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Abstract 
 
The continuous growth of the gaming industry develops a highly competitive environment, which 
provides an incubator of innovation. These conditions lead to the emergence of new business 
models. Free to play as one of those newly and still developing models is currently trending among 
the game developing and publishing companies. Delivering skyrocketing profits, the full potential 
of the model is yet to be revealed. At first sight, the model has a simplistic structure on the 
business side, however, on the user side it is unclear what motivates players to become customers 
through the purchase of digital items in the games.  
 
This research uses an exploratory and qualitative approach to collect data and identify purchasing 
behaviour stimuli. It also proposes an option of connecting personality theories as a possible 
explanation to the purchasing behaviour of players. As a focus for this study, the currently most 
successful free to play game, League of Legends, was selected and twelve interviews with League 
of Legends players were conducted.  
 
The interviews consisted of two parts, one semi-structured and the other one structured. The 
semi-structured interview aimed at identifying purchasing behaviour and finding reasons for the 
purchase of digital items in League of Legends. The second was a personality assessment test, 
Keirsey Temperament Sorter2.  
 
A conventional content analysis of the interviews identified the theme “personal satisfaction” as 
the main motivation for purchasing digital items. The investigation regarding the proposed 
connection to personality theory, the research’s results fail to show any connection. However, 
answering research question number one unveils the importance of the personality factor remains 
valid and a subject of future research. The research discusses possibilities and direction for future 
research in the face of testing other than the applied Keirsey personality theory. 
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1 Introduction 

This chapter outlines the context of the free to play business model and the current situation on 

the video game market. It defines the problem statement, describes the research purpose and 

proposes research questions. Definitions and delimitations are also part of the introductory 

chapter.  

1.1 Context 

The video game industry is a continuously growing market with a high degree of innovation and 
dynamics. Games are being played on computers, consoles and various mobile devices and have 
outgrown the movie market. Companies have to adjust their strategy to constant change within 
this innovative market (Marchand & Hennig-Thurau, 2013).  
The freemium business model (Kumar, 2014; Laudon & Traver, 2014) has inspired the gaming 
industry in their way of realising profits. Thus, immense amounts of games are not conventionally 
sold anymore, but made available for free. The monetization of these games takes place at a later 
point in time through the sale of digital items. Digital items are intangible items in online 
communities that are traded for real money. The purpose of digital items in online environments 
is mostly to represent, express and communicate (Kim, Gupta, & Koh, 2011). This evolving model 
is called free to play (F2P) and has had a disruptive character on the games market in the last 
years. The perception of players to pay for games and especially paying a recurrent subscription 
fee has changed.  

As mobile devices proliferated and free-to-play games became more common, 
online gamers became less willing to swallow a recurring monthly expense, and 
the genre largely fell out of favor (Chapman, 2014, p. 1).  

This research will investigate League of Legends, which is one of the most prevalent examples of 
the free to play market. It is the only product of its developing company, Riot games, and is one 
of the forerunners in the field of competitive e-sports. The monetization in League of Legends is 
merely through digital item sales and these items do not offer a competitive advantage in the game 
and are mostly to customise your favourite champions in the game, which reflects ”the process of 
creative expression by fashioning, adorning or otherwise personalizing something” (Luton, 2013, 
p. 105). 
 
The reason for the choice of League of Legends as the subject of study was that it was the most 
popular core pc game in January 2016 and builds on the F2P business model since its introduction 
in 2009 (Newzoo, 2016). It is the only product of Riot Games, which is entirely owned by Tencent 
Holding Ltd. since the beginning of 2016 (RiotGames, 2015b). The League of Legends 
championship is the biggest event in the area of eSports with 334 million unique viewers in 2015  
and peaking at 14 million contemporaneous viewers all over the world (RiotGames, 2016). Riot 
Games’ website states the current player numbers of League of Legends, but the current player 
numbers are probably even higher: 

League of Legends by player numbers: 67 million playing every month, 27 
million playing every day, and over 7.5 million playing at the same time during 
each day’s peak play time. (RiotGames, 2015a) 

To the best of our knowledge, there has only been little research on multiplayer online battle 
arenas (MOBAs) and League of Legends in particular. Kou & Gui (2014) conducted qualitative 
interviews that focus on exploring the challenges that temporary teams have to overcome in every 
game. They concentrate on the social interaction and collaboration that have to happen in one 
match of League of Legends in a relatively brief time in order to perform well with others. Ferrari  
(2013) researched the design and aesthetics of MOBAs and League of Legends in an introductory 
study. He suggested further research topics in the area of game design. 

“Despite its vast enthusiast community and influence on contemporary game 
designers, the MOBA (multiplayer online battle arena) remains under-explored 
by academics. This paper considers many meanings of “well played” reflected 
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in the design, community, and aesthetics of the genre's most popular member, 
League of Legends.” (Ferrari, 2013, p. 1) 

These two stated research papers (Ferrari, 2013; Kou & Gui, 2014) were the only ones 
found on the topic of League of Legends. 

1.2 Problem Statement 

There is a lack of precise and concrete understanding in the of player’s behaviour and purchasing 
intentions in free to play games. Currently, very little thorough research that specifically targets 
the field of free to play games is available. It is not well explored why players buy digital items in 
games in general and there is little research specifically on the purchasing behaviour in free to 
play games.  

“So far, no study has attempted to identify, model and test the individual 
determinants for the decision to purchase virtual items within virtual game 
communities” (Guo & Barnes, 2007, p. 70). 

Mäntymäki & Salo (2011, 2015) investigated the purchasing behaviour in social virtual worlds and 
social virtual worlds that use the freemium business model. Guo & Barnes (2007, 2009, 2011, 
2012) focused their work on in-game purchasing behaviour in massive multiplayer online games.  
Huang (2012) researched the purchase intention of digital goods on social network sites. Kim et 
al. (2011) researched digital item sales in social networks. Hamari (2015) investigated how digital 
good trades influence the game enjoyment and the purchasing behaviour of digital goods in a 
social virtual world, social networking site and first-person shooters. Concerning free to play 
games, Hanner & Zarnekow (2015) investigated the customer lifetime value in free to play games. 
Alha, Koskinen, Paavilainen, & Hamari (2014) explored the free to play model and the ethics of 
digital good sales in free to play games from a professional’s view. Park & Lee (2011) conducted a 
quantitative study on the purchasing intention in free to play games. Holin Lin & Sun (2011) 
examined the changing gameplay experience due to digital item trades in free to play games. 
  
The foundation for this investigation is therefore mainly transferred from other studies that 
investigated digital items in similar online communities. Most of the found research has been 
conducted in the last ten years with a higher incidence in the last five years. To the best of our 
knowledge, there is no study so far that explicitly explores the connection between personality 
and purchasing behaviour in free to play games.  

1.3 Research Purpose 

The purpose of this research is to explore the intrinsic motivation of users to purchase digital 
items within the free to play game League of Legends. Alha et al., (2014) ask the question, if the 
new generation will be so used to getting their games for free that it might be the only way to 
design games in the future. The growing numbers and adoption by more and more companies 
give this question a big emphasis and validate the fact that more research in this area is valuable. 
As specified in the problem statement, there has been no explicit research on purchasing 
behaviour in League of Legends, but there has been some research that is similar to this research. 
Therefore, we aim at adding more knowledge to the research area of consumer behaviour in video 
games. 

1.4 Research Questions 

 
The following research questions will be explored during the progress of this master thesis:  
 
Question 1: Why do players purchase digital items in the computer game League of Legends? 
 
Question 2: What connections to personality theory can be discovered in the purchasing of 

digital items in League of Legends? 
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1.5 Definitions 

Digital items: Goods that are intangible and traded digitally. The terms virtual goods and virtual 
items are often used in the same context, but we will use the term digital throughout this research 
when referring to this kind of intangible goods. 
 
Digital currency: In this context, digital currency is used in games to pay for additional products 
and services. Frequently paid for with a traditional currency. Often referred to as virtual currency 
in the literature.  

1.6 Delimitations 

Within the area of free to play games, we focused our study solely on the computer game League 
of Legends. Concerning the interview participants, all participants were male and Swedish 
students at the Jönköping University. Concerning the literature review, Primo, the Jönköping 
University Library’s search data base, and referenced resources in the findings, was used. 
Keywords: personality theory, free to play, virtual items, digital items, League of Legends, 
consumer behaviour. 
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2 Contextual Background 

The following chapter will give an outline of the free to play business model. It will introduce the 

similar freemium business model before and the nature of digital items afterwards. 

2.1 Freemium 

The Freemium business model is the base of the free to play business model. The word freemium 
is a combination of the words free and premium. Freemium is an increasingly frequent term used 
in e-commerce and found its way into the daily language, especially when talking about app 
economy and app markets. That means that a user gets the software for free, but has to pay, if she 
wants more than just the basic features. This is mostly handled via a subscription fee (e.g. 
Dropbox, Spotify) (Kumar, 2014). One challenge for companies is to stay innovative all the time 
to not lose their subscribers, which brings a lot of dynamics into the market. This model allows 
companies to scale their products and services on a wide user base with relatively low cost on ad 
campaigns. The balance of offering the right amount of free features in contrast to the incentives 
that an upgrade to the premium version would give is difficult and a matter of constant 
adjustment. The cost per user are low in this model, because the product or service is digital, but 
there is still some cost for servers and customer service (Kumar, 2014). 

2.2 Free to play 

This chapter explains the fundamentals of the free to play (F2P) business model. It does not make 
limitations in the game type, genre or device used, though the later research will focus on a F2P 
computer game. 
 
F2P is defined differently: as a payment model (Holin Lin & Sun, 2011), a revenue model (Hanner 
& Zarnekow, 2015) or as the revenue generating part of freemium as a business model (Alha et 
al., 2014). For this research, we will use the denomination of business model for F2P, because 
when designing a F2P game, a developing company has to take more parts of a business model 
into the design process than exclusively the revenue model (Laudon & Traver, 2014). F2P is a 
rapidly growing business model in the online game market. This model generally allows the player 
to obtain the game for free and additional services are offered in exchange for money. This model 
is spread over all platforms and genres of games. It is well known in the social network games and 
mobile gaming, but also massive multiplayer online games (MMOGs) and multiplayer shooter 
games have adopted this model (Alha et al., 2014).  
 
The difference of F2P to freemium is that you normally do not pay for a premium version, but get 
the full version of the game from the start. The player will then be encouraged to purchase digital 
items in the game. The popular smartphone game Candy Crush Saga for example offers more lives 
to be purchased within the game. You can still play the whole game without paying any money, 
but have to wait longer to regain lives and play again (Henderson, 2013). The incentives of 
purchasing digital items are often gaining a competitive advantage, saving time or enhancing the 
cosmetics of the game. This will be further explained in the chapter digital items (2.3). 

“The market for free-to-play MMO games represents the fastest-growing 
gaming segment world-wide, projected by Newzoo to increase to $13.3 billion 
in 2016 from $6.5 billion in 2012”(Chapman, 2014, p. 1-2). 

