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Abstract 
 

 

“Are you what you play?” was an investigation of the possible relationship between 

personality type and video gaming preferences. This investigation was conducted 

through the quantitative analysis of data generated by a 61-person sample pool during 

November 2006. The sample pool was comprised largely of researchers’ friends and 

family members, as well as undergraduate game design students at the University of 

Salford. 

 

Data was collected via the administration of a two-part online survey. Part One was a 

15-question personality test based on the Big 5 factor model developed by academic 

and scientific researchers in the 1970s. Part Two was a nine-question survey about 

gaming preferences written specifically for this study and designed to gauge two 

particular aspects of gameplay: how gamers play, and why they play. Participants’ 

answers to these two survey components were keyed together in a database and 

analyzed for trends across the sample pool. 

 

The most significant finding of the study was a dominance of certain personality 

factors across the entire sample pool. Specifically, 47.5 percent more respondents fell 

into the Inquisitive category than its trait pair, Non-Inquisitive. In the Calm/Limbic trait 

pair, the Calm trait was represented 31.1 percent more often than the Limbic trait. And 

Organized respondents were 14.8 more common than their Unstructured counterparts.  

 

Other findings included a dominance of Reserved (paired with Social) and 

Unstructured (paired with Organized) traits amongst respondents who exhibited a high 

degree of game literacy (i.e., familiar with industry-standard game classifications). 

More generally, it was noted that respondents across all personality types expressed a 

preference for games within the action and adventure genres, followed by racing and 

RPG (role-playing). Least popular genres were almost universally quiz/trivia and 

rhythm/kinetic. 
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1. Introduction 
 

 

“Are you what you play?” was an investigation of the possible relationship between 

personality type and video gaming preferences. The primary aim of this study was to 

determine whether such a relationship exists, with the hope that any evidence of this 

nature might indicate areas for further research. Secondly – and admittedly beyond 

the scope of this project – it is hoped that such research might enable game 

designers to better reach their target audiences, and encourage financial support for 

experimental new games aimed at currently unserved (or underserved) markets. 

 

To achieve the stated goal of the study, two aspects of gameplay were identified for 

quantitative analysis: how gamers play, and why they play. These elements of 

gameplay were chosen foremost because of their relevance to current game design 

and marketing practices, and also because they afford clearly measurable methods 

of discovery. 

 

It was determined that the most effective approach to gathering useful data would be 

a two-part questionnaire, conducted online via a purpose-built website. Part One was 

a 15-question personality test based on the Big 5 factor model developed by 

academic and scientific researchers in the 1970s. Part Two was a nine-question 

survey about gaming preferences designed specifically for this study. Participants 

were asked to create an account and log in before completing the questionnaire, and 

each respondent’s answers to Part One and Part Two were keyed together in the 

database. This key system was later used to sort survey answers based on the 

personality type of participants. 

 

In the following sections further background will be given on academic and 

industry research into gaming demographics. More detailed explanation will be 

offered about the methods used in this study, including a discussion of the 

challenges posed by both the website construction and the selection of an 

appropriate personality test. Questionnaire results will then be presented and 

discussed, followed by conclusions and appendices. 
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2. Background 
 

 

With the rise of interactivity in all forms of media over the past 15 years, it is not 

surprising to discover that video games have become the best-selling form of media-

based entertainment in the world. In the United States alone, retail sales of video 

games for November 2006 were roughly $804 million – a 15 percent increase in 

sales from November 2005 (Sinclair, 2006). In comparison, Variety  reports that total 

US box office receipts for the period of 27 October to 23 November 2006 were $687 

million. 

 

Despite the ever-increasing popularity of video games, however, research indicates 

that the base group of players most responsible for driving game sales – typically 

referred to by industry and academic observers as Hardcore or Heavy gamers – 

makes up as little as 3 percent of the total video gaming population (NPD Group, 

2006). 

 

The demographics of this Hardcore base vary slightly from one study to the next, but 

an overall pattern exists: young and male. In the NPD study cited above, results 

indicated that 45 percent of NPD’s Heavy Gamer segment are between the ages of 

six and 17, and 79 percent are male. Demographic research conducted by game 

design consultants International Hobo (iHobo) found the group of gamers identified 

by iHobo as Hardcore to be 80 percent male and 80 percent under the age of 35 

(Bateman, 2002). 

