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Abstract
Since 1974 with the creation of the first home version of an arcade game the video game industry has been rapidly growing. With the introduction of newer gaming platforms setting the gaming industry into the future it has also begun to expand their target audience to other genders and a larger age group. Due to this rapid evolution in the gaming industry newer and more lucrative business models are being implemented. This dissertation seeks to explore the traditional and newly invented business models and to further understand the purchasing habits and opinions of gamers towards PAY TO PLAY (PTP aspects in business models. There Is a paucity of academic research in this dissertation and due to this theThe following objectives were choosing: Cfirst to critically analyses available literature on gaming business models and history of gaming industry; second to eEvaluate and analyses gamers’ purchasing habits on the PAY TO PLAY business models; and third to eEvaluate and analyses gamers’ opinions on the PAY TO PLAY business models. A survey was conducted online though google survey in aims of finding the opinions of gamers on PAY TO PLAY business models. No major demographic group was chosen to see also if the gaming demographic has changed in comparison to ESA reports. Due to the distribution of survey being done on the researcher’s social media an accurate comparisons of gaming demographic change could not be made. Tand the results leaned towards the opinion that PAY TO PLAY models ruin negatively impact on the gaming experience for players.
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1. [bookmark: _Toc514065223]Introduction
Thought he evolution of the gaming industry controversies and stereotypes have arisen from far and wide with arguments such as violence in games influencing children negatively. There are also those that defend video games and suggest that theses do not have negative impact on children and teenagers. Even with this ever-expanding debate on the video games the video game industry has continued to expand to many different demographics, gaming has become a part of culture in some places as it has become common place in households. Video games have evolved from just being a past time for children into a career for some very talented people in games creating a whole new type of sport called E-sports. Through popularity, sponsorships, media rights, tickets and merchandise e-sports economy in 2017 grew to $696 million with an average tournament prize pool of $29,010.12 (Esports Earnings, 2017).
In this dissertation, the researcher would like to discuss the historical and current video game models for video games with focus on software over hardware and study the perceptions of gamers on PAY-TO-PLAY models. The main methodology will be to acquire information from business articles related to the games industry and analyse purchasing habits and opinions of gamers through a survey conducted online. As the most reliable source of information on video games are held by Entertainment Association (ESA) the researcher will use this to broaden their understanding of the video game industry further on the video game market and its history. The objectives of the dissertation are: Critically analyses available literature on gaming business models and history of gaming industry; Evaluate and analyses gamers’ purchasing habits on the PAY TO PLAY business models; Evaluate and analyses gamers’ opinions on the PAY TO PLAY business models
1.1. [bookmark: _Toc514065224]Historical changes in the gaming industry: console games to mobile games
Through the evolution of technology and the world people have played games for entertainment whether it has been board games with family, card games with friends or just dolls and action figures for children. Video games had taken this type of entertainment to a whole new level in 1951 the recorded first ever video game was created by a Cambridge student named A.S.Douglas who created noughts and crosses which was then followed into 1958 when a physicist named willy Higginbotham in New York invented the first interactive game which was displayed on an oscilloscope (Dutton, 2013).This was the predecessor of the now world-famous gaming pong which consisted of two player-controlled lines as a paddle and a moving dot for a ball. In 1961 an MIT student Steve Russel created the first ever interactive computer game titled Spacewar! Which was one step closer to setting off the gaming industry (Kent, 2001). In 1966 Sega  released a game which took the video game industry even further forward called periscope game become a major hit in Japan and through this popularity was then exported to the U.S and used in arcades, this new implementation to arcades was expensive and required arcades to charge players to play the games with an average price of “$0.25 per play” this eventually became the standard price for majority of arcade games (Kent, 2001).In the 1970s the craze of video game in arcades blew up and started to excel the creation of the pong arcade games. In 1972 the first major gaming infringement case occurred with the creation of the Magnavox odyssey console which was created to play a table tennis like game created by Ralph Baer. A company newly created called Atari with the help of their engineer Al Alcorn produced the world-famous game Pong which who were then sued by Magnavox over the patent infringement of 

Baers table tennis game.1975 Atari produce a prototype Home Pong unit and sells idea to Sears Roebuck. Though 1977 to 1980 Atari had created a video game console called 2600 and later released Games such as Space invaders and asteroids which attracted record business and was Atari’s all time bestselling video game. Magnavox soon released the odyssey 2. Within this time the first ever hand-held game was created by Milton Bradley called Micro vision which in the future would be the stepping stone for Nintendo to create their popular Gameboy line. The gaming industry movement from arcades to home consoles had official started to set off but games such as Pac-man created by Namco still created history in arcades as the most popular arcade game of all time and soon sold over 300,000 units worldwide. By this time the Gaming industry had grown substantially and had overtaken the revenue generated by both the music and film industry combined with a total of $8 billion a quarter. During t1983 to 1985 the video game industry entered a dark period with a lack of creative and clones of games causing lawsuits. Hardware manufactures had no power over who made what game for their platform and no quality control for the games which turned into a flood of rushed, undeveloped games with which were not up to standards of the consumers a perfect example of this was the game E.T which is recognised by gamers as the worst game in history. These events caused the crash of the video game industry in 1983 (Arthur Lee, 2014).Lee (2014) suggested that this was a big crash in America and Europe but the video game industry was still growing strong in Japan with Nintendo releasing the Famicon and a now well-known household name super Mario bros which soon followed by other industry changing games such as The Legend of Zelda and Dragon Quest. Nintendo repackaged the Famicon and Titled it the Nintendo Entertainment system to separate it from the bad history on video game system and eventually revitalised the gaming industry in America. Nintendo also realised the issue that cause the crash and came up with the solution. The solution was to use authentication chips on their gaming cartridges so only approved Nintendo standard games can be played on their consoles (Arthur Lee, 2014). In 1989 Nintendo released one of the most recognised handheld consoles today called the Gameboy which by 2016 had sold 118 million units which is Nintendo’s second highest selling console in history, first being the Nintendo DS which sold 154 million units. This is an astonishing achieve specially after looking at figure 1.1 below in 2017 even after being out dated by newer consoles the Gameboy is still the third most sold console worldwide.[image: ]
[bookmark: _Toc513058891][bookmark: _Toc514065246]Figure 1.1.1:Video game console sales worldwide September 2017 screenshot (Statista)

Figure 1.1:Video game console sales worldwide September 2017 screenshot (Statista)


In 1995 Sony created the PlayStation has had many iterations such as the PlayStation 2 in 2000 all the way to the PlayStation 4 in 2013. By the year 2000 The video industry had remerged in America becoming larger and full of more competition than it was before the crash with many video game giants immerging such as Nintendo ,Sony PlayStation ,Microsoft Xbox in 2001 and many others, the console wars had reached their peak with no space for new competition as the four giants when including PC gaming had taken over the market. With the success of consoles games developers looked for the future of gaming and it was found in mobile gaming. The original popular games for the phone were very simplistic and low graphic games such as snake. The mobile gaming industry did not truly kick off until the introduction of touchscreen phones such as the iPhone and android powered phone as theses phones were built to produce greater graphics and audio than previous generation phones thus opening up a new opportunity for games developers (Tan, 2008).IT was reported by Newzoo that in 2017 The mobile gaming market had been growing by 19 percent per year with a revenue of $46.1 billion which was roughly 42% of the gaming market and is predicted to be more than half the gaming market by 2020 (McDonald, 2017).
[bookmark: _Toc514065225]Conclusion
This chapter has explained the aims and objectives of the dissertation and what method will be used by the researcher to acquire the data needed. This chapter has also in detail explained the background and history of the gaming industry in hopes to see the change in business models. 
Chapter Two, as mentioned pervious will focus on literature on business models used in the gaming industry from a variety of sources to understand and evaluate business models in the gaming industry.









[bookmark: _Toc514065226]Business models in the video game industry
[bookmark: _Toc514065227]Introduction
In this chapter the existing literature related to business models and gamers experience will be reviewed. Examples of literature on this chapter are ESA reports on the Qutee gaming report which have the most relevant information required for this research. Other academic literature such as peer reviewed journal articles and gaming websites relevant to the topic will be reviewed.
[bookmark: _Toc514065228]2.1. The size, players and future of the gaming industry
Ever since the birth of the gaming industry it has been on a rapid growth and has now become one of the largest entertainment-based markets in 2018. In 2016 more than half the American households were playing video games and the video game industry generated over $30 billion in revenue ( Entertainment Software Association, 2016).
It was found that the average male gamer is 33 and the average Female gamer is 37 which suggests more women and the later age of their life pick up video games than when they a child. One of the most interesting facts found out by ESA is that 41 percent of gamers are women which shows that the stereotype that only boys and men play video games is wrong. As the games industry continues to change so does the formats of games. The traditional Packaged game software which are currently disc and cartridge based are slowly dropping in sales as seen in figure 3 as time goes on this is due to the implementation digital downloads and the business models that came with it. 
	