Hanner & Zarnekow (2015) state that free to play might be the future of monetizing games and 
these numbers from Newzoo agree with this statement. Thus, the company generates revenue at 
a later point in time in comparison to the traditional premium game model where they sell the 
game at a full price and don’t generate any money at a later stage anymore. The revenue in F2P is 
generated through the possibility for players to purchase digital items within the game, therefore 
players can first test the game without having to commit any money to it. This attracts a higher 
player base than the traditional premium game model with around 60 to 70 Euro for a computer 
or console game. (Alha et al., 2014) 
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 “If your game is not first and foremost about the player and the experience, then 
you are not building games. You are building micro-retail stores, maybe, or 
greed engines, or something.  I don't know.  But it's not a game, and I don't want 
it on my hardware.” (Saltsman, 2011, p. 1) 

This statement shows that the business model of F2P does not only have arguments in favor of 
the model. The balancing act in the design process between monetization and focus on designing 
the best experience for the player, so between business and design, is studded with challenges. A 
F2P game needs to generate revenue to make it sustainable for the company, but a lot of games 
give bad examples and the community will rapidly rate these games as pay to win and move on 
to the next game, because of lower barriers to change to the next F2P game.  
 
In 2014, the European Commission stated that more than 50% of the online games in the EU are 
free to play, though there are often costly in-app purchases. Companies used the unawareness of 
the paying moment for consumers to exploit their customers.  

Often consumers are not fully aware that they are spending money because 
their credit cards get charged by default. Children are particularly vulnerable 
to marketing of "free to download" games which are not "free to play” 
(European Commission, 2014, p. 1). 

These low barriers in changing from one game to another also ensure that F2P games have to be 
constantly developed and improved to hold the players in the game. The not-paying players as 
well as the paying customers, because both groups are important for the whole games ecosystem. 
Therefore, companies see it as even more important to involve the players into the continuous 
development process than before.  

Companies take cues from a game's early users, introducing features, levels and 
characters based on data the company gathers and community suggestions 
(Chapman, 2014, p. 2). 

There are different reasons for companies to give away their games for free. Wu, Chen, & Cho, 
(2013) identified maximizing the revenue of games through a positive network effect in digital 
item sales. Alha, Koskinen, Paavilainen, & Hamari (2014) state the extended access range of 
players to the game as one of the main reasons to design a F2P game. Furthermore, this model 
gives flexibility to different “levels of willingness to pay for additional content” (Alha et al., 2014) 
. The amount of players actually paying for free to play games is normally very low, only the most 
engaged and paying for premium content (Chapman, 2014). The players that pay the most, are 
called “whales”, which are carefully detected and it’s a company’s desire to attract especially these 
players and then keep them in the game. (Hanner & Zarnekow, 2015; Laudon & Traver, 2014) 
 
Due to the different devices, genres and game types, it is difficult to talk about a F2P model in 
general, because there are a lot of different variations of this business model for the different 
markets and target groups. They all have in common that the download of the game is for free and 
there are digital items to purchase in the game (Hanner & Zarnekow, 2015). 

2.2.1 Digital currency in video games 

A major amount of F2P games use an own in-game digital currency that players need to purchase 
for real money in order to exchange this digital item for the desired digital items. They often run 
a double currency model with one soft currency that is obtainable in the game either through time 
or earned by playing and the other currency, a premium currency, or hard currency, which is only 
obtainable through spending money. Incentives of the premium currency are often given out in 
small amounts, especially to new players, to stimulate the purchase of more, because it is 
supposed to upgrade the game experience. The premium currency can often be exchanged into 
the soft currency, but not the other way around (Alha et al., 2014). 
 
From a company’s perspective this digital currency can be compared to a gift card that is sold to 
a customer. Some of the benefits in both cases are that the money is transferred and usable by the 
company immediately and the card (or the points respectively) might never be used. The premium 
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currency is often sold in packages with an increase in the exchange rate from real money to digital 
currency, the more the player is willing to spend in one purchase (Hanner & Zarnekow, 2015).  

2.3 Digital Items 

The nature of digital items in games and other online communities can be very different 
depending on the environment. As mentioned before, the probably most sold digital item is digital 
currency, which then can be exchanged into other digital items. The first research question tries 
to identify the reasons why people purchase these digital items, Guo & Barnes (2011, p. 303) called 
it “seemingly irrational behaviour”: 

Thus, we were interested in establishing why individuals would spend 
considerable amounts of money on buying virtual items that exist solely in 
computer systems: what causes such seemingly irrational behavior? 

For people that are not inside one of these communities, it may be difficult to understand why 
people spend money on digital items – often in considerable amounts. Needleman (2015) 
describes that there is no difference in buying a physical good like tickets to the movies or buying 
digital items. A significant amount of digital items can be obtained with less time spend in the 
game or only accessed through real money. Some items reduce the waiting time to proceed to a 
next stage or step of the game, especially in the mobile game area. Players might purchase these 
items, because they are impatient, others just make a simple calculation of opportunity costs: 
Assuming a player wants to get an anticipated item and it would take either one hour of grinding 
(doing tasks solely to gain that item) or you could buy it for 10 Euro. If that player has a salary 
that is far above these 10 Euro/hour, she would be more likely to spend the 10 Euro on that item 
than if it is equal or below the salary/hour.  
 
In console and computer games, the items provide more often visual and/or value enhancing 
characteristics than the aspect of less time consumption (Hanner & Zarnekow, 2015). These 
digital items can “range from weapons and armour in online games to clothes in virtual worlds” 
(Hamari & Lehdonvirta, 2010). Guo & Barnes (2012, p. 303) summarise the variety of digital 
items in digital worlds: 

Similar to the real world, virtual world residents (players or users) also have 
consumer demand that leads to purchasing goods. However, such goods exist 
solely in digital form and within the virtual world environment, including 
virtual functional goods (used for increasing a character’s ability to compete, 
e.g. to be faster or stronger, or to assist in game-play, e.g. weapons and armour 
for fighting, magical items, or special in-world game modules) and decorative 
items (used for customizing a character’s appearance and for self-expression, 
e.g. character skins, body shapes, jewelry, clothing, pets, virtual homes and 
home items). 

Concerning the focus on free to play games for this research, Park & Lee (2011) identified four 
main values that influence a players purchasing decision in free to play games, which are 
enjoyment, character competency, visual authority and monetary value.    
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3 Theoretical Background 

The first research question proposed in the introduction of this thesis gives multiple theoretical 
options. One of these options is applying the Unified Theory of Acceptance and Use of Technology 
(UTAUT) and its extension UTAUT2. Proposed by Venkatesh, Morris, Davis, & Davis, (2003), 
UTAUT is a model unifying the understanding of the usage of Information Technology. In its 
construct, UTAUT is built by the Theory of Reasoned Action (TRA), Technology Acceptance 
Model (TAM), the Motivational Model (MM), Theory of Planned Behaviour (TPB), the PC 
Utilisation Model (MPCU), Innovation Diffusion Theory (IDT), Social Cognitive theory (SCT) and 
the Combined Model of Technology Acceptance and Planned Behaviour (CTAM-TPB). Further 
exploring those models proposed by TRA- Fishbein & Ajzen (1975); TPB- Ajzen (1991), TAM- 
Davis, Bagozzi, & Warshaw (1989), C-TAM-TPB- Taylor & Todd (1995) and SCT Bandura (1986) 
notices frequent use of the term behaviour. Applying UTAUT or parts of it was considered as 
impracticable for the time frame of the conducted thesis research and the environment of study. 
Thus, to broaden the understanding and depth of the proposed main research question, consumer 
behaviour theory was used in this research.  

3.1 Consumer behaviour 

Since this research aims at building a fundamental understanding of the intrinsic motivations of 
people who play computer games to purchase digital items statistical and or mathematical models 
were not considered. Instead Behavioural Sciences are object of interest as a framework of 
conducting an empirical study. Looking at the social and individual factors in decision making 
proposed below to explain decision making (Foxall, 2013) gives possible directions to explore 
further in the thesis research. As proposed by research the second question Personality (traits and 
types) represents a vast field of interest. Figure 1 is sketching the components of the consumer 
decision making process. Those few components are divided into two domains of “aspects of social 
structure” and “individual influences”. This study is interested in the component Personality from 
the individual influences. Narrowing the research to the level of investigating single component 
is reasoned by the desire of in-depth understanding and exploring in a scientific manner. 
 
 

 

 

Figure 1 - Consumer decision making 

 
Further proposed by Sandhusen (2000), the black box model also includes the importance of 
Personality as a Buyer characteristic influencing her behaviour. Emerging from I. Newton’s theory 
the black box suggests that the above listed factors and their domains have no immediately 
apparent relation but they do influence each other. Thus the black box model would be a system 
where different outputs are being observed and possible. In table 1 a full overview of the model is 
presented for a better comprehension. 
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Environmental factors Buyer's black box 

Buyer's 
response 

Marketing 
Stimuli 

Environmental 
Stimuli 

Buyer 
Characteristics 

Decision Process 

 Economic Attitudes Problem recognition Product choice 

Product Technological Motivation Information search Brand choice 

Price Political Perceptions Alternative 
evaluation 

Dealer choice 

Place Cultural Personality Purchase decision Purchase 
timing 

Promotion Demographic Lifestyle Post-purchase 
behaviour 

Purchase 
amount 

 Natural Knowledge   

Table 1 - Consumer behaviour black box model 

 
Further reading within Foxall (2013) expands on previous research on the connection between 
personality and its correlation to purchasing choice and intention. Tucker & Painter (1961) 
proposes that even though there is a statistical correlation that explains some aspects of consumer 
behaviour, there is a large portion of variance depending on the case. This brings further 
consideration of personality traits on the side of the individual customer as a paramount effort 
for the purpose of marketing. However, this paper considers the nature of digital items as non-
traditional goods, requiring an alternative approach. 
 

3.2 Personality 

 
Personality is the paradigms of specific characteristics, thoughts and emotions which would 
define the style of an individual’s interaction with both physical and social environment (Mischel, 
Shoda, & Smith, 2004). In its core those paradigms are a collection of personality traits which are 
described by the use of adjectives (Engler, 2009) Three steps are being established by personality 
psychologists in order to measure personality. First an overall selection of traits is being reduced 
to a smaller group much easier to manage, yet still diverse enough to cover the required scope. 
Second verification of the used tools of measurement is performed. Lastly an empirical research 
is conducted to investigate correlations between the observed behaviour and the inventory of 
personality traits (Nolen-Hoeksema, S., Fredrickson, Loftus, & Wagenaar, 2009). In regards to 
personality traits inventories a few well established models are being present in the research and 
since field such as Myers-Briggs Type Indicator as well as Big Five Personality Traits (Goldberg, 
1993) also known as OCEAN or CANOE as well as in its variation of NEO-PI-R (Costa, P.T., Jr. & 
McCrae, 1992) 
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3.2.1 Myers-Briggs Type Indicator 

Isabel Myers and her mother Kathryn Briggs happened to revive the almost forgotten, lying in 
dust works of Carl Jung - once Sigmund Freud’s student and opponent to his early personality 
theories. Analysing Jung’s work (Jung, 1971) led to the creation of a questionnaire. A 
questionnaire designed to identify among sixteen patterns of action and attitude. The Myers-
Briggs Type Indicator became very successful and started being used as a tool in science and 
research. Myers-Briggs Type Indicator also known as MBTI is a self-assessment introspective 
questionnaire that measures personality traits in order to identify one’s overall personality type. 
Even further goal of the questionnaire is to discover and understand one’s preferences and 
interpret her underlying motivations, needs and values (Kaplan, R. M.; Saccuzzo, 2009). In brief 
Myers-Briggs Type Indicator presents 16 equally valuable result options. A result would be 
represented by four letters XXXX, each of them corresponding to a trait from the model. In its 
core the model is based on four dichotomies. Those four dichotomies originate from the ones Carl 
Jung based his work on (Jung, 1971) presented by table 2. 
 

