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Summary 
This is a study looking into how digital games are played in 
Finland. The present report is based on a survey of 805 Finnish 
respondents, and it serves to provide a first quantitative over-
view of how different forms of play (traditional as well as digi-
tal ones) are organised in contemporary Finnish society on a 
more general level. This work is based on various previous 
qualitative studies of games and players, and it will also be 
followed by qualitative and in-depth studies of various player 
groups. The need for such research is related on societal and 
media changes: digital media, particularly the Internet and 
games are often claimed to be among the key arenas of infor-
mation society. At the same time, in popular discussion and in 
media, digital games and game players are often depicted in 
simplistic terms, and most often they remain just framed 
within the debates of harmful media effects and game vio-
lence. 

According to the findings of this study, the most commonly 
played digital game in Finland is computer version of classic 
card game, Solitaire. No single commercial video game or 
computer game series was close in popularity to Solitaire, 
which was the overall favourite of both men and women. Play-
ing of other digital games appeared more unequally distrib-
uted between genders. Women’s second most favourite game 
was The Sims game series, which is a simulation game focused 
on different aspects of human life. On the contrary, men were 
more drawn towards strategy, action and sports games. But 
digital games were actually not the most popular type of 
games currently played in Finland. 

After a principal component analysis of data which looked 
into playing habits of 17 different common types of games in 
Finland, a more high-level categorisation into four main game 
classes was produced. The category of traditional games con-
tains board, card, problem-solving and outdoor games. Money 
games include lottery, betting and slot machine games. The 
third category of digital games consists of mobile phone 
games, computer games, online money games, console games 
and handheld console games. And finally, engrossment games 
include traditional, live action and online role playing games, 
miniature war games and collectible card games. During the 
last month 66 % of the respondents reported playing tradi-
tional games, 59 % money games, 31 % digital games and 4 % 
engrossment games. According to this, Finland can be de-
scribed predominantly as an outdoors playing and betting 
country with love of classic types of card and board games, 
and where also digital game play is particularly focused on 
classic games such as Solitaire. The dominant media attention 
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on digital gamers as fans of violent shooter games appears 
therefore rather one-sided. 

This study also highlights the complexities involved in de-
fining “gamers”, and points how problematic are claims that 
make sweeping statements concerning all gamers in general. 
Digital play appears in multiple forms and in varying levels of 
intensity. Many people appear to play occasionally various 
digital games without thinking themselves as “gamers”. It is 
possible to ask people about their relation to digital games 
and get different answers, depending on how the question is 
framed. On the basis of our analysis, it is possible to report 
the proportion of digital gamers in Finnish population to be as 
low as 29 %, or as high as 75 % (if everyone who ever has 
played any digital game is taken into account). Our suggestion 
is that a rather reliable estimate might be that currently c. 53 
% of Finns can be described as digital gamers, in one way or 
another. More interesting than such general estimate, how-
ever, are the more specific forms that digital play takes 
among various groups of people. 

The amount of play also differs greatly. An average figure 
reported by all our respondents is 1.8 hours of digital play 
time per week. But the most typical (median) figure is zero, 
since the largest group of Finnish respondents reported no 
weekly digital play at all. On the other hand, among those 53 
% of respondents who could be categorised as gamers, the 
most typical playing time was two hours per week. In compari-
son, those who are self-acknowledged “game hobbyists” play 
on average 8.8 hours per week, and the most typical (median) 
response among them was five hours per week. These very ac-
tive gamers of digital games were predominantly men (75 %) 
and almost four out of five of them were between 15 to 34 
years of age. The intense playing of contemporary commercial 
digital games appears currently to be unevenly concentrated 
on young males. But, to challenge the stereotypes, there are 
also some female and older people who are fans of action 
games, and also the most casual, puzzle style games are 
sometimes played many hours per week. 

This study includes detailed analyses of such background 
factors as education, occupational and family situation and 
living area, as well of those people who play digital games and 
those who do not play. No significant differences were found; 
in these terms, digital game player can be “anyone”. On the 
other hand, there were significant differences in age and gen-
der, and digital game genres were gendered, meaning that 
men and women appear to play different kinds of games, with 
the exception of digital Solitaire, which is the most often 
played digital game among both men and women. Particularly 
younger men and women both appear to be often engaged in 
some form of digital play, but the intensive involvement typi-
cal of a “game fan” is mostly focused among young men. The 
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popularity of digital play decreases in close relation to age, 
and differences between younger “digital gamer generations” 
and older, non-digital generations are clear. Nevertheless, 
there are many individual exceptions to this rule. 

The final conclusions from this study are particularly fo-
cused on the concerns this kind of “digital games divide” 
evokes. Finland currently appears as a divided nation in terms 
of digital play: half of people play, half do not. The intense 
involvement in virtual game worlds appears even more un-
evenly focused on only young, predominantly younger people, 
while older people appear left out or uninterested in contem-
porary offerings from digital games industry. If such a cultural 
and social fracture continues to exist within the digital games 
cultures, it is not for the benefit of the future developments 
of digital gaming, nor is it for the benefit for the society and 
cultural life in general. 
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1. Introduction 
This is the first report from our ongoing study, titled Interna-
tional Study of Games Cultures (InGa). In this work we focus on 
our first survey that aimed to build a comprehensive picture 
about the role of digital games in the culture and society of a 
contemporary nation. By ‘games cultures’ we mean those prac-
tices, thoughts and values that particularly surround digital 
games in the lives of people who are engaged in them in various 
ways (discussed in more detail in Mäyrä 2008). We used Finland 
as the site for conducting the pilot phase and for building our 
first case study, used for testing and developing our methodol-
ogy, as well as already producing some hopefully interesting re-
sults. The future goal of the InGa project is to expand and link 
into wider international collaboration; please refer to the web-
site www.gamescultures.org for the most up-to-date informa-
tion and for opportunities to participate in this open initiative. 