	Year

	Gaming devices
	2015
	2016

	Gaming Computer
	62%
	56%

	Games Console
	56%
	53%

	Handheld consoles
	21%
	17%

	Mobile 
	35%
	36%


[bookmark: _Toc514065266]Table 2‑1: Most popular gaming devices 16/17 (ESA)
As shown in the table above from 2015 to 2016 The most popular gaming devices used for gaming owned by gamers are Gaming computers and games consoles which have not changed very much the same can be said about handheld consoles and mobile. Mobile gaming has slightly increased. The trend of handheld games has severely changed as at one point I history the Gameboy was the most popular gaming device which still in 2018 is recorded as the highest sold gaming device but now the sales figures for handhelds have dropped. In 2011 Nintendo reached their peak sales of the Nintendo DS series at 21.32 million (statista, 2017) and from then onwards to 2017 the value has been gradually lowering with the biggest drop in sales being from 2013 to 2014.The trend was also similar with the Sony PSP. While these handhelds that where the biggest competitors in the handheld games console market are slowly dying out in 2017 Nintendo released their new innovative handheld hybrid console which has brought the handhelds sales figures up drastically with the Nintendo Switch technology created by Nintendo allows for portable use like a handheld console and  the option to connect it to a monitor and play this could possibly be a sign of the reinvigoration of the handheld games market.

[bookmark: _Toc514065247]Figure 2.1: Global units sales of current generation video game consoles (statista)

The next step in gaming innovation is most likely to be Virtual reality as the technology for this is now powerful enough. VR headsets have been released a few companies most notably Sony and HTC. Over 90% of VR users are pleased by their VR experience and 1 out 3 gamers are likely to purchase a VR headset in 2018 which is a decrease from 2016 which was 40%, but due to the gamer satisfaction it is still plausible that VR can become more successful.

[bookmark: _Toc514065229]2.2. Attributes of video game sales in the UK 
In 2017 the U.K was reported to be the 5th largest video game market in terms of consumer revenue only beaten by “China, USA, Japan and Germany”. The achievement was possibly since there are 32.4 million gamers in the UK which accounts for an expenditure of £5.11 billion in 2017 which was a “12.4%” percent increase from 2016. £1,43 billion was spent on hardware such Consoles and Gaming Computers whereas the 3/5ths (£3.56) were spent on games (UKIE, 2018).

	Games titles
	Developer
	Achievement

	Grand Theft Auto V
	Rockstar Games
	Top selling game of all time in the UK

	Batman: Arkham Knight
	Rocksteady Studios
	fastest-selling game of 2015

	Monument Valley
	Monument Valley
	winner of 20 international awards


[bookmark: _Toc514065267]Table 2‑2:Top achieving video games
Some games have left huge market in the UK games industry such as GTA V which is still in 2018 the top selling game of all time in the UK Despite being 4.5years old. In 2016 more than 6 million physical copies were sold with a revenue over £240 million in the UK selling 3.5 copies per minute. Other games such as Batman: Arkham knight was recorded to be the fastest selling home in 2015 and awarded a BAFTA for the best British game. Monument valley was downloaded over 26 million times and has won 20 separate awards which include apple iPad game of the year in 2014 (UKIE, 2018).
The UK Gaming market is a prosperous market filled with opportunities for games companies to make an impact with new and innovative games as the UKs economy is well developed and high spending making them a “early adopter environment. The market may not be as large or producing revenue as fast as China or the USA but due the uniqueness of the market it has an edge of the competition and attract the eyes of countries looking to inward-invest (The creative industries, 2017). Some of the core drivers of the UK digital games market are:
· [bookmark: _GoBack] A wider variety of cheaper and more powerful phones and tablets capable of more complicated tasks 
·  Constant growth of social networks
· More availability of faster internet
· Development of sports and video game streaming
· One the biggest advantage the UK ha from others is the fact that the UK has the strongest cloud computing and data centres in the world
· Marketing excellence: Large amount of UK games companies are trying to keep their advantage in the digital games business market by expanding and opening more and more offices in places such as London. This was done to keep close to marketing, advertising industry and players to make their games stand out more in the crowd.
It is suggested by Cox (2014) That Games companies are slowly becoming more a more focused on creating “Blockbuster games” to ensure high sales volume and generate an increased revenue. A study was conducted by Cox (2014) which came to the conclusion that there are three key factors that influence a game becoming a “Blockbuster” Brand recognition, Popular gaming platforms and better quality than other games released at the same time (Cox, 2014). A notable example of this is GTA V which was released by a well-known company called Rockstar games, released on all consoles and PC. The game had the advantage of being of being a well-known and a beloved series. This Blockbuster title is usually seen as an anomaly as there are not many games that have achieved the prestige of being released on 2 generation of consoles and still being the best-selling game in 2018 after 4.5 years. In a course of three years the game was released three times achieving three large spikes in sales which was resulted by high rates of sales (Gitkos, 2017).
[bookmark: _Toc514065230]2.3. Cartridges and discs
Currently one of the oldest and methods of game distribution and one of the only models which does not require the use of the internet as it can be bought in a shop (Olsson, 2010). As mentioned previously thanks to the innovation Nintendo and the authentication chips other companies followed suit by putting their games onto disc with exclusive formatting that can only be read by their console for example a PS4 version of “Overwatch” will only work on a PS4 not an Xbox or PC. The market for packaged game software will possibly stay alive for an extended period as physical copies of games have resale value which is not possible with downloadable games such as a from the PlayStation Network store or Steam. The business model is seen as adaptable as it can be implemented with other gaming models such as Microtransactions which helps further increase the revenue of the packaged game. The premise of this model is simple, A game for an example “overwatch” is packaged for PS4 in a disc which will only work on PS4 the consumer purchases the right to play and enjoy the services of the gaming. Most games sold this way do not contain any downloadable content which will cost possible £10 to £20 whereas the game itself will cost £40 to £50 (pelipaja, 2014).This is the case unless it is a special edition of the game which may suggest the inclusion of “free DLC”. Most games such as Overwatch that are sold either through disc or downloaded from the market are usually full of microtransactions for example real money for game currency. The game currency usually cannot be earned in any way or earned extremely slowly in the game to promote the purchase of them for real currency. With the success of games such as “Fortnite” which follows the Free-to-Play(F2P) model it was reported by ESA that the sales of physical copies of games a have decreased  this may be due to the value of the Free-to-Play games compared to the price as some Free-to-Play are created in a way that they can be played for endless hours whereas majority of physical copy games are usually 10 to 30 or more hours long. 