  Subjective Objective 

Deductive iNtuition/Sensing Introversion/Extraversion 

Inductive Feeling/Thinking Perception/Judging 

Table 2 - Myers-Briggs Type Indicator foundation dichotomies 

 
Slightly changed from Jung’s Myers-Briggs Type Indicator types are a combination of the 
following eight: extraversion (E), sensing (S), thinking (T), judgment (J), introversion (I), 
intuition (N), feeling (F), perception (P). Two by two they are comprising the dichotomies 
underlying the model: iNtuition/Sensing, Introversion/Extroversion, Feeling/Thinking, 
Perception/Judging. Then our previous base structure of XXXX would be for example ENTJ and 
this would be how a result would look like. It is interesting to note that those four dichotomies are 
pointing the preference of the respondent not the degree of the characteristic the the traits 
represent. However, Myers and Briggs admitted but arguing that the intentional preference by 
the time the test is conducted is much more significant than the degree of the specific 
characteristic (I. B. M. M. H. . Myers, Quenk, & Hammer, 1998) Later after the model was applied 
and studies were analysed the eight building blocks of defining the personality type were grouped. 
The reason for grouping them was that some common attributes would bring a lot of similarities 
in empirical samples. The four groups are still the same nowadays and they look as follows: SPs 
(for the one that in the XXXX example includes a middle part of SP), SJs, NFs and NTs (in the 
same manner). All the 16 results variations correspond to a specific text description for the traits 
matching that personality. (I. B. Myers & Myers, 1995)  
 

3.3 Keirsey Temperament Sorter 

 
Keirsey Temperament Sorter is the work of David Keirsey which is inspired and partly based on 
the Myers Briggs Indicator (Keirsey, David; Bates, 1984). Aspired by his colleagues, Keirsey looks 
deeper in the personality construct to motivate better assessment and understanding of people 
through his work. In his theory development David Keirsey perceived the concept of personality 
as a duet of the two sub concepts of character and temperament. This perspective does not 
contradict the previous definition of personality stated earlier in this chapter, but gives a structure 
of the previously mentioned paradigms of characteristics. As stated above Keirsey approaches 
personality as the two domains of character as a configuration go habits and temperament as 
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configuration of inclinations. Hence, Keirsey understands character as a disposition as opposed 
to temperament which he considered pre-disposition. 
Given this perspective, looking back into Myers-Briggs Indicator shows that the result of the 
assessment as an outcome results into character identification. Hence temperament must be 
further assessed. The theory of temperament as a theory for the natural urge to act or feel in a 
certain way is not new and in fact it has been developed since ancient Greece. Starting with the 
observations of Ezekiel’s four living creatures, Hippocrates’s four humours and Plato’s four 
characters, temperament studies are bothering the greatest minds of philosophy and later other 
sciences to a great extent. Keirsey traces back to the known origin of temperament and personality 
study to connect and abstract his theory and typology. Hence he embeds the naming of Plato’s 
four characters: Artisan, Guardian, Idealist and Rational. As seen on table 3, Keirsey aligned 
major personality theories in order to sufficiently compile his work. 
 
 

Date Author 
Artisan 
temperament 

Guardian 
temperament 

Idealist 
temperament 

Rational 
temperament 

c. 590 
BC 

Ezekiel's four 
living creatures lion (bold) ox (sturdy) 

man 
(independent) 

eagle  
(far-seeing) 

c. 400 
BC 

Hippocrates' fo
ur humours 

cheerful 
(blood) 

somber (black 
bile) 

enthusiastic 
(yellow bile) calm (phlegm) 

c. 340 
BC 

Plato's four 
characters artistic (iconic) sensible (pistic) 

intuitive 
(noetic) 

reasoning 
(dianoetic) 

c. 325 
BC 

Aristotle's four 
sources of 
happiness 

sensual 
(hedone) 

material 
(propraietari) 

ethical 
(ethikos) 

logical 
(dialogike) 

c. 185 
AD 

Irenaeus' four 
temperaments Spontaneous historical spiritual scholarly 

c. 190 
Galen's four 
temperaments Sanguine melancholic choleric phlegmatic 

c. 1550 
Paracelsus' four
 totem spirits 

changeable sala
manders 

industrious gno
mes 

inspired nymph
s curious sylphs 

c. 1905 
Adickes' four 
world views Innovative traditional doctrinaire skeptical 

c. 1912 

Dreikurs'/Adler
's four mistaken 
goals Retaliation service recognition power 

c. 1914 

Spränger's four
* value 
attitudes Artistic economic religious theoretic 

c. 1920 

Kretschmer's fo
ur character sty
les 

manic 
(hypomanic) depressive 

oversensitive 
(hyperesthetic) 

insensitive 
(anesthetic) 

c. 1947 
Fromm's four 
orientations Exploitative hoarding receptive marketing 

c. 1958 
Myers' Jungian 
types 

SP (sensing 
perceiving) 

SJ (sensing 
judging) 

NF (intuitive 
feeling) 

NT (intuitive 
thinking) 

c. 1978 

Keirsey/Bates 
four 
temperaments  
(old) 

Dionysian  
(artful) 

Epimethean 
(dutiful) 

Apollonian  
(soulful) 

Promethean  
(technological) 

c. 1988 
Keirsey's four 
temperaments Artisan Guardian Idealist Rational 

c. 
2004 

Gordon-Bull 
Nexus 
Model[5] Gamma Beta Delta Alpha 

Table 3 - Personality theories historical development aligned 

 
Truly important for the theory proposed by Keirsey is the convergence and correspondence of his 
temperament theory to previously developed ones. This leads to the theory itself. 
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By the time this study is comprised, it is with the awareness of the criticism of one’s theory, 
furthermore it is important to note that Keirsey Temperament Sorter is not built on Myers-Briggs 
but an inspiration and a starting point. 
 

3.4 Keirsey Temperaments 

Keirsey defies four temperaments using as said above the names from predeceasing Plato’s and 
Hippocrates’ theories: Artisan, Guardian, Idealist and Rational. Furthermore, four types divide 
into sub-categories of roles and their two role variants, which can be seen on table 4 (Keirsey, 
1998). 
In the following section of this study, detailed descriptions of the temperaments comprising 
Keirsey temperament theory could be found together with their subsets. 
 
 

 Temperament Role Role Variant 

Concrete or 
Abstract? 

Cooperative 
or Utiliarian? 

Informative or 
Directive? Expressive or Attentive? 

Observant (S) 

Guardian (SJ) 
Logistical 

Conservator (SFJ) 
Supporting Provider (ESFJ): Supplying 

 Protector (ISFJ): Securing 

Administrator (STJ)  
Regulating Supervisor (ESTJ): Enforcing 

 Inspector (ISTJ): Certifying 

Artisan (SP) 
Tactical 

Entertainer (SFP) Performer(ESFP): Demonstrating 

Improvising Composer (ISFP): Synthesizing 

Operator (STP) Promoter (ESTP): Persuading 

Expediting Crafter (ISTP): Instrumenting 

Introspective(N) 

Idealist (NF) 
Diplomatic 

Advocate (NFP) Champion (ENFP): Motivating 

Mediating Healer (INFP): Conciliating 

Mentor (NFJ) Teacher (ENFJ): Educating 

Developing Counselor (INFJ): Guiding 

Rational (NT) 
Strategic 

Engineer (NTP) Inventor (ENTP): Devising 

Constructing Architect (INTP): Designing 

Coordinator (NTJ) Fieldmarshal (ENTJ): Mobilizing 
 
Arranging Mastermind (INTJ): Entailing 

Table 4 - Keirsey Temperaments 
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3.4.1 Artisans 

 
First the Artisan, it correlates with the SP group from the Myers Briggs Type Indicator. Also called 
Utilitarian by Keirsey, Artisan is a temperament, which is defined by the ability to excel in 
activities such as fine arts, performance arts, music, theatre, painting, sculpture as well as 
military, political, industrial, mechanical and also business (art of the deal) arts. Keirsey assigns 
to Artisans to be optimistic, realistic and also focused on the present. Being bold and spontaneous. 
Also excitable and lead by impulses, seeking stimulation, attracted by freedom and aspired to 
master action skills. 
 
Artisans have the two categories of roles as Operators which are the proactive ones and 
Entertainers as the reactive. Operators have the variants of Crafters and Promoters. Crafters are 
the ones that are being reserved and Promoters are characterised as expressive. Crafters ISTP are 
noted with their focus on tools, mechanism and implementation to get a job done. Equipment is 
essential for task completion and seen as tactical awareness priority. Crafters are mastering skills 
related to the use of equipment and its modification. Promoters ESTP are those Operators that 
commit their efforts into pursuing others into their virtues. Also called “smooth operators” they 
possess “the charm” to advertise, announce, boost, convince, induce, entice, lure, sway and more. 
 
On the other side Entertainers as those who are drawn by improvising and entertainment have 
their role variants as Performers and Composers. Performers ESTP are good at improvising and 
performing in front of others. They have strong presenting, displaying, showing, staging and 
enacting exhibiting skills. Their artistic traits make them strong in skilfully handling of audience 
and such related jobs and tasks. Composers ISFP are those artistic talents that would prefer to 
work alone as opposed to being on a stage. they are portrayed as reserved and often preferring to 
be alone when exercising their artistic skills. Often those temperaments are noticed in professions 
such as song writing, fashion designing, painting and many more. 
 

3.4.2 Guardians 

 
Second Guardians who correlate with SJ group from the Myers Briggs Indicator. Guardians are 
concrete and organised. As described by Keirsey they are the temperament that has natural talent 
of managing both products and services. They possess the skills to supervise, maintain and supply 
their families and surrounding environment as well as professionally facilities and businesses. As 
to their traits Guardians are described as dependable, helpful and hardworking. They are also 
loyal mates, responsible parents and stable and solid leaders. Guardians respect traditions, trust 
authority, join groups, seek security, dream justice and focus on credentials. Keirsey categorises 
Guardians into Administrators being proactive and Conservators as reactive. 
 
Administrators are being Supervisors as the expressive role variant and the Inspectors being the 
attentive. Supervisors ESTJ are those who establish procedures and track performance on people 
and the rules of the environment considering the rules and standards applying. Overseeing is a 
trait strongly held by Supervisors which empowers them in controlling, surveying and overseeing 
direct operations as well as ensuring compliance. Inspectors ISTJ on the other side often prefer 
to be taking part in activities behind the scenes. They are good at monitoring in great detail and 
supervising backend processes. As such they could be often described as editors, examiners, 
evaluators, judges, measurers, surveyors and more. 
 
Conservators are the friendly Guardians who are significantly well established as the ones who 
support and insure. Their role variants are Providers being expressive and Protectors as attentive. 
Providers ESFJ are those who dedicate their work in attribution to others and provide for others. 
They aspire from others success and welfare. Providers are sponsors, patrons, furnishers due to 
their outgoing public role. Protectors ISFJ on the other hand are the ones that employ their effort 
in shielding from dangers. Those would care for the physical safety of others and therefore embark 
on securing safety and security. 
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3.4.3 Idealists 

 
Third are Idealists who correlate with the NF group from the Myers Briggs Type Indicator. 
Idealists differ being passionate and considered by personal growth and development. Self-
discovery is important for them striving to develop their best by the means of consciousness and 
knowledge improvement. Idealists have affinity with work and collaboration for educating or 
consulting others. In which mission they stand out for inspiring and coaching others. Keirsey 
identifies Idealists being enthusiastic, true-self-seekers, pursuers of meaningful relationships and 
wisdom attainers. Ones that are being kind hearted and authentic. Possessing the ability to be 
trusting, spiritual trusting focused on personal journeys. As given those traits accomplish intense 
mates, nurturing parents and inspirational leaders from Idealists. Their sub-categories are the 
proactive Mentors and Advocates as being the reactive ones. 
 