The starting points of this kind of a project are two-fold. 
Firstly, it is obvious even to a superficial observer that digital 
games have gained quite a notable position in the late modern 
media and information landscape which is saturated by tech-
nology. There are industry organisations such as the Entertain-
ment Software Association (ESA) in the US, which regularly pub-
lish data on this role, making claims such as “Sixty-nine percent 
of American heads of households play computer and video 
games” or “The average game player is 33 years old and has 
been playing games for 12 years” (ESA 2007; italics in the origi-
nal). However, the methods for deriving such data and analysis 
criteria behind such basic facts are not made available and not 
subjected to academic debate and critique. Thus, even while 
digital game play is obviously an important phenomenon for 
modern, technological societies, we are lacking reliable funda-
mental information on how popular games actually are, who is 
playing them, and whether game playing is increasing, decreas-
ing or staying on the same level in our societies. 

Such basic facts are needed to back up any serious discus-
sion on the social role of interactive media. For example, the 
talk about “gamer generations” (Beck & Wade 2004; Prensky 
2001), numerous studies about the increasing need for games 
in education (Aldrich 2005; Gee 2003; Gee 2005; Prensky 2006; 
Wolfe 2003) or the negative or positive effect that games 
might have on people who play them (Anderson 2007; Durkin 
1995; Egenfeldt-Nielsen & al. 2004; Freedman 2002; Goldstein 
1998; Griffiths 1999; Kirsh 2006), all need to take into account 
how games are actually used in the contemporary society, 
what kind of people game players are and what games mean 
to them. Public media debates about games regularly fail to 
contextualise games in this way. Thus, the danger of miscon-

http://www.gamescultures.org/
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ceptions is great. Our hope is that studies such as InGa will 
contribute to these discussions by offering better opportuni-
ties for saying something more precise and qualified about 
games and game players: rather than talking loosely about 
‘gamers’ or about all game players as a unified whole, the re-
sults of this study should help us to better perceive the diver-
sity that characterises digital games and their socio-cultural 
roles. It is also important to take the ‘non-digital contexts’ of 
digital games into consideration, i.e. board and card games, 
sports and outdoors games, when constructing this kind of a 
broader picture. In a more fundamental level, our aim is to 
point out how ‘gamers’ can be constructed in multiple ways: 
there is not a single reality our research can uncover, but 
rather multiple “stories” we can construct about the role of 
digital play in the lives of individuals, and in a societal level. 

Our aim has been to approach the cultures of games as the 
complex wholes of meaning making systems, practices, norms 
and discourses that contribute to the cultural roles of games. 
In this context we have perceived how important it is to talk 
about the cultures of games and game players in the plural: 
even if it is relatively easy to identify a particular game cul-
ture among first-person-shooter (FPS) enthusiasts, for exam-
ple, they only represent a fraction of all relevant practices 
that take place around digital games. A more ‘invisible game 
culture’ might be that of teenage girls with their mobile 
phones, or one of middle-aged women playing browser-based 
games on the Internet, to mention two examples. (Cf. Mäyrä 
2008.) Making a visit to an FPS clan meeting or some major 
games tournament provides an opportunity to observe some of 
the visible characteristics of these groups of people engaged 
in their hobby: young, predominantly male players focused on 
games that require skill and speed. The invisible game cul-
tures, in comparison, are dispersed rather than tightly fo-
cused, casual or non-committed rather than dedicated in their 
approach to gaming. Or this may be the initial impression. A 
typical player of ‘casual games’ might actually be almost ob-
sessively dedicated to his or her favourite game, but we just 
would not know it. (Cf. Kuittinen & al 2007.) 

There are several ways of measuring the value and signifi-
cance a digital game might have to its players: measuring how 
much time they invest in playing it, measuring the amount of 
money they invest in games and gaming equipment, or finding 
out to what extent their conversations and media consumption 
focus on games and gaming. One quick way to make distinc-
tions between visible and invisible game player groups is to 
ask these people whether they regard themselves as ‘gamers’ 
or whether they consider games to be their ‘hobby’. This kind 
of an approach, particularly when combined with other ques-
tions about their game playing practices, uses of media and 
leisure time, and their basic demographic data, presents rich 
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opportunities for analysis, comparison and interpretation. 
Thus, after conducting qualitative research among various 
smaller groups in previous research for numerous years, we 
decided to initiate a comprehensive survey to get a more in-
clusive picture of different people’s relation to games. 