[image: ]
[bookmark: _Toc514065248]Figure 2.2:Physical sales compared to digital sales (ESA 2017)
As shown in the figure above from 2010 to 2016 there has been a dramatic drop in in physical formatted sales (Disc based) and an increase in Digital sales such as games downloaded from the consoles market place. This could possibly be for other reasons such as us the ease of purchase more, more sales online and possibly because of the decrease of clutter in real life as there is no need for game cases and CDs to be lying around. Another very valid reason for this is the due to the advancement of video games and the sheer size of the games. Downloadable games are roughly 20GB large or higher with and average console hard drive size of 500GB which may make purchasing a physical copy ore favourable which logically it is, but physical copies also come along with a hefty amount of data which needs to be installed into the console to run the game effectively. It was found by game digital plc (2017) that physical content sales are not dropping but digital copies due the “increasing broadband penetration” and the easy availability are increasing rapidly and is expected to increase by 80% by 2021.In the UK it was reported that from 2012 to 2014 the gap in sales between physical copies and digital games are increasing and was reported to be at £0.9bn and £1.2bn respectively (UKIE, 2014).
[bookmark: _Toc514065231]2.4. Subscriptions
As mentioned before of physical sales of games are dropping drastically and one of the most influential models in the cause of the drop of physical sales is gaming subscription. Most video game developers aim to create games that will last the player from 10 hours to 30 hours of entertainment and story but some developers such as “Blizzard” and “Square Enix” created game like “World of Warcraft” and “Final fantasy online” which theoretically has and endless number of playable hours in the game due to the vast number of tasks, items and updates. These game use “expansions” rather than sequels which only require the purchase of DLC rather than the purchase of an entire game which is preferable for players that have poured in hundreds of hours into these games. These Games do not come for free though as most come with and upfront cost from £15 to £40 with expansions which cast around £15.Alongside this payment Players need to also pay a monthly subscription fee to allow them to play online and with others in the MMORPG or they will not have access to the contents of the game unless they pay for the subscription as most MMORPGS do not have an offline mode (Conlicencia , 2015). It is suggested that “World of Warcraft” generates a gross revenue of $1.3 billion annually to Blizzard this includes royalties from initially The9, now Netease (Mulligan, 2016).I is suggested that the subscription model is slowly losing steam as video game developers are slowly moving into the microtransaction model (Komorowski, 2016)The subscription model is slowly changing as developers such as Reid (2018) suggest that the idea of a mandatory subscription maybe holding the model back and my require a change to optional subscriptions.
[bookmark: _Toc514065232]2.5. Free -to- play (F2P) model
The most common type of Free-to-play games were digital based games which were found on mobile phones and social media such as Facebook, they took advantage of the vast amount of people on social media and the huge number of hours they are on it (Hollanders, 2013). The free-to play model offers the game completely for free with all basic features available and most new features unlockable after putting many hours into the gameplay and is successful due to the vast availability of free-to-play games (Goncharova, 2017). This model makes the money back by selling virtual goods and game enhancements (ESKO, 2014),such as Stamina and speeding up time which be talked about later in greater detail. These games have hit remarkable success possibly due to the lack of subscriptions with only “optional payments” within the game (Vanhala, 2015). currently in 2018 one of the largest Free-to-play game of all time is “Fortnite” which has dominating online streaming sites such as twitch and YouTube creating great awareness and advertisement for the game creating more and more customers. Fortnite does work slightly differently as the way it system works is more of a reward system with minimum payments which focuses more on increasing hours put in by gamers. Fortnite has a currency Called “V-bucks” used to purchase aesthetics items which are only purchasable items in the game other than the DLC. The v-bucks can be used to purchase a “Battle pass” which gives the player new quests every week to complete which levels them up on a “tier system” which allows for the gaining of free V-bucks. By the end of the battle pass with consistent playing of the period it is possible to gain free skins and enough V-bucks to purchase the battle pass in the next season for free. Fortnite also currently offers and early access payment for a game mode that will be released in the future for free. The early access prices are quite steep being from £30 to £99 and higher but isn’t a major issue as mentioned before the game mode was announced to be coming out for free later on in 2018.It was reported by the verge (Statt, 2018) that in February 2018 Fortnite achieved a revenue of $126 million. Gacha games are classed as a virtual good but Koeder (2017) suggests that there is a significant difference between virtual item purchases and the purchase of a lucky draw. By lucky draw it means to have a chance win and item of different rarities this usual done by paying with real money for virtual currency. Majority of gacha games work on this premise using sales tactics such as “Increased Probability Gacha” which requires the player to try their luck with the draw multiple times with each iteration increasing the chances of them getting a high rarity item which is also random. The free-to-play model is a difficult model to get right as some require too much advertisements which ruin gameplay and others fall into the trap of PAY-T-PLAY which is when developers sell things in game to give an advantage to the consumer mostly common with mobile games (Hahl, 2014).
[bookmark: _Toc514065233]2.6. Microtransactions and virtual goods
In 1999 a gaming company named NEXON released a game called QuizQuiz which later did not amass a large enough player base and was on the verge of removal. The company decided to then give the game away for free but sell in game items through micropayments (microtransactions) as an experiment. By doing this NEXON created a new gaming business model well known today as free-to-play (F2P or FTP) business model. Since 1999 microtransaction have become more common in gaming and has become core part of the monetization strategy of large game developers such as EA (Tomić, 2017). Microtransactions in gaming are described by Kitcheos (2016) as small one-time payments which usually do not exceed a value of roughly However this ignores the fact that with current ease of access to microtransactions gamers could possibly make frequent transactions which will add up to be considerable. These payments allow the purchase of virtual goods or virtual currency which can then be used to purchase virtual goods or to speed up in game processes. The most frequent from of microtransactions in gaming are in-app purchases, DLC (downloadable content) and subscriptions’ app purchases or in game purchases are frequent in mobile games which use virtual currency. DLC are usually an expansion of the game which is used I games such as world of Warcraft, Call of Duty, etc with aims of extending the games product life cycle. Microtransactions were implemented into console games to originally allow for new revenue stream for publishers and developers and give gamers power of purchasing virtual goods to their own specifications. The reasoning for implementing microtransactions in modern games has changed with the introduction “loot boxes” which are virtual consumable items which will randomly generate an in-game item which in some countries like China are required to state drop rates (Pearson, 2016). This has caused a backlash in the gaming community as it appeared like a justification to take more money from consumers without adding actual value to the game. Microtransactions in gaming are one of the biggest hindrances to a gamer gaming experience as it introduced the PAY-TO-PLAY model which means that players can purchase and advantage or are required to purchase parts of the game which should have been given for free with the purchase of the full game. Games such as Star Wars battle front put game enhancements such as new stronger weapons and abilities only available through loot boxes which due to low drop rates meant and excess of payments from gamers to get their advantage online.it was reported by Evers (2015) that most gamers prefer aesthetic goods rather than in game items with in game functions that give advantages to player. A section of gaming that has been massively impacted and has become dependent of microtransactions are mobile games. People in this modern day and age are addicted to their mobile phones whether they are teenagers, children or even adults. Addiction in mobile phones are very common due to the technology boom. Peoples day lives are consumed and controlled by this addiction as takes substantial will power to not look at a phone for a few minutes (Gera, 2016).Due to this common addiction it is easier for mobile games to tempt deals and offers through notifications on phones for example Zynga poker “24-hour sales” in which they offer certain discount on chips. The currency on Zynga poker has no real value outside of the game and the game can be played without using real money, but for players who have low chips they may be tempted when checking their phone and seeing a promotion notification from Zynga (Wilson, 2016). Apart from the microtransaction side of virtual goods there are several types of virtual goods below are some of the key types of virtual goods
2.6.1. Virtual Currency
Virtual currency is not exactly a virtual good but a means in purchasing virtual goods. A currency with no monetary value but has a major issue as it has created black markets for virtual goods (Charif, 2011). Players purchase virtual currency for real money and can use it in ways the game allows of .Some Games such as “Farmville” allow for the speeding up of time which is useful and tempting for the player as one of the game mechanics are to grow your own farm , due to some vegetables or crops taking a substantial amount of time some being 1 minute others being 24 hours some players me be compelled to use “Farm bucks”. The currency can also be earned by doing daily tasks within the games but these tasks unless gathered over hours and days don’t account to a substantial amount. One game that took over the during the mobile gaming craze was Candy crush saga which is a free to play match three puzzle game. Candy Crush Saga, brought an annual revenue of $1.9 billion and a profit of $568 million to its maker King Digital (Hong Guo, 2015).The Game used the a system used by many other mobile today which is seen as one of the most irritating systems in gaming usually referred to as a “stamina system” which is described as a PAY-TO-PLAY method. Candy crush saga uses hearts as stamina these hearts refresh of time but when you have no hearts in the game it game seem likely a long wait waiting for another heart to play one more game. This can possibly tempt players into purchasing candy crushes currency to purchase more hearts as the hearts can be bought with in game currency.
2.6.2. Aesthetics (mods, costumes, avatars, etc)
The draw of some virtual goods are the looks, and some have no other redeeming quality or benefit for the player apart from looks these are aesthetic virtual goods. Examples of these are games such as League of legends who offer skins(costumes) for playable characters which majority of the time do nothing but change the appearance. This is the same with most mods released on Bethesda’s Creation club for Fallout 4. Most of these mods are “new paint schemes” or just new looks for certain weapons. It is suggested by Valderhaug (2013) that by adding a virtual goods to games it allows players to personalise their avatars as “an extension to their real-world desires” which is suggested to “enhance the involvement of the user” increasing hours played and possibly the urge to further express themselves with more virtual goods.
2.6.3. Gacha items
Gacha items have become a major issue in japan and have been reportedly made illegal (Kasahara & Hounslow, 2012). The idea behind Gacha is a lottery system that the player would get the in game virtual currency in games such as “Brave frontier”, “Tower of saviours”, etc and spend a set amount to randomly get an item or character. The rates of getting very good items are very low and can be very addictive as players can become desperate (Koeder, et al., 2017) to get a character or item they really like. Due to the addiction factor and the similarity to luck and chance in gambling it has been made illegal in Japan. Some games still use this model by making the rate of items visible to the users. This type of businesses model was heavily reliant on temptation through new characters and virtual currency offers such as 50% percent off for a set amount of virtual currency. This model is most successful in japan as it is more common which increased the amount of players the spend money in games this is due to the long commutes through trains and buses in japan which allows for free time for mobile gaming (SoraNews24, 2015).
[bookmark: _Toc514065234]2.7. Advertisements
As times change technology changes and the norm of the video game market changes one influencer in change is mobile and social adaption of gamers. Due to this change it gives games developers more opportunities at advertise to either earn a profit or advertise other games they have created for free on their more popular games (Interactive Advertising Bureau, 2014). Due to this many mobile games are offered to the public for free but are filled with advertisements such as in the figures below.
[image: C:\Users\KAIZA\OneDrive\Desktop\Dissertation\ad 1.jpg]
[bookmark: _Toc514065249]Figure 2.3: In-game advertisement fruit ninja (Screenshot)
The advertsiment shown in the figure above is very common in free mobile games such as fruit ninja after playing a game and dying or ending the game an advertisement usually advertising another game will pop up for a set amount of time as shown in the bottom left corner in figure 4.It is susggested that even though players would regularly close out of these type of advertsiments in game called in game advertising due to the repeat veiws of these advertisments and time until the advertisments can be a skipped it is embeded in to the memeory of the gamer (Acquisti, 2011).Which could pique the curiosity of the gamer and lead to the downloading of a game or even the purchasing of a product due to product placement (Alina, 2012). 
[image: C:\Users\KAIZA\OneDrive\Desktop\Dissertation\ad 2.jpg]
[bookmark: _Toc514065250]Figure 2.4: Advertisement option fruit ninja (Screenshot)
A tactic used more commonly in games with “lives” or “stamina” which dictates how long a player can continue to play before their “Stamina must fill up again. The games developer’s ad an option for the player to watch an advert of their own volition to gain something in the game.
Due to the free-to-play games being free there are a wider range of games available and gamers are continually trying newer ad newer games weather it has been advertised to them or they were just looking for another game to play this is all because it is free. The effectiveness of in game advertisement is all dependent on the relevance of the advert and positioning and placement. For example, a product placement advert in a game needs to be in a place the player will easily see and must be clear. Other advertisement such as game related adverts can be more effective by being placed in similar games or other games created by the developer this works due to recognition as the player is currently playing a similar game as advertised or one of the advertisers games the player can be tempted to play the advertised game (Hansson, 2017).
Even though this method is widely used and has proven successfulness it is not seen as a good thing for gamers as it is seen as a distraction which ruins the immersion of the gamer. The constant repetition of adverts at the same point in the game and adverts that have been seen multiple times can irritate gamers and possibly turn them away from the current game or the product being advertised due to negative advertising experience (Hansson, 2017).
Another advertisement model is called advergames which is a game either created by a company such as Pepsi to advertise their products with mediocre game or a game sponsored by a major company such as ford to promote their products (Entertainment Software association, 2014). This model usually focuses on implementing images and referencing their company and adding images of their products and sometimes create virtual worlds in order to advertise their products (Barnes, 2008).
[bookmark: _Toc514065235]2.8. Real money trading auction house
Usually games have an in-game currency which can be earned in certain ways or even be purchased with real money which allows for players to sell items to other players for in game currency such as in FIFA football games. This method has is based around virtual currency with an option to pay real money to get more virtual currency but there are some games which have markets which use real money in the trading system rather than virtual. The two examples that will be spoken about will be a userbase created market and games developer implemented market.
[bookmark: _Toc514065236]2.8.1. User base created market (CS;GO)
One of the most well-known real money markets in video games is the CS;GO skins market where players sell in game weapons skins for real money. Due to the use of the loot box strategy and the severely low rates to get favourable skins the real life monetary value is high. The value of the items is also affected due to the cost of opening the loot crate. The loot crate system allowed for players to get crates from playing the game, these crates contain nothing to give a player an advantage more items in the create are aesthetic. Due to the previously mentioned factors some weapons skins are worth absurd amounts of real world money, the highest being recorded as $100,000 for a knife skin (Cantwell, 2017).The game throughout the years has created a an online market that allows the rarest items in the” crates “to be exchanged for cash” (Lewis, 2017). The market was originally an a steam based market which allowed players to sell skins to other players to get steam wallet funds which could only be used in the steam market. Due to third party sites a bypass was found which allowed the players to sell skins for real world currency (Hardenstein, 2017)
[bookmark: _Toc514065237]2.8.2. Developer implemented market (Diablo 3)
The creators of Diablo 3 known as Blizzard Entertainment tried something new with their well-known and franchise and attempted to implement a real money action house into the game. Similar to CS;GO the auction house allowed for the trading of virtual items the players had acquired for real money while the publisher collects a fee from the player on the turnover. The game is heavily dependent on the equipment, weapons and armours you get to progress the game at its hardest difficulty and the auction house gives the player an opportunity to gain powerful aesthete is both a virtual currency auction which uses in game currency called gold to purchase goods but the player to player trades require real money. There are fees involved in selling and buying in the real money auctions such as 15% fee transferring the money from battle.net to the player.it was reported the that most expensive item was sold for $250 which us substantially lower than CS;GO market due to regulations and responsibilities of the developers (Prax, 2013). The Market was launched in June 2012 but was then closed March 2014 due to a flaw in game design and the dependency of the market reducing the playtime of the actual game. The reason for this is that for players to get better loot they would have to play through the game and find it themselves and this was done so the player can play the exact same levels again but harder. Due to this fact players got bored of the gameplay and decided to use the market for the items as it was easier and at the same time make real money (Moore, 2013).
[bookmark: _Toc514065238]2.9 Electronic sports (E-sports)
Electronic sports also known as E-sports has been rapidly expanding and Space invaders tournament which incredibly attracted over ten thousand participants. By the 1990s tournaments for arcade games had become more common with some large companies sponsoring these events such as Nintendo and Blockbuster. These events were still new and being refined as it was not classed as a sport but more entertainment based so it is had different brackets for children and teenagers to compete in, this is a concession no longer used today (Edwards, 2013). In 2016 a staggering 6.5 million people were watching E-sports events in the UK, forecasted to reach £8 million in ticket sales alone.
One of the most popular E-sport video game is League of legends also known as “LOL” or “League” which is a team-based strategy game requiring copious amounts of teamwork and planning to overcome opponents. In 2013 the game had a total over 70 million registered players with half of the players being monthly active players .in 2013 due to the increase in popularity of online streaming due to LOL, new technology and other factors LOL managed to Accumulate 8.5 million simultaneous viewers online (Jenny, et al., 2017).