Mentors is a role category that is for those who are found to follow simple and straight-forward 
agenda to direct others in their acting or thinking. Enthusiastic and charismatic Mentors have the 
ability to help and enable others in growth, offering guidance and support. Given the control they 
establish over people, Mentors are diplomatic and noble cause driven temperaments. The role 
variants of Mentors are Teachers as being expressive and Counsellors as the attentive. 
 
Teachers ENFJ are those known to have the ability to establish control over groups with 
confidence. This does apply to professions as teachers but it also does so to journalists, lecturers, 
therapists and other. The expressive nature of this temperament role variant is perceived by its 
own as a broadening, enlightening and illuminating role for others. Counsellors INFJ in contrast 
to Teachers are private in their approach mentoring. They are described as quiet but energised by 
great enthusiasm in sensing others needs and emotions. Counsellors possess the abilities to help 
others reach their inners-selves intending personal growth and discovery of well-being. 
 
Advocates as the informative sub-category of Idealists is presented by the role variants of 
Champions and Healers. Advocates are those Idealists that would feel comfortable in open-ended 
situations when they are an information source as opposed to the directions issuer. They give 
voice and express perspectives of different positions, beliefs and causes. Advocates are 
channelling others into their words and actions. They serve as ambassadors to those who can’t 
reach out. It is more typical for Advocates to maintain mediation that takin sides. 
 
Champions ENFP are the ones ready to experience all that considered meaningful and happening 
out there. Even more being outgoing Advocates is enchanting them to adopt, embrace, fight for, 
defend causes they become familiar with. Thus to inspire and encourage others. Healers INFP are 
the ones committed in the well-being of others surrounding them. Acting as inner peace guides 
Healers combine both spiritual and physical well-being motivations in their actions as such. 
 

3.4.4 Rationals 

 
Last and Fourth are the Rationals, which are correlating with the NT group from the Myers Briggs 
Type Indicator. Rationals have the temperament that has to key to solve the problems related to 
complex system problems that are comprising the world around. Being able to understand the 
nature of process and how things work Rationals are trow that have to ability to improve systems. 
Keirsey describes Rationals as pragmatic, sceptical and self-contained. Able to solve problems and 
analyse complexity. Being strong willed and independent, they are able to be reasonable mates 
and strategic leaders. Those are even-tempered personalities who seek knowledge, prize 
technology and dream of understanding how the world works. Rationals are subdivided by the 
categories of the proactive Coordinators and the reactive Engineers. 
 
Coordinators are those Rationals able to quickly judge and schedule. They asses precisely time 
and place given for a task execution. Coordinators gain confidence through time and don’t expect 
resistance or questioning. The two role variants of theirs are Fieldmarshals and Masterminds. 
Fieldmarshals ENTJ are those that construct precise structure of hierarchy that distributes 
command power and force mobilisation. Complex strategy actions involving variables such as 
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human resource and variety of materials are smoothly and precisely executed by Fieldmarshals. 
Hierarchical arrangement is one of the most powerful traits common for those temperaments. 
Masterminds INTJ are the type of Coordinators that is comprehensively and coherently 
sequencing operations considering schedules and other variables. Possessing the thorough 
understanding and view over complex systems they are able to plan and execute more than one 
strategy in the same time. Thus reaching defined objectives is a strength of those. 
 
Engineers as the second sub-category of Rationals is hosting those who are led by informative 
character into constructing the tools and objects in pursuing objectives. Their role-variants are 
being the expressive Inventors and the attentive Architects. Inventors ENTP employ themselves 
into prototyping more than in the actual design. They are outgoing Engineers who position 
functionality as their goal. To make sure their inventions are interacting in the real world, not just 
existing on paper, is vital for the temperament of Inventors. Architects INTP as the second role 
variant of Engineers are in contrast much more focused on the actual design of their work. Being 
the opposite of Inventors, they are reserved and often privately working individuals who are 
focused on elegance and coherence much more than functionality and real world interaction. 
 
Even though Keirsey used Myers Briggs Type Indicator as a foundation, there are a few important 
differences important to this research to be noted. KTS2 is focused on analysis behaviour and its 
drivers as opposed to the feelings and thoughts which MBTI has an agenda to discover. KTS2 is 
designed as a system field theory centred around the nature of temperament. 
 

4 League of Legends 

The following chapter will describe the basic game mechanics of League of Legends with a focus 
on the digital items that can be purchased in the game’s shop. The significance is to develop a 
basic understanding for the details that were described by the interview participants. The 
discussion about the genre of League of Legends or similar computer games like DoTA 2 by Valve 
and Heroes of the Storm by Blizzard Entertainment is an always ongoing discussion. These games 
combine a heavy player vs. player (PvP) focused game with real time strategy (RTS) and role-play 
(RP) elements, therefore it is difficult to precisely determine the genre of League of Legends. 
Ferrari (2013, p. 1) describes the game like this: 

League of Legends is a team-based, competitive eSport played in teams of five. 
Its genre characteristics are a mix of real-time strategy, tower defense, and 
computer roleplaying game 

The most common genre name, which is also used by RiotGames, is “a multiplayer online battle 
arena game (MOBA).” (RiotGames, 2015a). Therefore, MOBA will be the used term in this 
research. 

4.1 Game description 

League of Legends is a match-based game where teams of usually five players compete against 
each other. A typical match lasts 20 to 50 minutes and the goal of each team is to destroy the 
enemies main structure, the so called Nexus. The Nexus is surrounded by defensive structures 
and AI controlled minions are constantly send out with the assignment to destroy the enemies 
Nexus. The player takes the role of a summoner, which has to be levelled up to a maximum level 
of 30 over time. This summoner can take control of one of the currently 130 different champions 
every match and send him into the arena to battle the other champions. This vast amount of 
champion options is one of the main reasons why matches are very diverse in their nature 
depending on the picked champions.  
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Figure 2 - Screenshot from a match of League of Legends 

 
Figure 2 shows an in-game screenshot of the champion Annie (1), which is controlled by the 
player, currently attacking the enemies Master Yi (2). Every champion has different skills, items 
and attributes that can be seen in (3). The red squares and circles were added to simplify the 
orientation for the reader. Ferrari (2013) describes all stages of a typical League of Legends match 
and the history of MOBA for further details.  
  

1 

2 

3 
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4.2 The shop 

The digital items in League of Legends do not offer a competitive advantage in the game and are 
mostly to customise your favourite champions in the game, which reflects ”the process of creative 
expression by fashioning, adorning or otherwise personalizing something” (Luton, 2013).   
 

 

Figure 3 - Screenshot of the League of Legends player interface and the integrated shop. 

 
Figure 3 show the interface that players have available between matches. One of the options is to 
visit the shop (1), which is already opened in this screenshot. The shop consists of six different 
categories (2). Featured shows digital items that are new or currently on sale. Champions offers 
the possibility to buy not owned champions. Skins displays the possibilities to change the visual 
appearance of the champions that you own. Gameplay offers different boosts that can help 
levelling your summoner to the maximum level or gain interest points (see digital currency). 
Accessories shows miscellaneous things like the chat icon that others see of you in the chat. 
Bundles are offers of multiple skins and/or champions in a package for a better pricing than if 
bought individually. You always see your current wallet in the upper right corner (3). The left 
number shows the Riot Points (RP) and the right number shows the interest points (IP). A 
detailed explanation of how to obtain these points is following in the next section. 

4.2.1 Digital currencies 

There are two different currencies that are being used in League of Legends. The first one is called 
Interest Points (IP); they are obtained by playing the game and you earn a small amount of IP 
every game that you play. They can’t be bought directly for real money, but the amount earned 
can be enhanced by boosters that increase the gained IP for a certain amount of time or games. 
You can use IP to unlock different champions that you would like to play or game enhancing 
runes. Since these things do actually give competitive advantage, they can be earned by just 
playing without spending any money. The second currency that RiotGames uses are Riot Points 
(RP). RP have to be purchased and can be used in the whole shop that was shown in the section 
before.  

2 
3 

1 
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Figure 4 - Screenshot of the interface to purchase Riot Points 

 
This screenshot shows the interface to purchase Riot Points. The first step for a player is to select 
the preferred payment method (1) and then in a second step the amount of RP that the player 
would like to purchase. Spending more money on one purchase of RP gives you bonuses on the 
RP that you will receive in exchange for your money. The smallest amount is 350 RP for 2.50 Euro 
(140 RP per Euro) and the largest amount spendable in one purchase is 50 Euro for 8250 RP (165 
RP per Euro).  
 
 

 
 
The cheapest skin in May 2016 is Hextech Singed, purchasable for 260 RP, around 2 Euro, due to 
a 50% discount. The most expensive skin is at 3250 RP, which corresponds to roughly 20 Euro. 
These expensive skins are called legendary skins and are supposed to be rare between the players. 
They come not only with a different appearance, but also with new animations and sounds.  
 
 

1 2 

Figure 5 - Screenshots of the cheapest and the most expensive champion 
skins in May 2016. 
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4.2.2 Champion skins 

 
Most of the digital items offered in League of Legends are called skins. These are virtual 
appearance changes to individualise the champion. Skins don’t enhance the skills and abilities of 
your champion in any way except on a visual level. They can only be bought for RP and can vary 
the appearance of a champion vastly. As an example, the following pictures will show the 
alteration of one the champions that was shown before, Annie. She was one of the first champions 
that were available in the game and is therefore by now available in her default skin and in 
addition to that ten other skins that are obtainable by investing Riot Points.  
 

 

Figure 6 - Champion Annie with her bear Tibbers in the default skin (League of Legends Wiki, 
2016) 

 

 

Figure 7 - Four out of eleven skin options for Annie in a match (League of Legends Wiki, 2016) 

 

 

Figure 8 - The default and four skin variations of Annie 
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Figure 6 shows Annie in her default skin with the default animations (1). The pictures below show 
Annie in four purchasable appearances, first in the game and then the profile picture that you see 
during the loading screen of any match: (2) Frostfire Annie; (3) Reverse Annie, (4) Prom Queen 
Annie and (5) Goth Annie. 

5 Research Methodology 

This chapter outlines the chosen methods for this research and the reasoning and philosophy for 

selecting these methods. The adopted research philosophy is interpretivism and the qualitative 

research methods are semi-structured interviews, structured interviews and a conventional 

content analysis.  

5.1 Research Approach 

 
Saunders, Lewis, & Thornhill (2016) present five different research philosophies in business and 
management research that were taken into consideration during the design of this research: 
positivism, critical realism, interpretivism, postmodernism and pragmatism. Each of these 
philosophies can be distinguished in between by three research paradigms: ontology, 
epistemology and axiology. Ontology refers to the way that authors see the nature of reality. 
Epistemology contains the researchers’ assumptions about acceptable, legitimate and valid 
knowledge. Axiology takes into consideration the role of values and ethics in the research process 
(Saunders et al., 2016). Comparing the five philosophies and bearing in mind the three presented 
research paradigms, it was decided that the research paradigm for this study is of interpretative 
nature. “The purpose of interpretivist research is to create new, richer understanding and 
interpretations of social worlds and contexts” (Saunders et al., 2016, p. 140). Considering the 
purpose of this research being to explore and explain patterns between personality and the 
purchasing of digital items in League of Legends, interpretivism is the accurate research 
philosophy. It is supposed to provide new insights into this certain phenomenon by asking 
questions to individuals that have experience with the phenomenon. The suggested methods for 
interpretivism are “Typically inductive. Small samples, in-depth investigations, qualitative 
methods of analysis, but a range of data can be interpreted” (Saunders et al., 2016, p. 136). 
Consequently, the research is of an inductive nature and uses qualitative research methods. The 
researchers have deep knowledge of the selected phenomenon and expect to be able to get a more 
in-depth knowledge by being able to ask precise questions. Qualitative researchers try to “make 
sense of, or interpret, phenomena in terms of their meanings attributed by individuals” (Whitman 
& Woszczynski, 2003, p. 292).  