The methodology of the survey and the related analysis 
methods are explained in more detail in the following chapters. 
To put it briefly, our target population was Finnish citizens be-
tween 15 and 75 years of age; we gained a representative ran-
dom sample (taking age, gender and geographical distribution 
into consideration) from the Population Register Centre of 
Finland. A total of 4 000 survey questionnaires were distributed 
among the target demographic, but the final response rate re-
mained at a 20 % level (n=805). We were not able to derive 
data that would be statistically fully representative, but the re-
sults from this pilot survey should provide a view of Finland as a 
“gaming nation” which is reliable at a “symptomatic” level: it 
provides an overview of who plays and what, and who does not. 
Interesting new perspectives opened up during the study, and 
some common conceptions about digital game playing were 
confirmed, whereas others were discredited.  

We have learned about multiple studies while preparing 
this work, but no exactly similar prior enterprise exists to our 
knowledge. Interesting results were published by the BBC, the 
British Broadcasting Company, which commissioned a study ti-
tled “Gamers in the UK – Digital Play, Digital Lifestyles” (BBC 
2005). The aim of this study was to provide a somewhat simi-
lar, comprehensive view about the position of digital play in 
the lives of people living in the United Kingdom. This study, 
conducted by two different market research agencies under 
the supervision of BBC’s Audience Research department, drew 
from a survey of 3 442 people between 6 and 65 years of age 
living in the UK. Parts of the study were based on qualitative 
focus group interviews, conducted among fourteen groups of 
gamers from Leeds and London. The emphasis of this study 
was on the context of media, and BBC’s interests were on po-
sitioning digital game play among media related activities: 
watching TV, DVD, cinema, or reading books, comics, using 
the Internet etc. This study defined a “gamer” as someone 
who had played a game on a mobile, handheld, console, PC, 
Internet or interactive TV at least once in the last six months 
(BBC 2005, 2). Based on this, it was argued that 59 % of people 
between the ages of 6 and 65 in the UK are gamers. They also 
reported that the average age of a UK gamer is 28, and the 
gender distribution is fairly even, 45 % female and 55 % male. 
Compared to other media, games figured as the “most valu-
able media” for the youngest two age groups, the 6-10 year-
olds and the 11-15 year-olds. (BBC 2005, 2-11.) The main dif-
ference compared to the study commissioned by the BBC is 
that, in our study, we did not position game playing solely as a 
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‘media’ phenomenon, but rather viewed it on its own terms. 
We also sought to question simple definitions of concepts such 
as ‘gamer’ and wanted to build a more nuanced view on the 
various perspectives that can all create valid but mutually dif-
fering views on what game playing is and means. 

Many other studies which have focused on smaller demo-
graphics have been published. One representative of these is the 
study commissioned by the Pew Internet and the American Life 
project, and conducted by Steve Jones and his team (Pew 2003). 
Titled “Let the Games Begin: Gaming Technology and Entertain-
ment among College Students”, it surveyed 1 162 college stu-
dents in 27 colleges and universities in the United States in the 
spring, summer and fall 2002. In this study, all informants re-
ported having played digital games at some time, and seventy 
percent said they played at least once in a while (a certain kind 
of a loose definition of ‘gamer’ in the context of this study). A 
slightly higher percentage of women (c. 60 % women compared 
to 40 % men) reported playing computer and online games, while 
about the same number of men and women reported playing 
video games. The particular focus of this study was on the poten-
tially antisocial or otherwise harmful effects games might have 
on the lives of college students, e.g. by taking time away from 
their studies. According to this study, gaming appears well inte-
grated into the students’ social life and routines; gaming was 
perceived as a way of spending time with friends, or even as a 
way of gaining new friendships. While 65 % of the respondents 
said gaming had little or no influence when it comes to decreas-
ing the amount of time they might have spent with their family 
and friends, almost a half (48 %) agreed that gaming kept them 
from studying “some” or “a lot”. But when the student gamers’ 
reported hours of study were compared to those of students in 
general, no significant differences were found. (Pew 2003.) The 
main difference between studies like these and our current work 
is the scope of population: we are not only interested in young 
people, but in the overall picture of how digital games figure or 
do not figure in the lives of people of all ages. However, the em-
phasis on the social context of playing and on approaching gam-
ing as one part of contemporary everyday lifestyles is something 
we have also found valuable for our own study. 

This research report is divided into six main chapters. Fol-
lowing the introduction, Chapter 2 introduces the research 
philosophy, the starting points and the background of the 
study while constructing our research instrument. It also dis-
cusses basic decisions made during the analysis of the data. 
Background variables such as the age and gender distribution 
of our respondents, as well as their distribution into different 
game player groups which we identified are discussed in Chap-
ter 2. In Chapter 3 the aim is to create an overall picture of 
the different types of games Finns play by analysing their ac-
tual playing habits in reference to their other everyday activi-
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ties. Chapter 4 focuses on digital gamers and the games 
played in Finland. Here aspects of the level of casualness and 
commitment in gaming are discussed in more detail. In Chap-
ter 5, the main focus is on the social aspects of gaming and 
the various meanings attached to digital games. We finish by 
discussing some interesting questions that have come up dur-
ing the research process and offer fruitful starting points for 
qualitative research. Chapter 6 concludes the analysis by 
summing up the major findings of the study. 

