGY + STORY

“Let’s Play”

Competition
Duels. Matches.
High on Ranking.

Destruction

Guns. Explosives.
Chaos. Mayhem.

Excitement
Fast-Paced. Action.
Surprises. Thrills.

Community

Being on Team.
Chatting. Interacting.

Achievement
“ Want More”

Mastery
“Let Me Think”

Completion
Get All Collectibles.
Complete Missions.

Challenge

Practice. High
Difficulty. Challenges.

Power
Powerful Character.

Strategy

Thinking Ahead.
Making Decisions.

Powerful Equipment.

Immersion
“Once Upon a Time”

Fantasy

Being someone else,
somewhere else.

Story

Elaborate plot,
characters.

Creativity
“What If?”

Design
Expression.
Customization.

Discovery

Explore. Tinker.
Experiment.
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