Gamer’s perception of pay to play (Qutee Gaming Today 2018)
Quite conducted a gaming survey to find out the opinions of gamers on different aspects of gaming in 2018.The survey looked at two major topics microtransactions and value for money which both have connections to the PAY-TO-Play business model as purchasing inn games are the major cause of this model. It was found that 68% of gamers were happy with microtransactions if it was cosmetically only (Qutee, 2018). The reason for this was that some gamers believe that microtransactions are good way of showing support to your favourite games developers and an also that cosmetic microtransactions add value to the game through visual experience of the game. The survey also found that 22% of gamers disliked microtransactions and had linked it to PAY-TO-PLAY as it creates a “toxic” and unfair environment for online gamers (Qutee, 2018). This model “dissuades” causal Gamers who play to enjoy the game as the PAY-TO-PLAY gamers who can afford to pay money for the best gear or levelling up faster through in game currency make the game difficult to enjoy. Two interesting results were found the report which be compared to the researchers results further on in the dissertation. Firstly only 1.3% of gamers liked the microtransactions which shows in comparisons to the 22% who disliked how gamers look down on the implementation of microtransactions to their favourite games (Qutee, 2018). The second interesting result was that a minute 5.8% of Gamers don’t even purchase microtransactions which shows how successful microtransactions re in influencing the purchasing habits of gamers.
[bookmark: _Toc514065239]Conclusion
The gaming industry has exponentially change from the introduction of the first game to a generation of games played with millions of people around the world. The models have also evolved with them and have become more sophisticated from the original model of physical copy cartridge/disc games. These models focus on increasing the expenditure of players who want to improve either their gaming experience or improve their advantage in online games. This model works well with some free-to-play games as not all the contents of the game are given for free and requires a purchase to be made for extra gaming content. The model of PAY-TO-PLAY was also created which was found in the Qutee (2018) report is detested by many gamers.