In this study, both our approach and our research team have 
been multi- and interdisciplinary. The basic outline and motiva-
tion for the study was identified by Frans Mäyrä from a cultural 
game studies perspective: how ‘game culture’ is conceptualised 
here is based on his work. Anu Jäppinen and Jaakko Stenros, 
with their backgrounds in social psychology, sociology and me-
dia studies, made significant contributions to this study at an 
early stage by providing a thorough review on previous relevant 
studies and by creating the first outline of the survey instru-
ment. Special thanks to professor Dmitri Williams for comment-
ing on the research plan at this point. Kirsi Pauliina Kallio 
brought in strong competencies from the social sciences, re-
gional studies and childhood politics and she was the main au-
thor of the pilot survey and provided guidelines for its statisti-
cal analysis and the interpretation of its results. Lena Schlicht-
ing did most of the hard work of entering the data from the re-
turned questionnaires into the SPSS database. Kirsikka Kai-
painen, with her background in biotechnology and computer 
science studies, continued this work and did most of the final 
SPSS analyses of the data. Suvi Mäkelä has made the language 
corrections of this manuscript. The final study, however, while 
co-authored by Kallio, Kaipainen and Mäyrä, is a collective out-
come of discussions, debates, critiques and thought processes 
that have originated either inside the games research group at 
the University of Tampere, or at international seminars and 
conferences we have participated in. At this point, we would 
like to express our sincere thanks to everyone who has provided 
us with valuable feedback and comments. Very special thanks 
to the Finnish Cultural Foundation for the grant that made this 
study possible. 

 
This report has been published in free PDF format under Crea-
tive Commons licence for wide accessibility, and it makes use 
of hyperlinks in its internal cross-references (you can click all 
chapter and page number references). 

 
Tampere, November 22nd 2007 
 
Frans Mäyrä 
Professor of Hypermedia, Digital Culture and Game Studies 
University of Tampere 
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2. Research Process and Methods 

2.1. The research philosophy 

The International Study of Games Cultures (InGa) research 
project is divided into three sections: a quantitative pilot 
study including a prestudy phase and a nation-wide survey; a 
qualitative study consisting of in-depth interviews of a se-
lected sample of digital gamers; and an international compari-
son study which involves both collaboration with international 
partners and a community effort via social media (see 
www.gamescultures.org). This report introduces the prelimi-
nary results of the project which have been obtained from the 
pilot study. Furthermore, the report also discusses the poten-
tials, principles and orientations of the following research 
phases. The multidirectional approach can be illustrated by 
the figure below (Figure 1). 
 

 
 
Figure 1. The multidirectional approach of study and the po-
sition of the current pilot study in the overall research plan. 

 
The basic approach adopted in this research project was based 
on the view of cultures and social realities as multidimensional 
and constructed (a position shared by social constructivist 
thought as well as by sociologists of knowledge, and by much 
thinking published under cultural studies and postmodernist 

http://www.gamescultures.org/
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headings). Taking the relative lack of game cultural studies as a 
starting point, we set out to test what kind of realities, ‘facts’ 
or interpretations we could construct out of the social and cul-
tural roles that digital games play in contemporary societies. 
Thus, even if we are genuinely interested in such key pieces of 
information as how many people play digital games, or what 
kind of games they play, we also recognised early on that our 
choice of methodology and way of asking questions would de-
termine what kind of answers we would receive. (See e.g. La-
tour & Woolgar 1986; Latour 1999; 2004 on social construction-
ist approaches to scientific practice.) The basic plan to ap-
proach lived realities of games cultures from multiple perspec-
tives with both quantitative and qualitative research methods 
was adopted to increase the overall reliability of the study, but 
also to learn about the consequences of methodological choices 
to the study of games and players. The results of this pilot 
study are thus partly focused on the preliminary data derived 
from a quantitative survey, but they also provide a description 
of a certain process, hopefully informative and useful for other 
students of digital play in culture and society. 

The research was initiated in 2006 with a prestudy which 
was conducted by researchers Jaakko Stenros and Anu Jäp-
pinen. This preliminary phase was followed by the collection of 
survey data for the actual pilot study in the beginning of 2007. 
The statistical analysis of this data, results of which are pre-
sented here for the first time, was undertaken during the sum-
mer and fall 2007. Doctor Kirsi Pauliina Kallio was responsible 
for the elaboration and implementation of the survey. In practi-
cal terms the work was carried out together with Professor 
Mäyrä and research assistants Lena Schlichting and Kirsikka Kai-
painen. Furthermore, the whole research team participated in 
the planning of the next two stages of the project.  

From now on, the InGa project will be continued by intro-
ducing the results of the survey in national and international 
publications and conferences. Besides, the next stages (quali-
tative interviews and international comparisons) will be 
planned and prepared in detail by the end of 2007. A selected 
group of survey respondents will be interviewed, and the in-
terviews will be transcribed and analysed. The second report 
of this study will come out in summer 2008. Furthermore, the 
experiences and results of these first quantitative and qualita-
tive studies in Finland will be used as starting points for taking 
the research into an international comparison phase. Simulta-
neously a broad communal effort will be launched online 
(www.gamescultures.org). The final results of the first round 
of this project will be presented both in national reports and 
international publications and conferences in 2009–2010, 
hopefully inspiring further research in the area. 

 

http://www.gamescultures.org/
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2.2. Getting started: the prestudy for a games cultures study 

The early phase of InGa research involved comparing and 
benchmarking research work that had been published earlier 
and that we felt to be relevant for a culturally and socially 
oriented study of digital game playing. Additionally, it in-
volved research instrument design as a survey questionnaire 
was chosen to be our tool in the first pilot phase of research. 
The prestudy phase concluded with a ‘beta’ version of the 
survey instrument and discussions around the need to focus 
the survey on a narrower set of research questions to make it 
more feasible in practical terms. 