5.2 Data collection 

We conducted twelve interviews with League of Legends players in May 2016. The interviews were 
split in two parts and a multiple methods approach was used (Saunders et al., 2016). The first 
parts purpose was to answer the first research question on why people buy digital items in League 
of Legends. A semi-structured approach was used for the first part. The second part of the 
interviews was a structured interview through a verbally conducted questionnaire with the 
purpose of identifying the participants’ personality.  
 
The chosen sampling technique was volunteer sampling in form of self-selection (Saunders et al., 
2016) through sharing the invitation to be interviewed on the authors Facebook feed and creation 
of an event on Facebook. Playing or having played League of Legends was the limitation for the 
selection of the twelve participants. This was stated in the event and the authors post. Sign up was 
opened one week before the first interviews and you were able to sign up until the start of the 
interviews. 14 participants signed up in total, but two candidates did not show up for the 
interview. The group of participants that was generated through this sampling method was 
homogenous. All twelve participants were male and students at the Jönköping University. All 
participants had elaborate experience in League of Legends and played the game for at least three 
years. 
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The interviews took place in person at the Jönköping University and lasted around 45 minutes for 
each participant. Only one author was interviewing the participant at each of the interviews parts 
to achieve a similarity to a one to one situation in order to have the participant feel more 
comfortable to engage in a discussion.  
The interview was captured by audio-recording and note taking. The participants were informed 
that the interview will be recorded and the research will be published. They were also informed 
that they can cancel the interview at any point without stating a reason and that the participants 
will be anonymous in the publication. 
 

5.2.1 Semi-structured interviews 

Interviews can range from being unstructured to highly formalised with in-between solutions. 
One commonly used typology is to categorise interviews as structured interviews, semi-structured 
interviews and unstructured or in-depth interviews. The use of prepared questions may vary every 
interview, depending on the recipients answers. The type of interview should be picked on the 
research purpose. For the given exploratory, explanatory and evaluative research purpose, semi-
structured interviews are anticipated (Saunders et al., 2016). The participants were supposed to 
be able to “comfortably express their beliefs, opinions and experiences” (Guo & Barnes, 2009) in 
order to give a more in-depth view into League of Legends and especially into their purchasing of 
digital items within the game. 
 
Wengraf (2001) describes a similar approach. According to him, interviews can be unstructured, 
lightly structured, heavily structured or fully structured. In the design process of the session, the 
interviewer shall consider the reasoning of the research. In an inductive research, the interview 
should be more unstructured and in a deductive research more structured.  

Model-building
Theory-Building

Model-testing
Theory-testing

Heavily structuredLightly structured Fully structuredUnstructured

 

Figure 9 - Spectrum from Unstructured to Fully Structured Intervieweing and Possible 
Relationship to Phases in the Development of a Theory, Wengraf (2001). 

 
Since the purpose of this research is of explorative nature, the approach is semi-structured. 
Therefore, a question guideline was developed and practiced in beforehand to improve the 
capability to improvise questions according to the answers that participants give (Wengraf, 2001). 
The question guideline can be found in the appendix. 
 
 

5.2.2 Structured interview - Keirsey Temperament Sorter (KTS2) 

Structured interview is a standardised questionnaire based on a predefined set of questions. 
Usually they are filled by the respondent (Saunders et al., 2016). For the use of this study they are 
read aloud and the answer is marked on a standardised scoring sheet. This approach is selected 
to be the most appropriate, considering smooth integration of the structured interview in the data 
collection sessions, with the intention of streamlining the time spent per participant and 
enhancing the participants’ attention span. 
 Structured interviews are often used for quantitative data collection, however in this case they 
are employed as a tool for personality assessment of the respondents. 
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Keirsey Temperament Sorter was selected as the most present tool for assessing personality. It 
was found to be fairly fitting the time constraints of the structured interview part. The method 
was also preferred in comparison of the Myers-Briggs Indicator (I. B. M. M. H. . Myers et al., 1998) 
or the NEO Five-Factor Inventory (Costa, P.T., Jr. & McCrae, 1992) due to the intended depth and 
perspective described in the theoretical background chapter.  
 
In its core, KTS2 is a structured questionnaire that contains seventy closed questions all 
presenting the respondent two options to answer for each question. The answers are noted on a 
dedicated scoring card part of the test. The result is in the form of four letter combination XXXX 
that corresponds to different parts of the theory (Keirsey, 1998). Thus, personality assessment is 
done and insights about the respondents’ personalities are assessed for the purposes of this thesis. 
 
KTS2 was implemented as a second part of the empirical study of this thesis, which other half is 
a semi-structured interview, as stated above. The questionnaire was tested and timed before 
applying it to the empirical research done. This was carried out in order to assure its ease of use 
and to improve the experience of the interview facilitators. All the participants were presented 
with the structure, aim and relevant information at the beginning of the interview, as well as with 
the fact that all the result options are equal in value and none are negative or positive in meaning. 
The participants received their results after the KTS2 was conducted and the results were 
calculated by the means of the scoring cards. Participants remained anonymous. 

5.3 Content Analysis 

The research’s aim is to discover patterns across the primary data collected through the semi-
structured interviews. Therefore, conventional content analysis is used for the purpose of 
exploring user interview transcripts. Due to the nature of the phenomenon that the research is 
aimed at understanding, predefined categories are avoided as suggested by (Kondracki & 
Wellman, 2002). Categories and the names for them were constructed alongside. Inductive 
development design was adopted as proposed by (Mayring, 2000). The data from the conducted 
interviews was transcribed and translated into a written form of text. Further it was numerously 
read thoroughly to grasp the text as a whole (Tesch, 1990). Meaning units were derived then 
condensed. Codes were derived by the methods of abstraction. Those codes then sorted into 
categories. Uncovered relations between the latent meaning of the categories enabled the research 
to define themes (Morse & Field, 1995) 
The method was preferred over the options of performing directed content analysis in a deductive 
manner (Mayring, 2000) or summative content analysis and its keyword quantifying approach 
(Potter & Levine-Donnerstein, 1999). Accepted reasoning for the choice was the inductive nature 
of the study. 
 

6 Results 

This chapter particularises the processing of the qualitative data, that was gained during the 
conducted interviews, in a descriptive summary. Having adopted an interpretivist research 
philosophy, there is a need to make sense of the gathered data about the studied phenomenon. 
The data was transcribed subsequently after the interviews by making use of the produced audio-
recordings. A transcript summary, including citations, as a basis for the following content analysis 
will be presented as the results. The aim is to compress “long statements into briefer ones in which 
the main sense of what has been said or observed is rephrased in few words.” (Saunders et al., 
2016) Transcript summaries also enable the researcher to identify relationships between themes 
of interest, depending on the focus of the study (Saunders et al., 2016). The summary will be 
sorted by participants to provide a similar structure to the following content analysis.  
 
The majority of players started playing League of Legends before the release in 2009 during the 
beta or in the year after release. The newest player started to play in 2013. Every interviewed 
player spent money in League of Legends to purchase different digital items. The range of the 
money spent was from 400 to 6000 SEK. Most of the players executed their first purchase after 
half a year of game experience. Every respondent bought champion skins and five of them bought 
other digital items in addition. See also table 5. 
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Participant Types of items Plays 

since 
Money spent (SEK) First purchase 

1 Champion skins 2009 500 After a few 
years 

2 Champion skins 2013 3000 During the 
first year 

3 Champion skins 2011 1500 7 months 

4 Champion skins, ward skin, 
champions, boosts 

2011 2000 6 months 

5 Champion skins 2010 500 12 months 

6 Champion skins 2009 400 36 months 

7 Champion skins, rune 
pages 

2011 1500 - 2000 6 months 

8 Champion skins, 
champions 

2009 4000 6 months 

9 Champion skins 2010 700 6 months 

10 Champion skins 2009 3000 - 4000 18 months 

11 Champion skins, 
champions, boosts 

2010 5000 - 6000 6 months 

12 Champion skins, boosts, 
champions 

2009 3000 - 4000 First week 

Table 5 - Quantitative data complementing the interviews 
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6.1 Gaming and purchasing behaviour in League of Legends 

Participant 1 
 
The first participant answered on the question, if he has spent money on League of Legends: 

Sometimes, when they have sales and so on. Around Christmas and something 
like that. 

During holidays, Riot Games does often do campaigns for certain skins with reduced prices or 
offers a time limited assortment of special skins. He furthermore said that he plays for fun and 
it’s still the same feeling when he plays the champion with a purchased skin. He feels like some 
people think that they will be a better player with a champion skin, but he does not play like that. 
He described that other players might think that you are a better player, because you use a skin 
and on the other hand that you are new to the game and play bad, if you don’t own a skin.  
 
He says that he feels a bit appreciated when using his purchased skins, because he has something 
that others want to have as well, but he does not play differently. On the question why he bought 
the skin, he answered:  

They look cool and if you play the champion a lot, you’ll get bored with the 
normal skin and might want something else. And it’s fun to have another skin to 
play with. 

 
Participant 2 
 
On the question, if the second participant bought in a certain pattern, he answered: “Uhh, no. It 
was just like I felt like buying, so I bought.” The question, if he ever experienced reactions on the 
usage of skins, he answered by stating that there are often reactions. There are positive as well as 
negative reactions. The positive ones being comments that a skin looks nice and the negative ones 
being comments on playing under the other player’s expectations. The positive reactions motivate 
him playing League of Legends and he mostly ignores the negative comments.  
 
He assumed that there are actually gameplay advantages to some skins, because certain 
animations are harder to see for the enemy. But other times than with those skins, his gameplay 
is not influenced by the use of skins. 
 
Participant 3 
 
The third participant explained that he started playing the game, because it was free to play and 
after trying it, he enjoyed it, so he continued playing it. The question why he purchased skins was 
answered by:  

Like I said before, I buy them, because I think they look nice. That’s all. It’s 
nothing about “Oh, I am good with this champ” and I’ll buy it to make other 
people know that I am good with it. It’s simply purchased, because I think they 
look good. 

The participant described that there are often reactions to champion skins. Players expect other 
players to perform well in the game, if they use a skin, because they assume that they must be 
“kind of pro” with that champion. He explained that the other players behave bad in case that 
their expectation is not fulfilled. 
 
Positive reactions are statements like “oh, nice skin” and examples for negative comments that he 
gave are “oh, sell the skin” (which is not possible) or “stop playing”. He stated that people get 
“toxic”, which is an often used term for insulting or in other way bad behaving players. Asked, 
what the intention behind buying these skins was, he answered:  

Nothing really. Just I said before, I think it looks nice. That’s all. And if I have 
some cash over that month and I know that I can still keep on living without 
having any problems so then I can maybe spend a few bucks. 
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The question how he feels when he plays a champion with the skin, he answered: “Well, it’s just 
as I said before the looks and stuff. I like the animations.” He answered the question what he 
thinks about other players with champion skins:  
 

I always say that’s if you think it’s nice then you buy it. That’s what I believe, 
because you buy skins, because you think that it looks nice. Not because you 
want to show off or anything. 

 
He described that there is no actual difference between games that he uses a skin and games that 
he doesn’t. Sometimes he and his teammates make fun of other people in the team that don’t have 
a skin, but he says that they make sure that the others understand that it is just a joke. 
 