[bookmark: _Toc514065240]. Methodology
[bookmark: _Toc514065241]Introduction
The previous chapter made more obvious that gap in understanding of the complex nature of business models in the gaming industry’s chapter also demonstrated the gap in understanding of the impact of the PAY-TO-PLAY model on gamers and their experience. Due to this new understanding a method and methodology is explained in this chapter.
This chapter is an overview of the research methodology. The dissertation applied the research onion as a tool used to organize and devise the planning process stage by stage. When conducting a research project there are different methods and stages within a project in each level. The methods and stages are shown below in figure 3.1 as the research onion (Saunders, 2009).Decisions were made by the researcher based on time constraints to as an assurance to achieve the research objectives:
· Critically analyses available literature on gaming business models and history of gaming industry. This was achieved in Chapter 2 and the main conclusion is business models have started to lean towards PAY TO PLAY method.
· Evaluate and analyses gamers’ purchasing habits on the PAY TO PLAY business models. 
· Evaluate and analyses gamers’ opinions on the PAY TO PLAY business models. 

3.1 The research onion
There are many different definitions of research, Jancowicz (1995) describes research as a method to “find something out in a systematic way, to increase knowledge” 
Good quality research needs organization, order and structure which is why there are many tools that are available for researchers such as for example the research onion.  The research onion as shown in the figure below contains many layers which is used to help researchers decide what approach is most appropriate for their methodology. The researcher of the dissertation used to the research onion to explain the choices made and selected the layers most appropriate for the research. 
[image: Related image]
[bookmark: _Toc514065251]Figure 3.1: The research Onion, (Saunders et al., 2009, p. 138)