What does it mean to have culture created around digital 
games, or that digital play is being embedded within particu-
lar kinds of cultures? In research terms, what kind of meaning-
ful distinctions or measures can we come up with that would 
convey to us a better sense of the role that digital games have 
in contemporary societies? 

Our team had several years of history in working with digi-
tal games research, so luckily we were not beginning with an 
entirely empty slate. In 2003-2005 we studied 10-12 year old 
children and their parents, and how they experienced digital 
games. The resulting studies (e.g. Ermi & Mäyrä 2003; Ermi & 
al. 2004; Ermi & Mäyrä 2005ab; Ermi et al. 2005ab) provided 
us with a view on games’ key holding power factors, which 
were used to construct a model of gameplay immersion. But 
we also observed that there were significant differences in 
how these children and their Finnish parents related to digital 
games; in the study we reported how out of the 284 families 
who participated in the study, 75 % of the children played 
digital games at least once a week, but, in contrast, 73 % of 
the parents said that they do not like to play digital games at 
all, or almost not at all (Ermi & al. 2004, 50). As we pro-
ceeded to interview and work with game players of all ages, 
we also became more aware that a powerfully immersed, 
dedicated style of play is only a certain kind of a response to 
games, and that, for example, casual games and casual game 
players are an important group whose practices and values in 
games do not necessarily coincide with those of more dedi-
cated gamers (Mäyrä 2007). Yet, the most eager or ‘hardcore’ 
gamers obviously also need to be taken into account in a 
games cultural survey as well as more casual ways of ap-
proaching or using games. 

These earlier studies had an effect on our approach particu-
larly in the parts of the study that were focused on player ex-
perience and the motivations of play that were intrinsic to the 
game–player interaction. Within the field of digital game stud-
ies, the ‘fun’ of gaming or the emotional and affective quality 
of engagement with games has gained relatively much attention 
(see e.g. Blythe & Hassenzahl 2003; Koster 2005; Lazzaro 2004; 
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Klastrup 2003). Other intensive experiences like virtual sense of 
presence in game reality and optimal experience or sense of 
‘flow’ during  gameplay have also been the subjects of game 
researchers’ attention (e.g. Bryce & Higgins 2000; Laarni & al. 
2005: Schiefele & Roussakis 2006; Perron 2005; Ermi & Mäyrä 
2005b). More specific studies of player experiences have al-
ready dealt with a wide range of subjects, including discussions 
of the appeal of game violence to adolescent males (Jansz 
2005) to comparative studies of digital game playing and its 
non-digital counterparts (Antonietti & Mellone 2003 – the main 
result in this study being that if the game is exactly the same, it 
appears to be insignificant whether a computer or a traditional 
gaming board is used). On the basis of such studies we were 
rather well equipped to design the part of the survey which was 
aimed to distinguish the quality of the players’ experiences 
while engaged in digital play. 

When discussing our basic approach, certain key dimen-
sions emerged as the most promising; first of all, we were in-
terested to see how different people invested time in digital 
game playing. Another, secondary aspect was that of money – 
the use of money can indirectly tell us about the value of 
game related experiences in people’s lives. On a general 
level, the values and attitudes attached to digital games are 
also an important element in the formation of games cultures. 
Therefore it was also one of the areas we wanted to study. Fi-
nally, the actual practices surrounding games and ways of 
speaking about games would be the concrete level on which 
the daily life of game players would come to view. However, 
as we had decided to start with a survey and a bird’s-eye-view 
that it would likely provide us with, more detailed discussions 
with informants about their game related practices had to be 
postponed until the later phase of qualitative research. In the 
first phase, the primary aim was to provide an ‘overall map’ 
or general view of the major outlines surrounding the more 
concrete and polymorphic level of individuals and smaller 
groups of game players. 

Broadening the scope of research, we also included more 
general studies of time usage in the prestudy. Lacking reliable 
games cultures specific models for the methodology meant that 
we had to look into how time and money consumption as well 
as lifestyle related issues had been approached in social sci-
ences in general. In particular, we looked at the American Time 
Use Survey (Bureau of Labour Statistics 2005), the General So-
cial Survey 2005 by the Canadian Social and Aboriginal Statistic 
Division (Statistics Canada 1985-2005), as well as the Pocket-
book European Statistics (Office for Official Publications of the 
European Communities 2004) for similar studies on a European 
level. As our pilot study was focused on the population of 
Finland, we could rely on a wealth of research published by Sta-
tistics Finland Centre (Tilastokeskus). Finland and the Finnish 
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citizens have been subjects of extensive surveys and other sta-
tistical activities since the mid-eighteenth century, and occa-
sional data exists even from the sixteenth century (see 
www.stat.fi). We also had access to data from a study titled 
Suomi 1999 (Erola, Räsänen & Wilska 2000) which contained 
analysis of consumer habits and lifestyles in Finland, derived 
from 2417 survey questionnaire responses. In the social life and 
lifestyle areas we were again able to draw from a group of ear-
lier studies that were focused on online gaming, in which com-
munication and social interaction issues have attracted re-
searchers’ attention. These included the Online Gaming Habits 
study published by Game-Research.com (2002), Let the Games 
Begin, Gaming Technology and Entertainment among College 
Students (commissioned by Pew Internet & American Life Pro-
ject and conducted by Steve Jones and associates, 2003), a 
study by Stephen Kline and Avery Arlidge (2003) titled Online 
Gaming as Emergent Social Media, as well as the Daedalus pro-
ject data gathered by Nick Yee (2003-2007) and a number of 
studies concerning the social life of gamers by Dmitri Williams 
(2004; 2006a; 2006b; Williams & al. 2006). 