Participant 4  
 
Participant four answered the question what he bought with:  
 

Skins mostly, because when you play for a long time, you pick up the champs 
you want to play, so I don’t find buying champs for Riot points worth it, but the 
champs you really like playing, I want to buy skins for. Then I have double skins 
on some champs, because they get new ones, which I think look nicer. But the 
most champs I only have one skin for. The ones I like to play. 

 
And the question why, he answered with: “Because I think it’s fun to diversify how you look as 
well as me and my friends think that it’s fun to have some different skins and joke around with 
them. As well as some of the newer skins have some really cool visuals. So, if you want to play a 
champion a lot, you want it to look as good as it can.” On the follow-up question, if he would also 
have bought them without his mentioned friends he answered:  
 

Probably, yes. […] It’s fun to switch around and it gets less monotone, if you 
have some different visuals. 

 
He described some of his thoughts that he has about one of his favourite champions:  
 

I don’t have a skin for her and since I play her so much, maybe I should buy one. 
So, that’s in my mind. 

 
The participant was asked to describe his feeling towards players that use a purchased skin:  
 

Like you get a little bit more respect, if a player has a skin.  

Not always, but that influences your thought of how the player’s going to be.  

So, if someone doesn’t have a skin, you think a little bit less of them. 

 
He describes that he does not think about it when he plays with a skin. It’s nice to see, but he does 
not comment on it in general. He commented that it does not affect his gameplay, if he uses a skin 
or not. He is disappointed, if he forgets to select a skin, though owning one for the champion he 
uses in that match.  
 
Participant 5  
 
The question why the participant bought skins for the champions, he answered with:  
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I felt like it would be nice to have like… Defining characters on the champions 
that I played most. Like I would be able to choose whether I wanted the default 
skin or another skin to show that I actually play this champion a lot. I want to 
show that I know how to play. 

 
He described the changing game experience with: 
 

It doesn’t affect how I play; it just feels good to have a bit difference in the game. 

[…] but all this feels good to switch around the cosmetics of the champion. See if 
there are different like attack animations or stuff like that. Can hardly answer. 

 
He specified that players in general don’t react on skins in most of the times. There are sometimes 
positive comments on rare skins and curiosity on how to obtain them, because some of them are 
not obtainable anymore. He assumed that he does not play differently with or without skins, 
because he plays on multiple accounts and does not own skins on all these accounts. 
 
Participant 6  
 
The sixth participant joined the game shortly after release, but was not determined in the 
beginning. The interest grew when some friends started playing it too and then he “got really 
hooked”. He played at least ten hours per week for three years, but is nowadays almost inactive in 
League of Legends. On the question when he purchased his champions skins, he answered:  
 

Like there was some special holiday skins that I wanted to pick up or pretty 
much when I felt like “ok, this champion is pretty fun and I can enjoy playing it” 
and I want to like I think this skin looks nice and I want to get it. 

 
On the reason why he bought them, he answered:  
 

I pretty much felt like they look nice, it was like the cosmetic aspect of it. I like 
how they look, how they look in game and I think I could enjoy playing with it.” 
and “To get some new inspiration to continue playing the champion. 

 
He described that it is an indication that a player likes a champion, if she is in possession of a skin 
for that champion. So there is a major chance that that player has experience with that champion.  
On the question how he feels when he sees a skin and if it affects him, he answered: “Not 
personally. I see how it can affect people, but it didn’t affect me.” 
 
His description of others people experience is: 
 

People can like feel like they are cheap in a way for not investing in a skin. And 
in that sort of way. 

 
The follow up-question, if he’d describe it as pressure he answered with: “Yeah, a little bit.” 
He was asked to describe the difference in his own words:” Like…It’s like having a luxury car. 
Pretty much. Like when you see someone driving around in a luxury car and you have like a really 
old kind of like a Volvo. Old Volvo. And you feel like: “ok, that guy, I want to get that car, but I 
can’t get it right now or I don’t need to buy it, but I want to buy it anyways.”  
He stated that it does not affect his gameplay, if he uses a skin or not. 
 
Participant 7  
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Being asked what he bought in League of Legends, the seventh participant answered: 
 

I usually…Bring in some small amount of money when there is like limited time 
things.” And “When there are skins that are only available for a certain amount 
of time. I think that’s more fun to have than just regular things and yeah… 
Sometimes when there is discounts and stuff. 

He also bought some digital items that you can get without paying money for it and after a certain 
amount of games, but he decided to buy it for real money anyhow. The reason he named for this 
was:  
 

I know, but it takes a lot of time to grind.” He elaborated this more with: “And 
it was way too painful to grind all the IP for those rune pages. So, the reason 
was that I felt very limited in the picking phase. 

 
He says that he enjoys the game a lot, spends a lot of time with it and that there is actually no 
specific reason to purchase champion skins, but more a “why not?”-reason that led to the 
purchasing decision. Spending a small amount on a champion that he plays a couple of hours per 
week to enjoy the game more is just a small investment for more enjoyment. The question why he 
buys skins, he answered with: I can, might as well, get a cosmetic touch on it, so I enjoy the game 
more. Being asked what the intention on purchasing the skins was, he answered that it was to 
broaden his having fun and that he bought them on discount. He described it as:  
 

I can buy a bag of candy or a buy a champion skin. The bag of candy is gonna 
be gone, but the skin is gonna be there. 

 
He compared the skins that he has used for 4 or 5 years to the money that he spent on it and said 
that it is not that much money in comparison to the time spent with the skin. 
He was asked how he decides on which skins to buy:  
 

I guess it’s just a personal preference. Some people like darker color, I guess. I 
don’t know how. I just like it. I really can’t explain it. It’s like you like vanilla ice 
cream, but you don’t really know why. So it’s just a personal preference, I guess. 
Also the amount of cost, if it’s on sale, it might be more attractive to buy. 

 
He explained that he mostly buys them when there is an opportunity like a sale and it is a 
champion that he uses frequently. He would not buy a skin that is on sale just for the sake of 
collecting it, but not using it. He comments that some people would do this, but he doesn’t. The 
main reason why he plays are not the “super flashy” champion skins, but because he is playing 
with friends and “it’s super fun playing with my friends.” He states that skins are not enhancing 
the ability of a champion, but the movement might look smoother. He was asked to describe his 
thoughts during the time in the loading screen and what he thinks when he picks a certain skin. 
 

 I think it comes down to personal preference again […] it feels good sometimes 
[…] it doesn’t make the champion better or worse, but the feel of the champion 
can make it easier or hard to play, I think. 

 
Describing the thoughts about people that use purchased skins, he said:  
 

I can’t really judge a player or base an opinion on them having a skin or not. I 
don’t think so. I’m just like “oh, cool skin”. And that’s that. 
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He said that he does not play more or less aggressive when using champion skins. It just changes 
the all-around feeling of the champion, but it does not affect the type of play. 
 
Participant 8 
 
Participant eight was asked, if the participant plays different with a skin. He answered that he 
doesn’t. It’s the “all-around feeling” that changes of the champion, but he does not play differently. 
He also stated that he rarely plays alone and mostly with friends. The reasons he had to buy skins 
was: 

Oh, the reason…Hmm. I kind of guess like... Even though the champion is the 
same, if you buy a new skin I think it’s kind of refreshing in a way and like just 
the visual. It looks better. Like obviously you buy it because you like the visuals. 
And when I play it, it feels like more fun again, I guess. 

I don’t know, it just feels good! I guess, for some skins it feels like it’s so much 
cooler. 

Yeah, sometimes when I play a champion a lot it feels like if I buy a skin, it’s I’m 
kind of like a bit more unique or I’m not part of the like…everyone, I guess. It 
feels like…Yeah. When I get good in a champion I feel like “ahh, I guess I want a 
skin on that champion”, I guess. It feels better like when I play him it’s like I’m a 
bit more…better or special. And also with the mentality from before that if you 
play a lot and you have a skin then you’re good and I guess I still have that kind 
of mentality.  

When he described the experience he said that “It just feels a lot better.” 
 
He does not think much about skins during the game. He guesses that a player hasn’t played a 
champion a lot, if you don’t own a skin for him. It became much more regular than it used to be 
and people possess more skins in general. He says that it does not change the game, but people 
just like the change of visuals. 

I would say I enjoy it, when I play him and I still like it, but after a few games, I 
often I’m like “I don’t want to play him that much anymore, but fuck I bought 
it…” It’s not really like really regret, like really really regret, but it’s more like 
maybe I shouldn’t… 

Yeah, in general…It’s like yeah I have that skin, I want to play him now. More 
than I could play better champs. 

I would think that…Ye…I don’t lose anything, if I use that in League of Legends 
or any other free to play game instead, because I’m used to it. […] But yeah that’s 
kind of my mentality I would say and also because there are so many micro 
transactions like sometimes you buy. 

He described that his game experience changed in the beginning, but after a while, like a week, it 
does not feel different anymore. It was unique to have a skin at first, but it becomes normal after 
a while and then he changes back to the default skin to have that uniqueness again.  
 
Reactions that he described were positive and negative. Some people would say “good skin” or 
similar things in the game chat, but he mostly ignores the chat, because the community is 
sometimes very abrasive. The positive comments were more in the beginning, because skins were 
not that common as they are nowadays. He said that when you had a skin and you did not fulfil 
the expectations that players had to players that use a skin, the harassment would be stronger or 
happen more frequently. Also you are more vulnerable to harassment, because you invested the 
money, because you thought that you are good with that champion and it is harder to disappoint 
your team then. 
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He said that he likes the concept art of the skins and is a fan of game design. He enjoys fantasy 
worlds and their art and says that it is just subjective to enjoy these things. “Yes, I appreciate the 
design of the skins.”, because he freelances as a graphic designer. 
 
Participant 9 
 
After being asked about his intention that he had when he purchase the skins, he said that he is 
not the kind of person that needs to have all skins, but he really wanted to have them for some of 
his favourite champions. And since you can only get them by spending money, he had to invest 
the money. As reasons for buying the skins, he said that: “Just a bit more fun in the game. Like 
enjoy it a bit more, not much but just for fun.” and “I didn’t expect to become a better player or 
anything like that, so just for fun.” 
 
He also described another situation in detail that he had with his friends. You have the possibility 
to gift other players for a price that is below the average of a skin, but the skin that the other 
players gets is randomised. He described it as “real fun” and he and his friends “just had a blast”. 
They traded every day and saw it as an opportunity to get skins cheaper instead of paying the full 
price for these skins. 

It got out of hand one winter though when they had these…You could send gifts 
to each other and then we bought quite a lot. 

Every day we would trade and we saw it not all for fun, but also as an 
opportunity to overcome more expensive skins without paying the full price. 

 
Describing this situation further, he said that it was not just for the profit, but for the fun of 
trading. Furthermore, it was also successful from his point of view and he got some skins that he 
really wanted. The group dynamic was described as nice and they “were all laughing together.”  
 
When it comes to the experience change in the game, he described that there is no change: 
“For me playing without skins and with skins…No. No difference at all.” Asking more thoroughly, 
if he thinks about it at all, he said that he sometimes thinks about them in the loading screen and 
it felt a bit more enjoyable when he saw that he could use these skins that he really wanted to 
have.  
  

Describing his thoughts about the skins, he explained how his thoughts changed 
over the years:  At the beginning you reacted “oh, he got a super expensive skin 
or a rare skin”, but nowadays, I matured pretty fast and during the gymnasium 
I understood that skins really have nothing to do with it. Even a few have ten or 
thousand skins… or none. 