 

While most demographically-based research into the video games market has 

tended to gauge purchasing and playing habits against only these two variables of 

age and gender (and sometimes income), a 1977 study conducted at North Carolina 

Central University and a more recent study by iHobo both attempted to determine if 

personality types might also influence gaming habits. 

 

In the 1977 NCCU study, 26 graduate students on a gaming course played and 

evaluated seven different simulation games, and also took the Myers-Briggs Type 

Indicator (MBTI), an industry-standard instrument that evaluates personality types 

across four different type factors (for a total of 16 distinct personality types). 



 
Are you what you play? Page 8/35 

Students’ evalations were then reviewed in relation to their personality types. The 

only significant finding of the NCCU study was within the Thinking/Feeling factor pair 

(see Appendix A for full description of Myers-Briggs factors and types), where 

“Thinking types preferred to make decisions based on data and logic while Feeling 

types tended to trust their emotions” (Pratt, 1978). 

 

The iHobo study was of similar design, using a 32-question Meyers-Briggs 

personality test and “a short questionnaire, used to determine elements such as 

game purchasing and playing habits” (Bateman and Boon, 2006, p. 54). Roughly 400 

gamers took part in the iHobo study, and follow-up interviews were conducted with 

approximately one-fifth of these participants. 

 

Findings of the iHobo study were extensive (though, as the authors note, very 

preliminary), and led to the construction of a eight-segment model of player types 

based on Myers-Briggs factors. Particularly relevant to the “Are you what you play?” 

study was the confimation of iHobo’s hypothesis that Introversion would be more 

highly represented across the entire sample pool than its factor pair, Extroversion. 

Also of interest was the discovery that while Hardcore and Casual player clusters 

exist within each of the four play styles identified by the study (Conquerer, Manager, 

Wanderer, Participant), the type of play preferred by the largest segment of iHobo’s 

test pool – Wanderer – is “currently poorly serviced by the game industry” (Bateman 

and Boon, 2006, p. 71). 
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3. Methods 
 

 

What follows is a comprehensive description of the decision-making process and 

steps taken to bring this project to fruition. First, in the Decisions section, is a 

discussion of the general organizational approach, an explanation and defense of 

the methods chosen, and finally an outline of which tasks were completed by each 

team member. 

 

Following this is a detailed description of the project's research instrument and the 

factors and obstacles implicated in its construction. The personality test, the gaming 

questionnaire, and the website are each given individual consideration, and 

illustrations of the website are provided. 

 

3.1 Decisions 
 

3.1.1 Organization 
 

At the very beginning of the project, it was decided that a meeting would take 

place every week for the members of the group to discuss important points and 

make decisions together. This meeting was scheduled on a regular basis, each 

Thursday at 1pm, although project deadlines sometimes required it to happen 

earlier or more often, especially at the beginning and the end of the project, 

when time was critical. 

 

The topics discussed depended on the phase the project was in: 

 

- Once a research question had been defined, the objectives were to decide 

on the method that would be used to answer the question, to determine a 

timeline of project benchmarks, and to assign tasks based on the skills of 

each group member. 

- Each week the members of the group then discussed the progression of 

each member’s work, answered new questions that emerged and made 

updates to the timeline if necessary. 
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- At the end of the project meetings became more frequent, as data needed 

to be analyzed and the contents of the presentation and the report precisely 

determined. 

 

3.1.2 Chosen methods 
 

As the goal of this study was to investigate a possible relationship between 

personality types and the games people play, it quickly became obvious that 

participants would have to take a personality test. It was then necessary either 

to identify an existent test that would be appropriate to the project, or to design 

one that suited the needs of this study. 

 

It was also decided that a survey would be designed to gauge people’s gaming 

affinities, that would allow for a comparison with their personality type. This 

survey would rely partly on a classification of game genres taken from a 

specialized website. 

 

While researching appropriate sizes and populations for the study’s testing 

pool, it became clear  that having a wide audience of all kinds of people would 

allow for a deeper analysis. A report published by the American Statistical 

Association states: 

A critical element in sample design and selection is defining the source 
of materials from which a sample can be chosen. This source, termed 
the sampling frame, generally is a list of some kind, such as a list of 
housing units in a city, a list of retail establishments in a county or a list 
of students in a university. (American Statistical Association, 1980) 
  

For the purpose of this survey people of various nationalities were sought, so 

long as they play video games. As the University of Salford is the home of 

students from many nationalities, it looked like the perfect sample pool. 