3.2 Research approach and purpose
The researcher decided based on the topic of the research and its reliance on other opinions the best approached was and inductive approach. The inductive approach requires a search for a pattern at the end of the of the research through observation and the development of theories and patterns throughout. The approach is described as a method which uses the respondents views to produce a theory (Soiferman, 2010).This approach is more flexible to change in the research giving the research more of a leeway in the research stage and beyond and due to this the research decided this was the most appropriate approach for the dissertation. As there were no prior theories on the dissertation topic chosen by the researcher due to sparse amount of literature no theory or hypothesis was mas made, this will slowly start to piece together through the research.
3.3 Primary and secondary research
In the dissertation both primary and secondary data was used as the research for secondary data helped refine the questions used in the survey for the primary data. Primary data is data collected by the researchers themselves instead of using sources online which mean is that the data collected will be different and unique from the data available as secondary data. Primary research is where a researcher collects their own data, rather than relying on existing sources, meaning that the data is unique to that study. Primary data can then be compared to others research to confirm certain data and also is suggested to remove biases of the researcher (Driscoll, 2011).  Secondary data is data available for the public on the internet, library or other sources which can aid research. To make sure an extensive and detailed secondary research was conducted the researcher used a variety of sources such as articles, reports, books and websites based on the gaming business models. For this study both primary and secondary research were used. 
3.4 Research strategy and data collection methods
There two major types of data collection, Qualitative and Quantitative. Qualitative focuses on finding the underlying meaning and motives of a person or groups of people which can be used to find trends. Whereas Quantitative is collecting numerical data which can then be transferred into usable statistics and graphs quantitative data is seen as a method which produces generalized information on the topic (Frechtling, 2002) whereas qualitative is seen as a more in-depth method which can find more clues on the topic through data collection methods such as a focus group. The data collection method chosen by the research is primarily a Quantitative method which contains both qualitative and quantitative questions which can gain the researcher both types of data.
It was decided by the research to conduct a mono method approach for the research as due to time constraints only a survey could be carried out, so the content analysis was abandoned. Using a mono method allowed the searcher to focus on the procurement on one set of quantitative data which allowed for a more critical analysis of the data collected. The researcher had enough to create find out what questions are most relevant to gamers in the current day and age.
3.5 Survey design
The researcher had created an online survey with 20 questions including the basics such as gender and age. The Survey focused on topics such as demographic, games console preferences, buying habits, opinions on gaming subjects and personal opinions on current gaming business models used by the gaming industries. As the survey was created for ease of use for respondents, majority of the questions were multiple choice which an easy way for the researcher was to collect the quantitative data which can then be changed into statistics. A variety of other question types were used such as open-ended questions for opinions, Likert scale for options on multiple different areas in the gaming industry and closed questions for simple data such as demographic and simpler opinions in the form of yes and no. The researcher decided to sue google surveys to create the surveys as the software was easy to use, easy to access on the go and came with free data analysis options which made the data easier to handle.
3.6 Research sample
Due to changing times games are not just for boys and because of this fact the researcher decided not to aim for a specific type of participant for the survey and as any and everyone who is able to purchase a video game is able to play it and therefore have opinions. Games have evolved in the modern time and has become a part of culture and due to this game have no age limit in where a person is too old for video games. Games are also available for all genders whether it is sports, action adventure in the modern times games are not segregated for gender and that is why all demographic were accepted for the survey. The online survey was also not limited buy the researcher due to the lack of academic literature and data on the dissertation topic. The choice of an online survey came with many benefits for the researcher as due to surveys being online and private Online surveys allow an anonymous environment for the respondents to answer honestly. Surveys services such as google surveys are free online services which come with many analysis tools and allow for a large group of respondents to take part with the researcher’s supervision. Online surveys come with the added benefits of both being easier to change than paper-based questionnaires and does not require manual data handling when analysing the data as services such as google surveys have built in tools to do these tasks. There are issues with the research method as surveys do not guarantee all questions are applicable to everyone without a lot more research is put into the designing of the survey. Some questions can be unclear which due to o face-face interaction can cause issues, there is a solution to these as the researcher’s email was made available for those who had issues with the survey. Due to data being collected by the service and not by the researcher personally it is not guaranteed that all answers will be honest and true.
3.7 Time horizon
It was decided due to time constrains cross-sectional approach was more suitable for the dissertation as cross-sectional is a faster approach than longitudinal. Cross-sectional design usually involves surveys and questionnaires.
3.8 Data analysis
The data was collected by the researcher trough a survey on Google surveys with questioned designed from the information gathered in the literature review. The survey produced qualitative and quantitative data due to the questions used which required different approaches. The Quantitative data was automatically used to produced graphs by google survey which made the data interpretation easier and faster to accomplish. The more worded qualitative questions required comparison to the literature reviewed in chapter 2 to see if the results followed a pattern or linked to the literature review in anyway.
3.9 Reliability, validity, and limitations
An important factor that effects the value of findings is the credibility. Credibility of research and data is based on reliability and validity. Heale (2015) defines validity as “the extent to which a concept is accurately measured in a quantitative study” which suggests that a survey that aims to find out information about one topic but ends up with results for a different topic is not deemed as valid. Reliability is a measurement of quality and accuracy of a quantitative study. This is suggested that the research instrument should yield the same results if it used multiple times in the same situation. This is slightly different for surveys as it is more based on the opinion of the participant. Data can be valid without being accurate or the other way around. To have the data be credible it must be both valid and reliable. 
For more accurate and reliable results the number of possible respondents must be an acceptable value (Heale, 2015). The researcher had put in all the effort into to receiving as many responses as possible by emailing to colleagues and posting the survey on social media.
The survey was designed in a non-biased to way to allow respondents to answer the questions with their honest opinions and not be swayed by the wording of the questions. The questions for the survey were looked over by an experienced supervisor.
The major limitation for the research was based on the time available and the paucity of data available on the topic. The more time the research would have liked to conduct a focus group to get information directly from participants which could have made the data easier to compare analyse.
The distribution of the survey may have also been a limitation as the researcher did not have any other way the distribute the survey to people outside of the researcher’s social media which minimised the demographic of the respondents.
[bookmark: _Toc514065242]. A critical analysis of business models and strategies in the video game industry: an analysis of gamers
This chapter consists of a detailed analysis of the data collected by the researcher which aims to interpret the data and attempt to link the data and the literature review together to come to a further understanding of both objectives two and three which are : Evaluate and analyses gamers’ purchasing habits on the PAY TO PLAY business models; Evaluate and analyses gamers’ opinions on the PAY TO PLAY business models and also come to a conclusion on . 
Due to time constraints only 90 responses were collected which could possibly reduce the accuracy of the results influencing the reliability of the data. This was as mentioned in the previous chapter one of the major limitations of the data collection.
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[bookmark: _Toc514065252]Figure 4.1: A Pie chart showing results to question 1
The majority of questionnaire participants were male however there has been a drive to get gaming to a wider demographic and though 16.7% are female, it is clearly an untapped market – i.e. female gamers. As mentioned in chapter 2 the stereotype of gaming being a strictly male dominated past time is losing traction as the ESA reported in 2016 that 41% of gamers are female. It is possible that the large % of males are due to the sharing of the questionnaire using the researcher’s personal social media which reflects more male friends which therefore in comparison with the ESA report would not be as accurate or diverse.
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[bookmark: _Toc514065253]Figure 4.2:A Pie chart showing the results to question 2
The results do not directly correlate with the information found in chapter two in the ESA report (2016) which found that that he average gamer is between 33 and 37 years old where as the everage rust in this question was 18 to 25. The researchers result may suggest that gamers slowly grow out of gaming as the grow up due to lack of time or possibly just out growing the pass time of gaming. The results of this question could have been affected by the fact that by the age of the researcher as majority of the results were within the researchers age group. 
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[bookmark: _Toc514065254]Figure 4.3: A pie chart showing the results to question 3
The third question in the survey was also the final demographic question which came out with the result of 71.1% of respondents being students, 25.6% were employed and both homemakers, retired and unemployed had one respondent each. Considering the results of the previous questions the results coincide with each other as the previous question concluded that 73.3 percent of respondents were between the age of 18 and 25 which the average age group of a student is. Compared to those in employment students would logically have more time to spend on gaming whereas the employed respondents would have the income to afford the expensive pass time of gaming.
The third question looked at the occupation of the respondant and was the final demographic question. The question resulted in majority of the respondanta being stundemts and the second majoirty were employed. 
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[bookmark: _Toc514065255]Figure 4.4:Chart showing the results of question 4
Question 4 aimed more at the personal preference of the respondents and their gaming devices. 84.4% of respondents owned a games console such as a PlayStation or an Xbox,23.3% own a PC which they game on, 68.9% game on their mobiles and 44% game on handheld consoles. As mentioned in chapter two at one point the handheld consoles were the highest selling gaming platforms, but as assumed by the researcher the handheld popularity is slowly dropping for possibly mobile and console gaming which were the most popular gaming devices owned by the respondents. The ESA (2017) (2016) also reported that popularity of the handheld console had been dropping each year. Mobile gaming has drastically gained popular due to models such as free-to-play and advertised game models mentioned in chapter two which allows for ease of access to new games for little to no cost. 
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[bookmark: _Toc514065256]Figure 4.5:Pie chart showing the results of question 5
Question 5 resulted in a larger spread of results than the previously asked questions which suggest the age group may not have as much of an effect on the hours played as it did with gaming system owned and occupation of the respondents. The most popular responses with 30% was 19 to 13 hours a week of gaming which when divided between 7 days doesn’t sound as bad as it does. In a week the worst case of the 30% would average roughly 3.2 hours a day.16.7% have the unhealthy habit of playing more than 24 hours a week whereas the remaining 53.3% of the respondents played between 0 hours and 18 hours with the largest bulk in that segment being 1-6 hours with 22.2% of respondents. The results are very spread out and cannot be accurately linked with the previous questions as the researcher believes respondents personal and social lives have a hire impact on the hours they would play a week. When comparing to the survey conducted by Qutee (2018) report most players played between 15 hours and more. The result does differ as the Qutee report results show that the number of gamers that play more than 25 hours are equal to those that play between 15 and 20 hours whereas the data the researcher has collected resulted in 19 to 23 hours being more common than over 24 hours a week. Either way both the researchers and the Qutee results coincide with the fact that gamers invest a hefty number of hours of gaming through the week which can possibly be exploited by the PAY-TO-PLAY model.
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[bookmark: _Toc514065257]Figure 4.6:Pie chart showing the results of question 6
Question 6 did not result in any relevant data as 80% of respondents responded that they purchase their own games with the second highest result being 8.9% of respondents who do not purchase games. This question represents a limitation in the design of the questionnaire. Feedback was given by few respondents on this question and the issue found was that the question didn’t did not allow for respondents to pick multiple answers as people get games in more than one way. To improve this question for future, use the question will allow multiple answers to be chosen.
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[bookmark: _Toc514065258]Figure 4.7:Chart showing the results of question 7
The results of question 6 shows that the most popular gaming system owned was the PlayStation 4 which was owned by 62 respondants,43 respondents owned an Xbox which suggests that a few of the 90 respondents own both consoles.37 still own a PlayStation 3 and 40 still own an Xbox which are previous generation consoles which games developers are slowly stopping the production of games for as the latest generation gaming systems can handle a lot more and the value of the game would be much higher. The popularity of these consoles link back to chapter two as they use both disc-based method and offer an online market to download games to the console. This amends the issue of the disc-based method being out dated as it gives the consumer another option on how to acquire the game. The researcher was hoping to make a comparison on how many respondents own how many gaming systems and compare it to the results of either age group or occupation but due to time constraints and limitations of the google survey software this was not possible. A different survey software will be taken into consideration for future data collection to allow more detailed analysis and comparison of data.
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[bookmark: _Toc514065259]Figure 4.8: Pie chart showing the results for question 8