He says that he still recognizes them, but only with a glance and nothing more. It seems to be 
nothing special anymore. 
 
He described that he experienced positive and negative reactions towards players using a skin. 
The positive being comments like “nice skin”, the negative ones being harassment by other 
players, if you don’t perform well in a game.  
 
All in all, he does not think that it influences his game performance: “Do you think that you play 
differently? No.” 
 
Participant 10 
 
The reasons that participant ten gave us for purchasing champion skins were: “It makes a 
difference and it makes the champion feel more personal.”, “And basically it feels better playing, 
because there are better effects also.” and “Yeah. It looks cooler” 
 
He said that some of the skins are really well made and he picks them by looks. He sometimes 
waits for them being on sale until he buys them. “So, you mostly buy on sale? Yeah.” 
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He also stated that it does not change the game itself, just the feeling he has while playing.  

 How do the skins affect playing the game?  It doesn’t. It doesn’t really. You feel 
better, as I said before, but I don’t think my game style changes with skins. Yeah. 

Participant 11 
The reasons that participant eleven gave us for buying champion skins was: 

I like the comedy touch of the skins. […] Other reasons I bought skins was, they 
were on sale and they looked pretty good, so… was a catch. But some champions 
also look terrible, absolutely terrible. 

He described that he bought gifting boxes with his friends and traded them in exchange for a gift. 
You can gift other player random champions. He said that got a lot of random skins through this 
procedure. His main reason for purchasing skins was:   

Reason I bought it was I think mainly because I could spare the money. I could 
afford it. But also…I think it adds a nice touch to the characters. That is…on a 
champion I play a lot. That’s when I buy the skins. 

 And he states that he spent a lot of money on the gifting:  

“Yeah. But then the gifting came and shit like that. Started buying that for.” 

He describes that his approach to the game is different, depending on the skin that he uses. There 
are skins that he uses to mock the enemies, which he described before with a comedy approach to 
the game. His final statement during the interview was that skins actually mean nothing and don’t 
give you any advantage, but people still have them.  
 

Participant 12 
 
Participant twelve illustrated that it is a competition between people, no matter what it is about. 
He compared it to things that you want in real life and then brag about it. So, he described it as 
“pretty much the same”.  

So, we were basically just buying skins, skins, skins, skins and champions. 

He was asked, if it has something to do with self-presentation or and he answered straight out: “I 
would say so! Like clothing in real life, but online.” 
Being asked, if there are any other reasons why he buys, he said “I don’t really think so. It’s mostly 
the status symbol.” 
He described the sales and said that he often bought skins without a certain reason. He just bought 
them because they were on sale although he didn’t really want these skins in particular before. He 
often bought skins just to win the competition against his friends about who owns the most skins.  

So, it was basically a competition who could use the most money in a virtual 
reality. 

It is supposed to be more than just changing the clothing and changing the skins makes the game 
in general more interesting. He owns all skins for some champions that he plays most and he likes 
to shuffle them around. When he used to play a lot, he was often playing the same champion for 
ten games in a row and changing the skin was a good change of experience.  
 
He outlined that it is still a bad experience when he plays a champion without a skin, so he feels 
like a “noob”, which is a new player to the game, and he feels “really bad, still, six years after”.  
He says that his skin reflects himself just like he thinks about others and their skins. He has more 
respect for players with an expensive skins and he immediately notices it, if a player does not have 
a skin and degrades this player.  
 
He described the situation that his parents asked him what he spent the money on and he said 
that the reasons he gave them was that “it looks cool.” He said that he was honest about it and 
told them that it is a bit of a status symbol and explained them that he does not spend that money 
on expensive clothing instead, but rather on these skins. “It’s the same thing, really.” 
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He still manages to notice the change in a skin every game and actively explores differences 
between the different designs and still discovers new things. He doesn’t know, if he actually plays 
different without a skin, because he barely plays without skins anymore.  
 

6.2 Personality test 

Table 6 is representing the results of the KTS2. All the results that appeared in the scoring sheets 
are in the form of four letters as previously explained in the Theoretical Framework chapter. Some 
results have undefined scales identified by the letter “X”. Those are considered as Unidentified. 
The results from the scoring sheets were also assigned to the specific temperaments according to 
the applied Keirsey Temperament Theory elaborated in the Theoretical Framework Chapter. 
 

Participant Personality code Temperament 

1 ISFJ Guardian Protector 

2 EXXP Undefined 

3 ESTP Artisan Killer 

4 ISTJ Guardian Inspector 

5 ESFJ Guardian Provider 

6 ISTJ Guardian Inspector 

7 ESXJ Guardian 

8 INFJ Idealist Counselor 

9 XNXX Undefined 

10 ESXX Guardian or Artisan 

11 ESTJ Guardian Supervisor 

12 EXTJ Guardian or Rational 

Table 6 - KTS2 results 

7 Analysis 

 
All the data collected from the interview sessions was processed. As a result of which a transcript 
of the semi-structured interviews was created and analysed. As already seen in the results, some 
key units of the interviews were quoted and others contextually summarised. This analysis is 
focused on the interpreting, understanding and aligning the results to the research context. For 
the analysis of the semi-structured part of the interviews, several content analysis methods were 
considered and the conventional content analysis was selected as the research method. (Hsieh, 
2005; Patton, 2001) 
 
First meaning units were selected throughout many iterative listening of the recorded interviews 
and transcripts readings. Interpretation of the interview transcripts took key role in the selection 
of meaningful units for the analysis. Both the interpreters who took part in the process are context 
aware to a high fidelity degree. Main criteria in the search of an answer to the first research 
question is the pursuing of qualitative data characterising stimuli. Since the structure of the 
content analysis performed has a tree structure the first two lowest levels of interpretation are 
being “Meaning units” and “Condensed meaning” as columns one and two. At those levels only 
filtering and refining of the data set is performed. 
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The first abstraction of data and in its more diverse state is observed in the “Code” column. 
Furthermore, those codes were grouped in lager lower fidelity categories in the “Category” 
column, lastly forming the “Theme”. 
 
Three themes were discovered during the analysis of the collected data: "personal satisfaction", 
"social pressure" and "purchasing pragmatism". Looking at the “Theme” section first starting with 
“purchasing pragmatism” is uncovering a specific tendency of purchase reasoning. Hosting the 
category “sales” participants expressed their intention and action of purchasing as mostly 
rational. This behaviour is stated as driven because of the lower prices and/or opportunity for 
obtaining more quantity for less money value. This phenomenon is considered as not relevant to 
research question number two across the dataset due to two reasons. First it is discovered only in 
four out of twelve respondents and alongside another argument. Second the stimuli of purchasing 
during sales periods is not a subject of interest for the research due to the contradiction of the 
terminology of usage for the second research question. 
 
Another theme which the analysis identified is “social pressure”. Mentioned by four out of twelve 
participants this theme is identified by the codes in category “status statement”. The nature of 
multiplayer online games brings the importance of the individual as part of a community or a 
smaller group of players that could be friends or occasional teammates. Some participants 
expressed their concern of inferiority as they are part of a such group or community. This concern 
is regarding how they reflected through their digital image, in that case the digital items, in 
particular champion skins. Other participants stated gifting as a purchase reason, which was 
categorised as social influence as well. 
 
“Personal satisfaction” is the theme that was identified across all the participants from the sample. 
It holds the categories of “better experience”, “appealing”, “impulsive purchase” and” diversity”. 
Appealing was abstracted from the meaningful units in which participants gave as a swift response 
to the question “Why did you buy skins?”. Those answers contain their bias towards the looks of 
the digital items - skins. Perceived as visual enhancement to the experience, the aesthetic appeal 
led to smaller categories given such as “impulsive purchase”; “diversity” and better experience”. 
The meaning units behind this theme comprise the main motivations of the participants from the 
sample. All of them were seen as intrinsic stimuli. This leads to the second research question 
“What connections to personality theory can be discovered in the purchasing of digital items in 
League of Legends?” It is important to point out that Park & Lee (2011) reach almost identical 
conclusions. This is an important similarity due to the different methodology used by this research 
and Park & Lee (2011), one being qualitative and the other being quantitative. This similarity is 
enhancing the conventional content analysis findings in aspects of credibility and validity. 
 
In the second part of the interviews is the Keirsey Temperament Sorter2. This tool allowed 
identifying the personality types of the respondents, with the intention to allow further 
understanding of their previous answers of the semi-structured interview. It is expected that 
certain similarities with the personality descriptions briefly mentioned in the theoretical  
background part will be found. 
 
After answering the structured questionnaire KTS2 as seen on table 6, the personalities of the 
participants were assessed. Since the trait inventories are representing the higher value on the 
scale some might appear equal and therefore undefined. In order to be defined, those scales 
required additional assessment, outside the scope of this study. The defined ones were assigned 
to their descriptions in detail (Keirsey, 1998) Hence, the transcript record of the participants was 
aligned to their personality description, through careful iterative reading. No similarities were 
discovered between the results from the semi-structured interview and the temperament 
descriptions. The dataset being the temperaments of the participants and their inventories in 
Keirsey Temperament theory, are diverse enough to allow broad coverage and deep exploration. 
The temperament descriptions are found to be insufficient in the context of digital environments. 
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Conventional content analysis 

Meaning unit 
Condensed 

meaning unit 
Code Category Theme 

Participant 1 

“Sometimes, when 
they have sales and 
so on. Around 
Christmas and 
something like 
that.” 

sometimes when 
there are sales 
on 

when there are 
sales 

sales purchasing 
pragmatism 

"I feel like some 
people have a 
thinking will be a 
better player just 
because you bought 
a skin, but I don’t 
play like that." 

some people 
think you are 
better player 
when having a 
skin but I don’t  

better when 
having  skin 

better 
experience 

“They look cool.” the looks are 
cool 

cool looks appealing personal 
satisfaction 

“If you play the 
champion a lot, 
you’ll get bored 
with the normal 
skin and might 
want something 
else. And it’s fun to 
have another skin 
to play with.” 

Playing a lot 
with a champion 
default skin is 
boring therefore 
its fun to have 
another one - 
new 

default skin is 
boring 

better 
experience 

Participant 2 

 It was just like I 
felt like buying, so I 
bought.” 

I felt I want to 
buy  

felt buying impulsive 
purchase 

personal 
satisfaction 
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Conventional content analysis 

Meaning unit 
Condensed 

meaning unit 
Code Category Theme 

Participant3 

"I buy them, 
because I think they 
look nice" 

I buy because 
they are nice  

skins are nice appealing personal 
satisfaction 

"It’s simply 
purchased, because 
I think they look 
good.” 

I buy because 
they look good 

skins look good 

"Just I said before, I 
think it looks nice. 
That’s all. " 

I think they look 
nice 

skins look nice 

"Well, it’s just as I 
said before the 
looks and stuff." 

It is the looks of 
the skins  

skins looks 

"I always say that’s 
if you think it’s nice 
then you buy it." 

If it’s nice you 
need to have it  

skins are nice 

Participant 4 

"Because I think it’s 
fun to diversify how 
you look as well as 
me and my friends" 

the diversity of 
looks is the main 
reason  

diversity of looks diversity  personal 
satisfaction 

"As well as some of 
the newer skins 
have some really 
cool visuals." 

some skins have 
really cool 
visuals 

skins have cool 
visuals 

appealing 

"It’s fun to switch 
around and it gets 
less monotone" 

its fun to have 
more skins when 
it gets monotone  

it is fun to have 
more 

diversity  

"I don’t have a skin 
for her and since I 
play her so much, 
maybe I should buy 
one. " 

I play her a lot 
so I bought a 
skin 

play a lot have a 
skin 

better 
experience 

"Like you get a little 
bit more respect, if 
a player has a skin." 

you get more 
respect if you 
have a skin  

more respect 
with a skin 

status statement social pressure 
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Conventional content analysis 

Meaning unit 
Condensed 

meaning unit 
Code Category Theme 

Participant 5 

"Then it doesn’t 
affect how I play, it 
just feels good to 
have a bit difference 
in the game." 