 

Using the Internet also appeared to be a worthwhile approach, as this would 

allow people from all around the world to participate. It was then decided to 

create a website to administrate this two-part survey. This website would have 

to be able to display the survey in many languages, however, to reduce the 

impact of language barrier. 

 



 
Are you what you play? Page 11/35 

Two ways of promoting the website were then adopted: via the Internet 

(through mailing lists and forums), and with printed posters. Marketing 

strategies such as discount coupons in some local video game stores were 

also considered, but due to time constraints were quickly given up. 

 

Along with this quantitative approach, game designers were expected to be 

interviewed to determine if personality types are currently taken into account in 

professional game design. Their answers would then have been compared to 

the results of the survey. This also could not be done, as the time for designing 

the interview and then waiting for and analysing the answers was lacking. 

 

3.2 Tasks sharing 
 

Tasks were divided according to each group member’s skills, some of them 

being very specific: 

 

- Jess used to be a journalist and thus has excellent research and writing 

skills; she therefore did most of the literature review and personality 

research. 

- Geoffrey and Xi Liu both study game design and thus designed most of the 

gaming survey. 

- Geoffrey has a computer science background and thus was in charge of the 

whole website. 

- Lian and Xi Liu both have a design background and were in charge of 

graphical requirements such as the design of the website and posters. 

- Jess and Geoffrey have the best writing skills, so they wrote the report. 

- Xi Liu has excellent speaking skills, thus she was in charge of the 

presentation. 

- Geoffrey translated the personality test and gaming survey into French. 

- Xi Liu and Lian did the Chinese translations. 

 

3.3 Setting up the survey 
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3.3.1 Selecting a personality test 
 

After researching to determine if there was an existent personality test that 

could be used for the purpose of this investigation, it appeared that only a few 

suited our needs and constraints. 

 

The gold standard of personality tests, the Myers-Briggs Type Indicator (MBTI), 

can only be administered by a licensed professional. The only licensed online 

provider is an organization called the Center for Applications of Psychological 

Type, which charges US$175 per person to administer the test. Their service 

includes a one-hour conference call with a professional to discuss the results. 

 

This was obviously not a financially feasible option, nor did the hour-long phone 

call suit the needs of this project. 

 

Apart from the MBTI, many free online personality tests exist. They posed 

several problems, however – specifically a lack of scientific grounding, and 

copyright restrictions.  

 

Only one testing model seemed to meet all of the requirements: the Big 5. The 

Big 5 relies on the fact that: 

most human personality traits can be boiled down to five broad 
dimensions of personality, regardless of language or culture. These five 
dimensions were derived by asking thousands of people hundreds of 
questions and then analyzing the data with a statistical procedure 
known as factor analysis. It is important to realize that the researchers 
did not set out to find five dimensions, but that five dimensions emerged 
from their analyses of the data. (Potter, 1997) 
 

This test is mainly used in scientific circles. 

 

The Big 5 personality dimensions are represented by five pairs of opposite 

factors, which are: 

 

- Reserved/Social 

- Limbic/Calm 

- Unstructured/Organized 

- Egocentric/Accomodating 

- Non-curious/Inquisitive 
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Each factor is identified by its first letter (marked in bold in the above list). 

Personailty tests designed around the Big 5 model generate a personality type 

made of 5 letters, each of which being a factor of a given pair (for example, 

RCOAI). 

 

We identified a test based on this model which the author had released for 

academic research free of charge: the Global 5-SLOAN test (Flynn, 2006). This 

test consists of 25 questions, each of which is a pair of antagonistic words. The 

subject is asked to indicate where s/he exists between those two words on a 

range of 1 to 7. 

 

Example: work  1 2 3 4 5 6 7  play 

 

However, for the purpose of this study it was determined that a 25-question test 

was too long, as people also had to take the gaming survey in addition to the 

personality test. Therefore the personality test was reduced to 15 questions. 

This had to be done with great care as the results of the test are calculated 

following a precise mathematical pattern. Each question is indeed linked to a 

factor pair and the right balance had to be preserved when revising the test. 

The maths also had to be adapted to fit to the new number of questions. (See 

Appendix B for original and revised tests, and maths used to truncate test. See 

Appendix D for final version of personality test.)  