The prestudy aimed at creating a foundation for a research 
tool that could be used not just in Finland but internationally. 
After all, the long term aim of the InGa project is to produce 
comparable data from around the world. With this aim in 
mind, even the basic questions regarding demographics had to 
be subjected to close scrutiny; de facto standards related to, 
for example, how questions on ethnicity and the level of edu-
cation are formulated vary from country to country, not to 
mention between different continents. To ensure the applica-
bility and universality of the questionnaire on an international 
level, it was subjected to a preliminary review round by schol-
ars from the United States and South Korea. 

At the end of the prestudy phase, the tentative survey in-
strument included nine distinctive groups of questions or 
statements that were designed to measure or probe: 

1. The time usage i.e. the temporal context of leisure 
during which gaming might happen. These questions 
also look into the media environment and the habits 
of media use, that might form a part of the cultural 
and socio-economic context for gaming, and the 
consuming habits of people and the lifestyles of the 
respondents that might explain the role of games in 
their lives as cultural products; we particularly 
looked into how digital games are situated in the 
context of other leisure pursuits (also in relation to 
more traditional, non-digital games). These ques-
tions are partly based on common statistical surveys 
on time use, partly on other common statistical sur-
veys, like the European Social Survey.  

http://www.stat.fi/
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2. Questions looking at the collective factors and prop-
erties of social environments that represent the con-
texts and values in people’s lives and that may ex-
plain the influences of communities to individuals 
which no individual factors can describe. These 
questions were also included as they might clarify 
the time use and the temporal contexts of the re-
spondents. The questions are partly based on the 
World Values Survey, partly on other common statis-
tical surveys conducted in some European countries. 

3. At this point a filter question was included in the 
survey design to separate people who do not play 
digital games at all from those who play at least a 
couple of minutes every now and then (this is nec-
essary to spare non-players from being asked ques-
tions pointless to them). 

4. A further group of questions to describe the tempo-
ral and historical contexts, the recurrence of gaming 
and the social contexts of gaming. These questions 
were partly based on common statistical time use 
surveys or other previous studies and questionnaires 
related to gaming (mentioned above), partly on our 
researchers’ own views and experiences on gaming 
habits and the observed shortcomings of standard 
time use surveys and other questionnaires in con-
structing a reliable and complete picture on gaming. 

5. The next question group was designed to define the 
economic and practical factors related to game mar-
kets and the material context of gaming. The ques-
tions were partly based on common statistical surveys 
and previous studies and questionnaires related to 
gaming (also mentioned above), and again partly on 
the researchers’ own views and hypotheses. 

6. The following group of questions asked informants 
to name certain games which they were then sup-
posed to make reference to while answering more 
detailed questions about their gaming experiences 
and preferences. These questions were again based 
on analysis and synthesis of earlier research as well 
as the formation of new hypothesis. 

7. The next group of questions was designed to make 
the respondents reflect on the amount of time they 
used for gaming, particularly from the viewpoint of 
social factors. These questions were designed to 
determine possible problems created by  gaming in 
the social contexts of a person. For the most part 
these questions were adapted from South Oak’s 
Gambling Scale (SOGS) and other well-known game 
addiction questionnaires. 
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8. The following group of statements was designed to 
provide estimates about the sentiments and emotions 
that digital gaming evokes, including the pleasures of 
digital gameplay. These statements were mostly de-
rived from our earlier gameplay experience research 
(e.g. Ermi & Mäyrä 2005b), but also from media and 
communication studies (particularly from McQuail et 
al. 1972, 155-161 and McQuail 1984, 320). 

9. The final questions in this version of the question-
naire instrument were used for collecting the basic 
demographic facts about the respondents that 
would serve as background information for data 
analysis, help in verifying the demographic repre-
sentativeness of our sample, and to enable further 
comparisons and groupings among the respondents. 

 
At this stage the survey instrument included a total of 82 dif-
ferent questions or statement items, some of them consisting 
of sets of several statements. To summarize, there were four 
main areas of inquiry: I) Game play in the context of escape 
and enjoyment, II) Game play in the context of personal rela-
tionships, III) Game play as a way of producing identity, and 
IV) Games as a medium or a source of information. In our 
evaluation of the results coming from the prestudy phase, we 
agreed that this basic framework was a useful and valuable 
way of conceptualising the socio-cultural signification sur-
rounding games, but in practical terms it was clear that we 
needed to scale down the ambition a little to make the survey 
instrument somewhat more manageable. Certain prioritisation 
and cutting down of interesting, but secondary, areas from 
our study was required. Unfortunately Anu Jäppinen and  
Jaakko Stenros, the researchers responsible for conducting the 
prestudy had to concentrate on other work and could not con-
tinue working in InGa. The setup of our team was changed, 
and we were happy to welcome Kirsi Pauliina Kallio who 
started as the new principal researcher in InGa. 