Majority of the popular gaming models today work off the spending of real money in games for extras such as cosmetics or other in game items. 44.9% of the respondents often spent real money in games,27% not so often,18% during offers and 10.1% do not spend money in games possibly because they are satisfied with the quality of the game they had purchased. Over 80% of the respondents did spend real money in games which is backed up by chapter two which concluded that business models used by the gaming industry currently “focus on increasing the expenditure of players” through in game purchases following the PAY-TO-PLAY model. Gacha games especially as mentioned in chapter two focus on lowering the chances of getting a desired item yet putting up offers for the currency need for a chance at the item. This is a major theme of the findings of the dissertation which is that microtransactions are becoming too common and easy to access in video games. The researcher came to this conclusion due to the comparisons of question 8 and 17 result as over 80 % of respondents have spent money in game and 80% of applicants also dislike microtransactions in games as they ruin the experience of the game and creates a form of dependency for the purchases. As mentioned in chapter advertisements can cause dependencies issues as the idea or the chance of getting a desirable item is imbedded into them through repeat views of the items advertised either in in game advertisements or even advertisements on YouTube. These advertisements as found out further on in the survey are a running the enjoyments of games but also as mentioned in chapter 2 are the reasons that gamers can play the games for frame same reason as why people can watch YouTube videos for free but have to deal with regular adverts.
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[bookmark: _Toc514065260]Figure 4.9: Chart showing the results for question 9
Question 9 was aimed to figure out what the respondents who spend real money in game spend it on. 69.5% spend money on subscriptions which allow them to either get further discounts or allow the player to play online. Current generation game systems such as PlayStation are heavily dependent on online access as it is very rare currently to fine offline single player games due to the opportunities of implementing PAY-TO-PLAY methods into online games.56% spent money on DLC which stands for downloadable content which players usually purchase as they are either enjoying their current game and want more or possibly because the developer has put enough into the game for the player to like the game but kept enough out to make them need to purchase the DLC to satiate their curiosity. Both virtual currency and virtual goods got about 50% votes which makes sense as the most common PAY-TO-PLAY implementation is the loot box system which require virtual currency to purchase. As mentioned in chapter two methods such as the loot box system a lot of self-control to stop yourself from purchasing one even though the drop rates are low for the chosen item (Gera, 2016). This with the increased number of adverts in free-to-play games make it difficult for games not to spend more money in game.
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[bookmark: _Toc514065261]Figure 4.10:Chart showing the results for question 10 part 1
Question 10 was set up as a Likert scale which gave the respondents more freedom with their opinions. Majority of respondents believed that games companies focus too much on profits which correlates with the conclusion of the literature review which suggested developers focus on increasing gamers expenditure to make a bigger profit. The third questions result in the Likert scale where as expected, majority of the respondents believed subscription prices were too high but can’t be avoided as majority of the popular games require online connectivity for full access of the games features. The fourth question was mainly aimed at the mobile gamers as most console games or handheld games do not come with advertisements as majority are not free-to-play. Games on mobile phones are available for free due to the large amount of advertisements in the games which benefit the gamer but at the same time ruins the flowing of the game due to constant advertisement breaks.
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[bookmark: _Toc514065262]Figure 4.11:Chart showing the results for question 10 part 2
Once again, another result links in with the conclusion made by the researcher in the literature review. Majority of respondents agree that microtransactions ruin the fun of the game the reason for this will be answered in question 17. The aim of microtransactions is to entice the gamer to spend a small amount of money for little things they might want or need. These micro purchases eventually add up.
Due to new business such as Netflix launching games consoles are slowly evolving into a media console. This is backed up by the fact that majority of respondents believe that consoles are no longer just for gaming as they can play movies and streaming live broadcasts such as twitch streams. As mentioned in chapter one the games industry is constantly growing an expanding from simple games in the arcade to home consoles. These home consoles are capable of tasks other than gaming which shows more room for growth in the technology and more opportunity for the operators to make more money through subscriptions, additional features, renting games and movies, etc. This all links back to the initial change that saved gaming in the united states mentioned in chapter 1. Nintendo retitles their Famicom to the Nintendo Entertainment system which by the results of consoles in 2018 has had a massively impactful effect on the idea of what a games console is as now consumers expect more than just gaming functionality on their consoles.
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[bookmark: _Toc514065263]Figure 4.12:Chart showing the results for question 10 part 3
The last three questions correlate with each other as the question of whether a person’s gaming experience adds value for money is complicated as prices for both games and consoles are going up and are too expensive. Gamers continue to purchase the games and consoles due to enjoyment, but this brings up the question will the price eventually get to a point where it’s not worth the value for money anymore as currently the respondents are spread out in their opinions.
This question produced a considerable amount of information and it is challenging dealing with this– but the main themes that emerged are that firstly gamers dislike the amount of extra payments they need to make to enjoy the full experience of games they have already purchased .The second them is that though consoles were primarily created to play games more and more features are being added with each iteration of consoles making it capable of more than just games which gives operators more room for growth in their product. The final theme found in this question is that advertisements and microtransactions are a massive hinderance to the gaming experience , even though both these models benefit the gamers by offering them more cheaper games, if the advertisements are ruining the flow and experience of the game then it must be taken into consideration if the game is even worth playing for free if the player cannot fully enjoy it.
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[bookmark: _Toc514065264]Figure 4.13: Pie chart showing the results of question 13
Question 13 concluded that majority of the respondents prefer online gaming which links in with a theory from the previous questions that researcher had. The theory is that most video game developers are releasing online dependent game as it is the best way to implement PAY-TO-PLAY systems. This allows for the promotion of online games as it seems like a “fuller” more “enjoyable” experience of games.
In questions 14 the most common response was the ability to play with friends or new people made the game more fun. As mentioned in chapter two a lot of the most popular games such as world of Warcraft are dependent on subscriptions which allows gamers to play online with others, these types of games restrict single player experiences by removing the option of playing offline which there would have an impact on what gamers would prefer out of offline or online. One respondent left a statement saying “Most online environments are toxic with unsportsmanlike conduct rampant. I also prefer to enjoy a story driven experience or a long-term career type game that I can play, save and leave, then come back to it at a later date. Saying this, some games are more enjoyable online, such as FIFA”. The responses explain that the online environment due to some other gamers is not as fun as it could be and suggests that most online games aren’t as “story driven” as offline games. The respondent did state that they did enjoy online games such as FIFA but suggested the offline experience gave them more freedom with no time constraints and toxicity.
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[bookmark: _Toc514065265]Figure 4.14: Pie chart showing the results for question 17
The results for this question coincide with the results from the Qutee report (2018) which came to the same conclusion that microtransactions are very much disliked by gamers. With 67.8% who dislike microtransactions and 12.2% who like the option.15.6% have never purchased any. Micro transactions are a good example of PAY-TO-PLAY model as most microtransactions aim to either give the player an advantage in the game, add more to the game (DLC) or just aim to improve the aesthetic of the game. As shown in the results previous most of the respondents have made real money purchases in games, yet they dislike microtransactions. This result suggests that the addictive nature of these microtransactions are ruining the gaming experience by making gamers dependent on them.
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The researcher set three objectives at the beginning of the research, the first was to critically analyse available literature on gaming business models and history of gaming industry. This was achieved in Chapter 2 and the main conclusion is business models have started to lean towards PAY TO PLAY method which increase the amount of money gamers need to spend for games and in games. The second objective was to Evaluate and analyses gamers’ purchasing habits on the PAY TO PLAY business models.  This was achieved in chapter 4 and the main conclusion for this was that over 80% of the respondents have made extra purchases in game and 44% of which spend money regularly on things such as subscriptions and DLC due to the requirement of a subscription to play online and the enjoyment of the game. The final objective was to Evaluate and analyses gamers’ opinions on the PAY TO PLAY business models. This was also achieved in chapter 4 with interesting results as mentioned previously over 80% of respondents have spent further money in games but 80% of respondents also dislike things such as microtransactions which is the main implementation of the PAY-TO-PLAY model. 
The main findings of this research were firstly that the researcher had found out through the literature review in chapter 2 that many business models have drastically evolved from simplistic models to more complicated models due to the advancement of technology and the capabilities of the new gaming systems. Due to the popularity of online gaming, business models for the games industry has leaned towards more of a PAY-TO-PLAY model which requires further payments for things such as DLC, items, advantages in the game, etc to enjoy the game to the fullest. The most popular games today as mentioned in chapter 2 are games such as Fortnite which are games that are offered to gamers for free with access to the main game. These types of games focus on making a profit through aesthetic purchases off costumes and items which don’t really affect the players chances of winning. Games like these make players feel like they are not spending a lot of money since the game was free even though slowly they are spending an impactful amount of money on costumes and the battle pass.
The data collection through online survey concluded that although gamers dislike microtransactions and spending real money in games more than 80% make the purchase. This may be due to the dominancy of online games as mentioned in chapter 2 some of the most popular games are online played online and requires a subscription, and example is world of Warcraft and final fantasy online which have no offline mode and requires payments monthly or yearly to keep your character and progress in the game. The survey also found out that games consoles have much more room for growth as mentioned previously in chapter 4 games consoles are used for more than just gaming, they are used for movies, streaming, YouTube, music and browsing with the capabilities of much more. This all links back to the information found in chapter 1 as Nintendo named their system the Nintendo Entertainment System to avoid association with bad publicity from previous events for games consoles this may have changed the direction and aim of future games consoles such as the PlayStation and Xbox creating today a true entertainment system.
There were a few limitations within the research, one major limitation that effected the research was the time constraints which limited the time to collect data and restricted the methods that could have been used to collect data. Another limitation was found out after feedback from some respondents. Some questions such as 6 limited the amount of answers the respondent could give whereas the question could have multiple answers for people. To amend this mistake future research will allow for multiple answers to be selected for questions with multiple available answers. There biggest limitation which held back the researchers data analysis was the choice of google survey due to poor data structuring from google survey comparing certain data such as the amount of consoles owned by a person to an age group were impossible as data was listed in a meaningless way by the system which meant that numerical data could not be gained from the main question. To fix this issue another survey service will be considered for future research.
Recommendations
A number of recommendations are suggested and are separated into ones for gamers and operators.
Recommendations for gamers
· Since microtransactions can be addictive due to certain methods, players should keep track on how much they spend weekly on games and possibly set up a limit with their banks to avoid large amounts of money being spent.
· Gamers may also consider lowering the weekly hours they spend on gaming as it will also possibly lower the amount of money spent on games and make games last longer requiring less need for a new game.
· Gamers collectively have more power over operators than they think. If enough gamers group together about something they dislike about a game they have the power and pressure to force change. An example of this is with the loot box issue with Star Wars Battlefront 2. Due to the immense negative comments and boycotts of the game lootboxs that turned the game PAY-TO-PLAY were removed.
· Gamers could pressure regulatory bodies for more pressure on operators.
· Gamers know what they like in a game and know what they don’t like. With this knowledge and the readily available game kits online a collective group of gamers dedicated enough can make their own games. An example this is the popular Gmod games which was the game engine and toolkit used in half-life to which became open access allowing people to create their own games for others to play for free.
Recommendations for operators
· Operators need to consider the effects that their business models are having on gamers in terms of psychological-based issues as well as a consideration of whether impacting on gamers’ experiences will hinder the long-term future of the industry.
· Limitations should be put on how much a player can spend weekly or monthly however this is unlikely based on the current business model.
· The value of purchasable goods in game should also be lowered due to the volume of sales and the lack of cost due to the goods not physically existing out of game. Games such as FIFA would still make a large profit even if FIFA coins were cheapened because it wouldn’t change the fact that gamers still want FIFA coins and that the coins don’t cost the operators any money to give out to players.
· Operators should focus on diversification of their games. The issues are popping up because almost all types of game business models are getting mixed in all in the name of profit. Games should focus on their area such as online multiplayer games, single player games, free to play games and reduce the amount of mandatory in game purchases needed.
Future research
The free -to-play model is constantly change year by year as new ideas are popping up. In this dissertation not, enough research was done on this topic due to time limitations. More research should be done on the history, evolution and impact the free-to-play model has had in the video game industry. Topics such as microtransactions would be one of the main focuses unless a newer model is released which has a lower dependency of micro transactions.
Final comment
Through the research the researcher has furthered their knowledge on the impacts and history behind the business models used by the gaming industry. There were many complications during the research of the dissertation and throughout, but the research will reflect on this and learn for future research.
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Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.
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	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	People engaged in illegal activities?
	☐
	☒