  

In addition to the five-factor personality type, the test also identifies a primary 

factor amongst these five. However, since this study was interested in all facets 

of personality, it was decided not to include primary factors in the results. 

 

Please see Appendix C for a brief explanation of the 10 individual factors that 

comprise the Big 5 personality model. 

 

3.3.2 Designing the gaming survey 
 

The purpose of the gaming survey was to determine the kind of gamer each 

participant was. 
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It was designed in two steps: first, Xi Liu and Geoffrey were assigned come up 

with a draft, then the whole group discussed their work and made final 

decisions. 

 

One of the main difficulties encountered during the design process was that the 

survey at first was intended to apply to all kinds of games. The team was then 

advised by Jo Heeley to focus exclusively on video games, which thankfully 

resolved most of the remaining design issues. 

 

The survey (see Appendix D) was comprised of nine questions, both closed 

and open-ended. “Other” fields were sometimes used in closed-format 

questions, to compensate for a possible missing option in the list of answers 

provided. 

 

Questions were grouped by topic as much as possible. However, when 

grouping two questions was judged to be too demanding in terms of 

concentration required by the subject, this rule was broken. This is why 

question 1 (“Which genres of video games do you like?”, multiple choice) and 

question 4 (“Please state the name of your favourite game and indicate the 

genre(s) to which you think it belongs.”, open-ended) were not adjacent, 

although relating to the same topic (games genres). 

 

However, questions 1 to 4 constitute a thematic grouping, in that they are 

aimed at judging how people play based on the parameters of genre, 

experience and time. 

 

Questions 5 to 7 were about how people choose the games they play. Do they 

know what the game market has to offer and thus make their choice 

themselves or do they rely on other people? Are they likely to try games even if 

they think they will not like them? 

 

Question 8 and 9 were about the way people like to play in relation to other 

people. Do they like to play in isolation or in the presence of someone else? Do 

they prefer solo or multiplayer games, locally or online? Due to time 

constraints, the results of these two questions were not compared, although it 

would be worth looking for trends between the two. 
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In the end, some of the data that was collected was not analyzed or considered 

when preparing the Conclusions section of this report. This includes the 

demographic data collected during the registration process (gender, age and 

country of origin) and the answers to questions 6, 7 and 9. Question 6  asked: 

“Have you played any games that you didn’t think you would play, but ended up 

liking them?” and Question 7 was a follow-up that asked the subject to explain 

what s/he found enjoyable about one of these games. Question 9 asked 

whether the subject prefers to play solo, multiplayer, online multiplayer, or 

massively multiplayer online games.  

 

At a certain point, as the team was running out of time, it became critical that 

the survey was made available, even without knowing exactly how the data 

would be analysed. This is one of the consequences of having been too 

ambitious at the very beginning of the project. However, little time was wasted 

by asking respondents for this information. Analysis of the data, on the other 

hand, would have required more time than was available. 

 

Additionally, while sorting the results by gender, age or nationality would 

indeed have brought the project to a higher level of complexity, it would not 

necessarily have served the purpose of the study -- as the objectives were not 

to study factors that could influence personality but rather the factors that 

personality could influence. 

 

What is interesting to note is that the iHobo study was totally unknow to the 

group during the early phase of the project, when the study was being 

designed. The group only became aware of the iHobo study when it was 

brought to their attention by Richard Boon, game design teacher in the Creative 

Games course and co-author of 21st Century Game Design. It was a surprise 

to see how many similarities there were in the design of the two studies. 

 

3.3.3 The website 
 

People could take the survey via a website (http://whatyouplay.com) especially 

created for this research project. 
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This website offered the following main features: 

- Tools to easily and quickly create and edit surveys (for administrators only) 

- Option to choose the language in which to display the survey 

- Registration process with email authentication and personal account 

access 

- Statistics tools capable of exporting the results to CSV files (for making 

graphs creation easier via Excel) 

 

Languages offered on the website were English, French and Chinese. Spanish 

and Japanese were originally planned as options as well, but translation into 

these languages was not possible due to time constraints. 

 

The purpose of the registration process was at first to mitigate the possibility of 

a single subject taking the survey multiple times, and to ensure all the required 

information was provided (age, gender, country of origin). Whereas it could 

seem an excessive requirement for a survey (as many people are likely to 

refuse to give personal information), it appeared to have no real impact in the 

case of this study as the sample pool was mostly drawn from friends and 

relatives. Creative Games tutor Richard Boon also asked his undergraduate 

students to take the survey, which many of them did. 