It feels good to 
have a bit of 
difference in the 
game 

diversity feels 
good 

diversity  personal 
satisfaction 

"but all this feels 
good to switch 
around the 
cosmetics of the 
champion. See if 
there are different 
like attack 
animations or stuff 
like that." 

It feels good to 
switch the 
cosmetics and 
have different 
animations or 
other effects 

feels good to 
switch cosmetics 

Participant 6 

"ok, this champion 
is pretty fun and I 
can enjoy playing it 
and I want to like I 
think this skin looks 
nice and I want to 
get it." 

I like this 
champion and I 
want to have a 
skin that looks 
nice on it and I 
want to buy it  

likes the 
champion buys a 
skin  

better 
experience 

personal 
satisfaction 

"I pretty much felt 
like they look nice" 

I felt they look 
nice 

skins look nice appealing 

"To get some new 
inspiration to 
continue playing 
the champion." 

I got some 
inspiration to 
play more 

more inspiration better 
experience 

People can like feel 
like they are cheap 
in a way for not 
investing in a skin. 
And in that sort of 
way. 

people can feel 
cheap for not 
buying a skin 

feel cheep for 
not buying 

status statement social pressure 

Pressured? Yeah, a 
little bit. 

I felt pressured pressure status statement 
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Conventional content analysis 

Meaning unit 
Condensed 

meaning unit 
Code Category Theme 

Participant 7 

"I know, but it takes 
a lot of time to 
grind." 

It takes a lot of 
time to grind 

takes a lot of 
time to grind 

 pragmatism 

"I can, might as 
well, get a cosmetic 
touch on it, so I 
enjoy the game 
more, I guess." 

I might buy a 
cosmetic to 
enjoy the game 
more 

buy to enjoy the 
game 

better 
experience 

personal 
satisfaction 

Participant 8 

"Even though the 
champion is the 
same, if you buy a 
new skin I think it’s 
kind of refreshing 
in a way and like 
just the visual." 

Buying a new 
skin is 
refreshing  

buying a skins is 
refreshing 

better 
experience 

personal 
satisfaction 

"And when I play it, 
it feels like more 
fun again" 

It feels more fun 
to play again  

more fun to play  

"I don’t know, it 
just feels good! I 
guess, for some 
skins it feels like it’s 
so much cooler." 

It feels good and 
much cooler 
with some skins  

feels good  

"It just feels a lot 
better." 

It feels better feels better 

"Yeah, sometimes 
when I play a 
champion a lot it 
feels like if I buy a 
skin, it’s I’m kind of 
like a bit more 
unique" 

when I play a 
champion with a 
skin I feel 
unique 

feels unique status statement social pressure 
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Conventional content analysis 

Meaning unit 
Condensed 

meaning unit 
Code Category Theme 

Participant 9 

"Just a bit more fun 
in the game. Like 
enjoy it a bit more, 
not much but just 
for fun." 

Enjoy the game 
more and have 
more fun 

enjoy the game 
more 

better 
experience 

personal 
satisfaction 

"It got out of hand 
one winter though 
when they had 
these…You could 
send gifts to each 
other and then we 
bought quite a lot." 

We bought a lot 
when we could 
send gifts 

bought a lot to 
gift 

social reasoning social pressure 

Participant 10 

"It makes a 
difference and it 
makes the 
champion feel more 
personal." 

It makes the 
champion feel 
more personal 

feels more 
personal 

appealing personal 
satisfaction 

"And basically it 
feels better playing, 
because there are 
better effects also." 

It feels better 
because of the 
effects  

feels better 

"Yeah. It looks 
cooler" 

It looks cool looks cool 

"So you mostly buy 
on sale? Yeah." 

I buy mostly on 
sales 

buy on sales sales purchasing 
pragmatism 

"You feel better, as I 
said before, but I 
don’t think my 
game style changes 
with skins. Yeah.” 

it feels better but 
i don't think my 
game style 
changes when 
having skins  

feels better appealing personal 
satisfaction 

 

  



 

 37 

Conventional content analysis 

Meaning unit 
Condensed 

meaning unit 
Code Category Theme 

Participant 11 

"I like the comedy 
touch of the skins" 

I like the 
comedy touch.  

like the comedy appealing personal 
satisfaction 

"Other reasons I 
bought skins was, 
they were on sale 
and they looked 
pretty good, so… 
was a catch." 

other reasons to 
buy are if there 
is a sale and the 
skins look good  

sale and good 
looks  

sales and 
appealing  

personal 
satisfaction and 
purchasing 
pragmatism 

"But some 
champions also 
look terrible, 
absolutely terrible." 

some champions 
look terrible  

default 
champions are 
terrible 

appealing personal 
satisfaction 

"I think it adds a 
nice touch to the 
characters." 

it adds a nice 
touch to the 
character  

adds nice touch 

Participant 12 

"I would say so! 
Like clothing in real 
life, but online." 

it is like clothing 
in real life 

like clothing  appealing personal 
satisfaction 

"I think it’s often 
times when they are 
on sale and so on, 
you mainly just buy 
them for no 
purpose" 

I often buy them 
on sale  for no 
purpose  

buy on sale  sales purchasing 
pragmatism 

"I think some 
champions have 
like more than 
the…How do you 
say…the clothing." 

some champions 
have more than 
the clothing  

more than the 
clothing  

appealing personal 
satisfaction 
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8 Conclusion 

As seen in the previous chapter of this paper, there is a significant purchase decision factor 
discovered among the interview players: “personal satisfaction”. It is part of all the respondent’s 
motivations to purchase digital items, even more it is identified as an immediate response that 
occurred as natural to the game environment. Later when the personalities of the respondents 
were assessed this uncovered a diverse sample which widely tested the assumptions that the study 
makes. No common personality types were identified and therefore this did not reveal a pattern 
of connection to the theory. No similarities were traced back with the theory and traits inventories 
summarised in the theoretical background chapter. 
 
The research conducted is considered to be successful in terms of supplying enough data for 
analysis and drawing conclusions. Two research questions were proposed at the beginning and 
empirical research was conducted to collect and organise a viable dataset to analyse these research 
questions. After analysing the collected data, the research questions are being answered as 
follows: 
 
First on Question 1: “Why do players purchase digital items in the computer game League of 
Legends?” The study answers that the most significant decision factor is encoded in the “personal 
satisfaction” theme defined by the performed contend analysis. This as an outcome fits in the 
expectations from before the study was conducted. However, a few valuable insights were 
uncovered and emphasised. Social and pragmatic factors seem to be less influential than expected 
and appeared in lower quantity than within the sample of the empirical study. 
The nature of the answer of question one “personal satisfaction”, and finding it as a main driver 
for purchasing digital goods, presents the importance of understanding of intrinsic factors. Those 
are believed to be main interest when studying personality and it’s attributes as research question 
number two expects to proceed. However, in the case stated by this study the particular 
personality theory appears to find no evidence of connection. 
 
Second on Question 2: “What connections to personality theory can be discovered in the 
purchasing of digital items in League of Legends?”, which is a sequel of question one of the study, 
there is no connection discovered between personality theory applied and the purchasing 
intentions of players. This result might be hindered by the methods, approach and the limitations 
it presents. Language and the structure of the interview questions propose sensitive to 
misinterpreting data for the tools of content analysis of qualitative data. 
 

9 Discussion 

Results as they are enlisted in the section of the same name, were found to fit in the pre research 
expectations. The comprised dataset was found to be enough in providing material for analysis. 
The interviewed players expressed consistently “personal satisfaction” as a purchasing 
motivation. This study was found to support the results of Park & Lee (2011). However, the 
approach and methods used in both are different which would arguably propose a certain level of 
validity in the findings. 
 
Considering the second research question which extends and deepens the first one, this research 
reached a limitation in the possibility of providing grounds for building solid hypothesis. This is 
considered to be a relative limitation concerning the methods and their combination. The time 
limitation of the study did not allow agile adjustments and another iteration of the approach 
towards research question number two. 
 
Saunders et al. (2016) state different facets to judge the validity, reliability and transferability of 
a research.  This conducted research is reproducible in terms of reliability. All used methods are 
described and repeatable. In terms of validity, this research uses suggested qualitative methods 
for an interpretivistic research philosophy, the analysis was described and results are partially 
generalizable. The lack of triangulation or participant review can be seen as a weakness to the 
research validity.  
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In terms of generalisability, this research is not transferable to the whole gaming industry. It 
might be partially transferable to other massive online battle arena games (DoTA2, Heroes of the 
Storm, etc.), but would need another research for quantitative confirmation of the findings of the 
analysis. 
 
Implications for research in general expanded in comparison to the implications that were 
accounted before. The collected findings broadened and enriched the depth of understanding the 
topic, which allowed a more diverse perspective on the research questions. Furthermore, the 
findings enabled the research to discover more connections to the fields of personality science and 
traditional behaviour. However, all theories that the research considered as related and therefore 
explored seem to lack up-to date inventory to tackle the proposed research questions. This is 
where this study brings value in its stance to expose the vulnerability of the current insufficient 
knowledge base. The lack of presence is proposing development environment for the topic as a 
problem set that is exhibiting anomalistic behaviour. 
 
Considering the industry and the implications to be applied, this research is offering a powerful 
toolset for developing the free to play model. However, this toolset is still to be developed as this 
study is trying to find a direction for exploration and theory building. Many companies use the 
model even though it is representing a liability when it comes to constructing and predicting 
monetisation strategies. Better understanding of drivers will enhance the targeting when both 
designing and marketing game products. Hence, it can lead to product or service success. Previous 
research explored in this study is not revealing considerable insights for the industry to employ 
for its needs. This is considered as a developing topic, since the digital space introduces a new 
context and user behaviour. 
 
Future research is believed to be yet to reach its full potential as the research area is still immature 
and unexplored. A lot of what has been previously done in the areas of consumer behaviour and 
business models is still to be tested and applied in the gaming industry and the free to play model. 
Understanding the user’s intentions and motivation is key to building and monetising a successful 
business. This research proposes deep explorations of the factors driving players to purchase both 
individually and as a part of community. 
 
For further research, we propose various research directions: Gathering solid datasets for the 
usage of free to play models across the industry, test other consumer behaviour theories in free to 
play games and propose new models of consumer behaviour in the free to play environment.  
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11 Appendix 

11.1 Interview guide for semi-structured interviews 

##The polite phase ~5 mins 
Hello! 
Thank you! 
Anonymous, recorded, can cancel the interview at any time without a reason, uploaded on DIVA 
We will do a test on your player type in the end and we can give you the results, if you are 
interested.  
Drink coffee, eat pastry, help yourself! 
 
##Asking the right questions 
 
Tell us about your LoL experience? Are you playing these days or is it a game you used to play? 
How much? What? Why? 
 
Have you spent any money to purchase riot points? 
 Why did you (not) buy? 
 When first? What did you buy? Frequently? One time? 
 How much did you roughly spend on League of Legends? 
 
How do you feel playing the game with the skins? /How do you feel when other players play with 
skins and you don’t?  
 
How do other players react to your skins if so? 
 
* Do you think you play better with/without skins? * 
 
(Do you play other games? Which are free to play?) 
 
##The test ~15 to 20 mins 

 