2.3. In case of Finland: piloting the survey 

In order to start the actual piloting of the games cultures sur-
vey, some thought was first required to revisit the original 
goals and the main aims of InGa. When the InGa project was 
started, the key idea was to gain knowledge about games cul-
tures on various levels. Thinking about (digital) games as an 
international, as well as a national and sub-cultural phenome-
non was considered to be essential. It was also acknowledged 
that all the cultural layers could not be approached and cap-
tured by the same research methods. Therefore it was de-
cided that the study would make use of both quantitative and 
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qualitative methods; the former with the aim of getting in-
formation on a large scale; the latter to discover the experi-
ences and meanings of digital gaming in more detail.  

Thus, the first part of the study that took place in Finland 
was designed to be a nation-wide survey which would be com-
pleted and deepened by selected interviews. The interna-
tional comparison research was then to be adapted and en-
forced on the basis of this pilot study.  

The survey was conducted on the basis of a prestudy. Yet 
the number of potential themes, concerns and interests drawn 
out in the preparation phase was reduced to better meet the 
objectives of a nation-wide survey. It was determined that the 
survey should try to reach both the “casual gamers” or “non-
gamers”, whose relationship with digital games is minor or non-
existent, and the “hard-core gamers” or “committed gamers”, 
who are dedicated to digital gaming to a greater extent.  

Since these groups of people would probably have a very dif-
ferent level of interest in answering the questionnaire, it 
seemed sensible to create two forms – one for all respondents, 
and another for those who are interested in gaming. These two 
parts of our questionnaire were respectively titled  “Common 
games – the everyday life of gaming” (Form A) and “Digital 
games – the everyday life of gaming” (Form B) – the final Fin-
nish questionnaires are attached as appendices 1 and 2, and the 
English translations of the questions and statements as Appen-
dix 3. Thus, it was finally decided that the working title of the 
Finnish pilot study is “The Everyday Life of Gaming”. 

The title of this report, “Gaming Nation?”, is true to the 
original idea of the survey in two senses. It clearly identifies 
the scale of the survey: Finland as a nation state. In addition 
to this, it also posits a question: to what degree could Finland 
be interpreted as a gaming nation? The results of this study 
and the discussions below will qualify different kinds of an-
swers to this question, depending on what is meant by gaming, 
or how the role of game playing is interpreted on the basis of 
our findings. This study does not support a single and straight-
forward answer that would capture all cultural aspects related 
to gaming in Finland. Rather, the reality of game playing ap-
pears divided, fragmented and layered in a complex manner; 
we could answer the (ironic) question of our title by both ‘yes’ 
and ‘no’. Finland both is, and is not, a gaming nation, as is re-
vealed by this pilot study. Some more detailed and contextu-
alised characterisations of Finnish digital play are given be-
low, but it is also clear that more research is needed.  

The problematics related to the results we have derived 
from our study have led us to ponder where, and on which 
geographical scales, gaming is actually practiced and repro-
duced as a cultural phenomenon (on the concept of scale see 
e.g. Smith 1993; Cox 1998). The process of study has also 
forced us to reconsider the methods and approaches that are 
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useful and productive in cultural game research, as well as the 
essence and presence of games cultures by definition. In con-
sequence of this ongoing conceptual reformulation and recon-
struction of our hypotheses, the questions of reliability are 
considered carefully and from various perspectives in this re-
port. This methodological self-critique and re-evaluation 
process will hopefully help us create a better basis for the in-
ternational comparative research phase, which will hopefully 
follow this pilot study soon. 

The survey was directed to a random sample of 4 000 Finnish 
inhabitants between 15 and 75 years of age. The distributions 
of age, gender and geographical location were considered in 
the sampling by the Population Register Centre of Finland. The 
final response rate remained at a 20 % level (n=805), which is to 
say that the data cannot be interpreted as an accurate repre-
sentation of the Finnish population (approx. 5.2 million). Never-
theless, this pilot survey provides a suggestive view of Finland 
as a “gaming nation”, meaning that we remain confident about 
the major outlines it draws about the role of digital game play-
ing in Finland. However, the relatively small sample also means 
that several interesting statistics cannot be specified on a more 
detailed level on the basis of this data. The pilot survey is at its 
most useful when it provides us with better starting points and 
tools for undertaking the next steps of an international study of 
games cultures. In addition, a thorough analysis of this detailed 
and rich data has opened up plenty of interesting potential for 
the up-coming phase of qualitative research. 

The final survey questionnaire used in the Finnish pilot was 
comprised of fifty questions altogether, mostly consisting of 
structured close-ended questions, but also including some 
open-ended ones. The fifty questions of the questionnaire add 
up to 377 variables which are derived from both of the two 
forms. However, the questions presented in Form A were de-
signed to be quick and easy to answer, whereas Form B re-
quires more complementation and deliberation. 

Form A uses plenty of simple categorical questions to sort 
out, for example, the respondent’s age, sex, marital and resi-
dential status, etc. After that, several multiple choice and 
Likert scale questions were used to gather data about the re-
spondents’ time usage, opinions and attitudes, leisure time 
activities, working habits and methods, and so on. 