 

It took one month to create the website. At first scheduled to be launched on 1 

November 2006,  the site finally went  live on 9 November. This delay was 

mainly because the time required to build the site exceeded original 

expectations. 

 

Prior to this date the website went through a preliminary (although quite short) 

testing period, where some people were asked to test it and to check if the 

French and Chinese translations were accurate. 

 

The website was online for 3 weeks, during which time 61 people took the 

survey. A promotional poster was created but due to a limited distribution (only 

two copies were displayed, in the School of Art and Design) its impact was very 

limited (if not null). An email was also sent to all the Creative 

Games/Technology students asking them to participate in the survey. 
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During this open survey time the team discussed the ways in which the data 

would be analysed, and created some statistical tools to export data from the 

website when the survey was concluded. These tools were designed to sort 

data by both personality type and personality factors for each question, and to 

extract answers to open-ended questions in a manner that was hoped to be 

manageable. 

 

The website was taken down on 1 December 2006. Results were then 

immediately tabulated and their analysis started.  

 

Below are screenshots of the personality test and the gaming survey as they 

appeared to people when accessing the website. 

 

 
 

Figure 1: The personality test 
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Figure 2: The gaming survey 
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4. Results/Discussion 
 

 
In this section relevant data resulting from the study is presented. These data are 

presented as tables and charts along with some comments under the following 

headings: 

 

4.1 Personality factor amongst gamers 

4.2 Types of Gamers 

4.3 Gaming Experiences 

4.4 Genres 

 

These are analysed below: 

 

4.1 Personality factor amongst gamers 
 

One of the goals of the survey was to distinguish different types of gamers.  Overall 

responses were analyzed to determine if one or more of the Big 5 factors showed 

up with notable frequency across the different factor pairs. 

 

Table 1 shows a comparison between the number of respondents for each factor 

pair. 

 

Factor 1 Number of 
respondents 

Factor 2 Number of 
respondents 

Difference 

R 32 S 29 4.9% 
L 21 C 40 31.1% 
U 26 O 35 14.8% 
E 28 A 33 8.2% 
N 16 I 45 47.5% 

Table 1: comparison of each personality factor pair 
 

 

The results indicate that most gamers in our survey are Inquisitive, Calm and 

Organized, as opposed to Non-curious, Limbic and Unstructured. 
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The I (Inquisitive) and C (Calm) factors however are far ahead their counterparts, 

with the I factor represented 47.5 percent more frequently than the Non-Inquisitive 

factor and the C factor occuring 31.1 percent more frequently than the Limbic 

factor.  The Organized/Unstructured factor pair shows a less significiant difference, 

with the O factor occuring 14.8 percent more frequently than the U factor. 

 

4.2 Types of Gamers 
 

Hardcore gamers buy and play a lot of games, know a lot about gaming 

conventions, are aware of what happens in the gaming world and usually prefer to 

play alone (meaning, with no one else in the room). In contrast, casual gamers play 

few games but may play them a lot, rely on other people to know about games, and 

like to share the gaming experience. (Bateman and Boon, 2006, p16).   

 

Through the survey we sought to identify which of these two categories 

respondents fit into using the following criteria:  
 

4.2.1 Average play time in hours per week 
 

People were asked about their average weekly playtime, ranging from less 

than one hour to more than thirty hours. 
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Figure 3 : overall average play time per week (in hours) 

 

Figure 2 shows that the higher the play time, the lower the percent of people. 

By referring to the definition given above, we know that both hardcore and 

casual gamers can play a long amount of time. But people who play only a 

small amount of time are certainly casual gamers. This suggests that most 

players in this sample pool are casual gamers, as hardcore gamers are known 

to play a lot. 

 

Figures 4 and 5 present the number of respondents of each personality factor 

who play less than one hour and more than 30 hours. Intermediate graphs 

were not included as they showed no particular exception. 
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Figure 4: people playing less that 1 hour a week by personality factor 
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Figure 5: people playing more than 30 hours a week by personality factor 
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When looking more precisely at the average play time by personality factor 

(Figures 4 and 5), the same trends can be observed, with only a few 

anomalous spikes, and always in adjacent categories. One factor however 

tends to show a preference for short play times, the A (Accomodating) factor. 