	Others (please identify):


	☐
	☒



	Participant numbers and source
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	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐
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	Information for participants:
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	NO
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	Is specialist electrical or other equipment to be used with participants?
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	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	Full risk assessment completed and appended? 

Yes                               ☐
 No                                   ☒


	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information
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	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities
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	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest
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(this box should expand as you type)

	

	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
Good standing with UWTSD will be considered at all times
(this box should expand as you type)

	

	Adverse outcomes
List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols. 

	
All respondents are anonymous
(this box should expand as you type)





	Disclosure and Barring Service

	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	


YES
	


NO
	


N/A

	Has a DBS certificate been obtained?
	☐
	☐
	☒




SECTION I: Feedback, Consent and Confidentiality

	Feedback
What feedback will be provided to participants, how will this be done and when? 

	
None unless asked for through email

 (this box should expand as you type)

	

	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded.

	The survey is distributed through social media and other acquaintances to willing participants as the questionnaire is optionally they are given the choice of participating or not.

 (this box should expand as you type)

	

	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	All participants will be treated equally with will all be kept anonymous. Confidentiality will be guaranteed


(this box should expand as you type)





SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?
“personal data” means data which relate to a living individual who can be identified—
(a) from those data, or
(b) from those data and other information which is in the possession of, or is likely to come into the possession of, the data controller, and includes any expression of opinion about the individual and any indication of the intentions of the data controller or any other person in respect of the individual.
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	
(this box should expand as you type)

	

	Does it involve sensitive personal data (as defined by the Data Protection Act)?
“Sensitive personal data” means personal data consisting of information as to –
(a) the racial or ethnic origin of the data subject,
(b) his political opinions,
(c ) his religious beliefs or other beliefs of a similar nature,
(d) whether he is a member of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) his physical or mental health or condition,
(f) his sexual life,
(g) the commission or alleged commission by him of any offence, or
(h) any proceedings for any offence committed or alleged to have been committed by him, the disposal of such proceedings or the sentence of any court in such proceedings.
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	
(this box should expand as you type)



	Will the research activity involve storing personal data on one of the following:
	YES
	NO

	Manual files (i.e. in paper form)?
	☐
	☒

	University computers?
	☐
	☒

	Private company computers?
	☐
	☒

	Home or other personal computers?
	☐
	☒

	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	“Cloud” storage or websites?
	☐
	☒

	Other – specify: google survey

	☒
	☐

	For all stored data, explain the measures in place to ensure data confidentiality, including details of password protection, encryption and anonymization:

	All survey results will be stored on google survey. The only person able to access will be the researcher as it is their personal google account.



(this box should expand as you type)


	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
	☐
	☒

	Sharing of data with others at the University?
	☐
	☒

	Sharing of data with other organisations?
	☐
	☒

	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☒

	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	Publication of data that might allow identification of individuals?
	☐
	☒

	Use of data management system?
	☐
	☒

	Data archiving?
	☐
	☒

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the Data Protection Act (and/or any international equivalent):

	
(this box should expand as you type)



	List all who will have access to the data generated by the research activity:

	

student
(this box should expand as you type)

	

	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
students
(this box should expand as you type)

	

	Give details of data storage arrangements, including where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	Storage will be secured by the student and advice will be taken on how to dispose of the data. No paper copies of data will be made



SECTION K: Declaration

	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	Signature of applicant:
	
	Date:
	25/11/2017



For students:
	Director of Studies/Supervisor:
	

	Signature:
	


	Date:
	



Video game survey
About the survey 

This research aims to understand more about the impact of new business models in the gaming market and aims to gain knowledge on who makes these purchases and why.

This survey should take about 5-10 minutes of your time. Most questions ask you to place a tick in the box provided and/or may ask you to provide some additional information as well. Any comments you may wish to make will provide the researcher with a greater understanding of any issues involved.


If you have any problems completing the survey then please contact;

Khayum Ali
UWTSD
Swansea Business School
Mount Pleasant
Swansea
SA1 6ED
e-mail: kali.142344@student.uwtsd.ac.uk

 
Gender
Question type
Female
Male
Prefer not to say
Other…
Age group
18-25
26-35
36-45
46-55
56 and over
Tick one of the following
Student
Homemaker
Retired
Employed
Unemployed
Self-employed
Unable to work
Military

What gaming systems do you own and play on?
PC
Games console (PS4 ,Xbox One, Wii etc,)
Handheld console ( DS, PSP, GBA,etc)
Mobile
None
Other…
How many hours a week do you play video games?
None
1-6 hours
7-12 hours
13-18 hours
19 to 23 hours
24 hours or more
Who pays for your games?
I do not purchase games
Self
Parents
Gift
Other…

What gaming systems do you own?
Gaming PC
Gaming laptop
Playstation 4
Playstation 3
PSP
PS Vita
Xbox One
Xbox 360
Nintendo wii
Nintendo DS
Nintendo 3DS
Nintendo 2DS
Nintendo Switch
VR headset
Other…
How often do you spend real money in games
Never
Often
Not so often
During offers ( christmas deals, Black friday, etc)
If yes, what do you spend it on?
DLC (downloadable content)
Extra Lives
Gacha (type of mobile game)
Subscriptions (PlayStation plus , Xbox Gold , game subscription , etc)
Virtual currency ( specific currency in games)
Virtual goods (skins  ,characters ,card pack etc)
Other

Please tick your agreement with the following statements
Strongly Disagree	Disagree	Niether	Agree	Strongly Agree
Games companies focus too much on profits					
I prefer purchasing DLC for my favourite game rather than buying a new game					
The annual subscription fee to play online on consoles is fair					
Advertisements in games ruin my gaming experience					
The abundance of micro transactions in games ruin the fun in games					
Consoles are no longer just for gaming					
Virtual reality gaming will become more common in 2020					
Mobile gaming will replace handheld games console					
The Nintendo switch will revive the popularity of handheld consoles					
My gaming experience gives me value for my money					
Games are becoming too expensive					
Consoles are becoming too expensive					

What do you prefer ?
Digital downloaded games
Physical copies of games
Both
Cheapest
Most convenient
Reason why?
What do you prefer?
Online gaming
Offline gaming
Why do you prefer offline/Online gaming ?
Who do you play video games with?
Nobody
Friends
Family
Anyone online
Other…
How often do you watch gaming streams or gaming youtubers?
Never
Rarely
Few times a week
Few times a month
Everyday
Other…
What is your opinion on micro-transactions in video games?
Like
Dislike
Never purchased any
Other…
Do you intend to purchase VR headset this year?
Yes
No
Maybe
Already own one
Other…
Why do/don't you play video games?
What is your overall opinion on current generation gaming?


.
Global unit sales of current generation video game consoles

PSP/Vita	
2010	2011	2012	2013	2014	2015	2016	2017	9.36	7.8599999999999994	7.91	6.37	2.69	2.68	2.04	0.72	DS/3DS	
2010	2011	2012	2013	2014	2015	2016	2017	20.55	21.32	16.490000000000002	15.13	9.74	7.33	7.59	6.19	Nintendo Switch	
2010	2011	2012	2013	2014	2015	2016	2017	0	0	0	0	0	0	0	11.85	Year


Unit sales i millions
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DESCRIPTION ~ SOURCE  MORE INFORMATION

This statistic shows the total number of selected video
‘game consoles sold worldwide across the products
entire lifetime on the shelves as of September 2017.
At this time the Nintendo DS was the second best
‘games console having sold a total of around 154.88
million units worldwide.

Gaminginfo

According to the graph above, amongst the most
popular game consoles around the world are the
PlayStation 2, Nintendo DS/3DS and the Game Boy.
This statistic also shows specifically how these and
other consoles sold in their first week on the shelves.
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