 

4.2.2 Mode of Play  
 

As previously stated, hardcore gamers prefer to play in isolation whereas 

casual gamers prefer to play in the presence of other people. 

 

0

5

10

15

20

25
R

S

L

C

U

O

E

A

N

I

alone

with people

 
Figure 6: mode of play by personality factor 

 

It appears that only one factor widely prefers to play alone rather than with 

people in the room: the U (Unorganized) factor. To a lesser extent, it is also the 

case for R (Reserved). 

 

Factors that appear to like playing in the company of other people are O and S, 

which are the counterparts of U and R. 
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It is interesting to notice that within the factor pairs, one factor usually tends to 

prefer to play alone whereas the other factor prefers to play with people.  

 

4.2.3 Keeping in touch with games 
 

Hardcore gamers are supposed to keep in touch with the gaming industry via 

specialized magazines, TV shows or websites whereas casual gamers rely on 

their friends and family and are informed by advertisements and via general 

magazines, TV shows or websites (Bateman and Boon, 2006, p. 20). 

 

No trends seemed to emerge from the results to this question (“How do you 

stay in touch with new games that are released?”), except that across all 

factors there is a clear preference for staying current via friends and specialist 

press. 

 

It is interesting to notice that eight people made use of the “other” option when 

answering this question. Amongst them, three answered “family” and three 

answered that they don’t stay particularly in touch with video game releases. 

These are two choices that could have been added to the list when designing 

the questionnaire. 

 

4.2.4 Game literate 
 

Hardcore gamers are game literate, which means they are familiar with 

conventions of current games (Bateman and Boone, 2006, p. 16), and thus 

they should be able to correctly identify the genre of a game. 

 

In the gaming survey, people were asked to give the genre of their favourite 

game. Answers were then compared to the “official” genre of the game, as 

stated by two famous video game websites: http://www.gamespot.com (English) 

and http://www.gamekult.com (French). 

 

Note: The point here is not to debate the exact genres of games, but to identify 

the personality types who are the most likely to use video games’ common 

vocabulary. 
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Figure 7 presents the percentage of correct answers for each personality 

factor. A distinction is made between people who identify a game exactly or 

only partly (which means that they identify correctly at least one part of the 

genre, i.e “action” in an “action/adventure” game). 
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Figure 7: game genre identification by personality factor 

 

The results show that none of the factors were able to identify the genre of the 

game with 100% accuracy more than 50% of the time, with the R  factor 

scoring highest (50%) and the U factor scoring lowest (30.8%). 

 

In contrast, when it comes to partial identification, U has the highest 

percentage (88.5%) and N the lowest (62.5%). R is second highest with 81.3%. 

 

This time results are quite in accordance with the iHobo study, as R seems to 

be the factor that matches the best with hardcore gamers characteristics. 

The fact that people whose personality type includes the U factor are very good 

at identifying genres partly but very bad when it comes to exact identification is 

quite interesting. When taking a closer look at their answers, it appears that 

they often give the correct genre but usually add another component to their 

definition (for example, when “Role-Playing Game” (RPG) would be enough, 

they add “Adventure”, which is redudant as RPG always include adventure). 
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4.2.5 Conclusion 
 

Whereas most of the time no specific Hardcore or Casual player trends can be 

ascribed to specific personality factors, the R and U factors seem to exhibit 

classic Hardcore characteristics in their knowledge of gaming conventions 

(genres). These findings are in accordance with the assumption that hardcore 

gamers are reserved and unstructured. 

 

4.3 Gaming experiences 
 

In the gaming survey, people were asked about the kind of experience they were 

looking for when playing a game. 

 

The results show that most people are looking for challenge, thrill and distraction 

more than anything else. Collaboration and contemplation are alway the lowest in 

the charts. Apart from that, no trends can be determined. 

 

No conclusions can then be made on whether a personality factor would be more 

likely to look for one particular gaming experience over another. 

 

4.4 Genres 
 

Whatever the factor, action and adventure are always the prefered genres (almost 

always followed by racing and RPG), and quiz/trivia and rhythm/kinetic are those 

that people like the least. 

 

Of all the factor pairs, the R/S pair seems to show the smallest differentiation 

between the two factors when ranking favorite genres. The biggest difference for 

most answers are between L and C, and N and I pairs. 
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5 Conclusions 
 

 

The purpose of this study was to discover a possible link between people’s 

personality type and the kind of video games they play. 

 

To reach this goal, a two-part survey was designed and administered through a 

dedicated website. Results were then analysed in search of relevant trends, and 

compared with the conclusions of the iHobo study. 

 

In the end no major trends emerged from the results that would qualify as 

scientifically valid findings. However, some observations could be made that would 

make hasty any denial of a possible relationship between personality types and 

video games preferences -- particularly given that these observations are in 

accordance with some of the iHobo study conclusions. 

 

Considering that the results presented in this report are only a part of those 

collected, and that 11 weeks (including only 2 weeks of analysis) is a very short 

amount of time to acquire a deep understanding of such a big amount of data – 

especially for four students with no experience in surveys administration -- it seems 

reasonable to say that there is room for a further look here. 

 

The data collected for this study could be used by other researchers or game 

designers, either for a similar study -- in which case it would be interesting to see if 

their conclusions are similar to those stated above -- or another topic of research 

(taking into account gender, age, country of origin for example). Further to that, the 

relationship between personality and game design appears to be one worthy of 

continued study by more experienced researchers. 
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Appendix A: Brief description of Myers-Briggs 
dichotomies 

 

 

FAVORITE WORLD (E/I) 

Extraversion (E): prefers to focus on the outer world 

Introversion (I): prefers to focus on own inner world 

 

INFORMATION (S/N) 

Sensing (S): prefers to focus on the basic information taken in 

Intuition (N): prefers to interpret and add meaning 

 

DECISIONS (T/F) 

Thinking (T): prefers to first look at logic and consistency 

Feeling (F): prefers to first look at the people and special circumstances 

 

STRUCTURE (J/P) 

Judging (J): prefers to get things decided 

Perceiving (P): prefers to stay open to new information and options 

 

 

source: MBTI® Manual: A Guide to the Development and Use of the Myers-Briggs 

Type Indicator 
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Appendix B: Explanation of revisions made to Big 5 
personality test (worksheet) 

 

 

ORIGINAL TEST QUESTIONS, COLOR-CODED BY FACTOR 

 

Red = Factor 1 

Orange = Factor 2 

Green = Factor 3 

Blue = Factor 4 

Purple = Factor 5 

 

1) work 1 2 3 4 5 6 7 play 

2) content 1 2 3 4 5 6 7 frustrated 

3) innovate 1 2 3 4 5 6 7 maintain 

4) group oriented 1 2 3 4 5 6 7 loner 

5) conceptual 1 2 3 4 5 6 7 tangible 

6) prepare 1 2 3 4 5 6 7 improvise 

7) relaxed 1 2 3 4 5 6 7 stressed 

8) push-over 1 2 3 4 5 6 7 stubborn 

9) spotlight 1 2 3 4 5 6 7 background 

10) charitable 1 2 3 4 5 6 7 challenger 

11) open 1 2 3 4 5 6 7 private 

12) clean 1 2 3 4 5 6 7 messy 

13) serve others 1 2 3 4 5 6 7 serve self 

14) theoretical 1 2 3 4 5 6 7 proven 

15) calm 1 2 3 4 5 6 7 worrying 

16) few fears 1 2 3 4 5 6 7 many fears 

17) punctual 1 2 3 4 5 6 7 late 

18) soft-hearted 1 2 3 4 5 6 7 toughminded 

19) outgoing 1 2 3 4 5 6 7 reserved 

20) ingenuity 1 2 3 4 5 6 7 common sense 

21) untroubled 1 2 3 4 5 6 7 anxious 

22) invent 1 2 3 4 5 6 7 build 

23) planned 1 2 3 4 5 6 7 unplanned 
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24) talkative 1 2 3 4 5 6 7 quiet 

25) compromise 1 2 3 4 5 6 7 hold ground 

 

 

REVISED (REDUCED) TEST QUESTIONS, COLOR-CODED BY FACTOR 

 

Red = Factor 1 

Orange = Factor 2 

Green = Factor 3 

Blue = Factor 4 

Purple = Factor 5 

 

1) work 1 2 3 4 5 6 7 play 

2) content 1 2 3 4 5 6 7 frustrated 

3) innovate 1 2 3 4 5 6 7 maintain 

4) group oriented 1 2 3 4 5 6 7 loner 

6) prepare 1 2 3 4 5 6 7 improvise 

7) relaxed 1 2 3 4 5 6 7 stressed 

9) spotlight 1 2 3 4 5 6 7 background 

10) charitable 1 2 3 4 5 6 7 challenger 

13) serve others 1 2 3 4 5 6 7 serve self 

14) theoretical 1 2 3 4 5 6 7 proven 

16) few fears 1 2 3 4 5 6 7 many fears 

17) punctual 1 2 3 4 5 6 7 late 

19) outgoing 1 2 3 4 5 6 7 reserved 

20) ingenuity 1 2 3 4 5 6 7 common sense 

25) compromise 1 2 3 4 5 6 7 hold ground 

 

The test is designed to gauge 5 personality factors. It also identifies a Primary Type 

among those five factors. 

 

There are 25 questions in the original test; 5 questions per factor. 

 

We have reduced the test to 15 questions; 3 questions per factor. Thus, we have 

eliminated 2 questions per factor, and adjusted the answer-key maths accordingly. 

Criteria for eliminating questions: unclear, repetitive 
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EXPLANATION OF REVISED MATHS FOR ANSWER KEY: 

 

Calculating the primary type: 

 

ORIGINAL KEY: If (35 - Lowest Factor Score) > Highest Factor score than that is the 

Primary Type. Otherwise the Highest Factor score is the Primary Type. 

 

REVISED KEY: If (21 - Lowest Factor Score) > Highest Factor score than that is the 

Primary Type. Otherwise the Highest Factor score is the Primary Type 

 

RATIONALE: In the original test, the highest possible score for any individual factor is 

35 (5 questions per factor x 7, which is the highest score per question = 35). In the 

revised test, the highest possible score for any individual factor is 21 (3 questions per 

factor x 7, which is the highest score per question = 21). 

 

 

CALCULATING INDIVIDUAL FACTORS: 

 

ORIGINAL KEY:  

If Factor 1 score is > 20 F1 = R 

If Factor 1 score is < 20 F1 = S 

 

REVISED KEY: 

If Factor 1 score is > 12 F1 = R 

If Factor 1 score is < 12 F1 = S 

 

RATIONALE:  In the original test, 20 is 57% of 35, which is the highest possible score 

for any individual factor. In the revised test, 12 is 57% of 21, which is the highest 

possible score for any individual factor. 
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Appendix C: Brief description of Big 5 factor pairs 
 

 

EXTROVERSION (S/R) 

Social: feel at ease interacting with to others 

Reserved: uncomfortable  with and/or disinterested in social interaction 

 

EMOTIONAL STABILITY (L/C) 

Limbic: prone to moodiness 

Calm: maintain level emotions 

 

ORDERLINESS (O/U) 

Organized: focused 

Unstructured: scattered 

 

ACCOMMODATION (A/E) 

Accommodating: live for others 

Egocentric: live for themselves 

 

INTELLECT (N/I) 

Non-curious: less intellectually driven 

Inquisitive: insatiable in their quest to know more 

 

 

source: Global 5-SLOAN Multidimensional Typing System,  
http://similarminds.com/sloan.html 
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Appendix D: The survey 
 

Global 5 / SLOAN Personality Test 

Select whichever number best reflects where you exist between each pair of words.  

The higher the number the more you associate with the right column word/phrase. The 

lower the number the more you associate with the left column word/phrase. Selecting 

number 4 puts you somewhere in between. 

 

1) work 1 2 3 4 5 6 7 play 

2) content 1 2 3 4 5 6 7 frustrated 

3) innovate 1 2 3 4 5 6 7 maintain 

4) group oriented 1 2 3 4 5 6 7 loner 

5) prepare 1 2 3 4 5 6 7 improvise 

6) relaxed 1 2 3 4 5 6 7 stressed 

7) spotlight 1 2 3 4 5 6 7 background 

8) charitable 1 2 3 4 5 6 7 challenger 

9) serve others 1 2 3 4 5 6 7 serve self 

10) theoretical 1 2 3 4 5 6 7 proven 

11) few fears 1 2 3 4 5 6 7 many fears 

12) punctual 1 2 3 4 5 6 7 late 

13) outgoing 1 2 3 4 5 6 7 reserved 

14) ingenuity 1 2 3 4 5 6 7 common sense 

15) compromise 1 2 3 4 5 6 7 hold ground 
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