In Form B we applied different kinds of multiple choice 
questions to find out which digital games the “gamers” (indi-
viduals playing digital games more or less actively) were in-
terested in and what qualities of these games were attractive 
to them. We also set up a couple of open-ended questions for 
the respondents to tell us about their cultural habits related 
to gaming. It was in our interests to get information about dif-
ferent kinds of game players both for the statistical analysis 
and to lay the foundations of the qualitative research. 
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 In classifying and thematising the distinct groups of gam-
ers by various analyses, it was, in the end, possible to select a 
characteristic sample of the respondents as potential inter-
viewees for the qualitative research phase. To gather an in-
teresting and representative sample of individuals to cover 
even the major groupings emerging from the great range of 
different attitudes towards digital play was not an easy task. 
The large number of variables captured by our data meant 
that several possible ways of analysing, clustering, categoris-
ing and grouping the respondents were open to us. It seemed 
that the most challenging aspect of the survey analysis was to 
undertake and conclude the statistical analysis in a statisti-
cally reliable quantitative manner, at the same time keeping 
in mind that the qualitative part of the study would be built 
on the basis of this work. This dilemma is familiar to all social 
scientists pursuing to combine these two fairly different ap-
proaches, and it has been confronted in various ways. 

Referring to Umberto Eco’s (1990) theorisation, Anne Tuh-
kunen (2007, 35) talks about a “chain of representations” to 
reveal the intertwined relationships of the researcher, the re-
spondents and the survey questionnaire itself. Following Tuh-
kunen’s thought the survey questionnaire can be understood 
both as a tool created for the purposes of the research at 
hand, and as an outcome of the interpretations that the re-
spondents make as they participate in the survey. Again, it 
should be noted that the data produced in transcription and 
analysis is once more reproduced in those very processes by 
the researcher(s). Thus, the results of a quantitative survey 
should not be presented as mere facts, but rather approached 
critically as the products of the research project itself. 

In this study, self-criticism is understood to be a part of 
data collection processes, the analysis, and the reporting in 
both the quantitative and the qualitative parts of the re-
search. The chain of representations, which is made up of the 
practices of the prestudy, the survey, the interviews and the 
comparative study, should also be considered by the readers 
of this research report. As Tuhkunen aptly puts it:  

“the whole representation chain consists of different levels within 
different phases of the survey; all the way from the beginning of 
the research process – setting the research question, defining re-
search population and designing the questionnaire – to the moment 
when you, the reader, have read the last page” (ibid., 36). 

2.4. Methods of analysis 

The statistical analyses introduced in this research report fol-
low the idea of applied statistics methodology, combining de-
scriptive and inferential statistics. The analysis has been im-
plemented with the help of the SPSS 14.0. for Windows pro-
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gram. The statistics that were created in various ways were 
interpreted during the analysis process in reference to our 
preliminary understanding of games cultures and digital gam-
ing (see discussion of earlier research above in chapters  2.1 & 
 2.2). This process is commonly known as a ‘hermeneutic cir-
cle’ and it involves both pre-understanding to drive the crea-
tion of the analysis framework, and finally a return to the 
original pre-understanding to correct or modify the original 
view (see e.g. Jasper 2004). Since the survey was conducted 
as a pilot study we wanted to keep the analysis as simple as 
possible, in order to create clear starting points for the future 
phases of the InGa study. 

In our questionnaire most of the individual questions could 
be transformed into a single variable in the statistical analy-
sis. Nevertheless, in the multiple-choice questions each an-
swer option comprised its own variable. For each of the vari-
ables analysed we produced univariate descriptive statistics to 
gain an overall understanding of the data. Frequency counts 
and percentages were displayed for the categorical variables. 
Means, medians, selected percentiles and histograms provided 
us with summaries of continuous variables. 

Some of the original variables were recoded into new vari-
ables so that they were easier to handle, and also for summa-
rising the data. With categorical variables the recoding was 
done by combining different categories. With continuous vari-
ables we chose the appropriate value ranges from the variable 
scales and created new categories accordingly. 

The theoretical margin of error in the analyses concerning the 
total sample was approximately 3.5 %, assuming a 95 % confi-
dence level. This means that there is a 5 % chance that the 
“true” percentages would be farther than ±3.5 percentage points 
from the percentages reported in this study. When analysing cer-
tain subgroups of the sample, the margin of error increased; for 
example, when analysing the results concerning only the group of 
Form B respondents (n=232), the margin of error was about 6.5 
%. The level of confidence used in our analyses was 95 %.  

Most of the questions in our questionnaire were placed on a 
nominal or ordinal scale, which made cross-tabulation a natu-
ral choice for the analyses with two categorical variables. The 
Chi-Square value was used to determine the statistical signifi-
cance of the differences between the groups in cross-
tabulations. Comparison of group means, t tests and analysis 
of variance were also utilised when the dependent variables 
were continuous or ordinal, and the independent variables 
were categorical. Corresponding test values were used to de-
termine the significance or insignificance of the findings. 

Since most of the variables were not normally distributed, 
the Spearman correlation was usually used instead of Pearson 
for calculating correlations between continuous or ordinal 
variables. There are no strict rules for interpreting correlation 
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coefficients, since the interpretation depends on the context, 
but as a general rule of thumb a correlation of 0.5 or more 
can be considered to be very strong (see e.g. Urdan 2005, 76). 
A correlation of less than 0.1 would instead be deemed irrele-
vant, regardless of the corresponding test value. 

We made a few attempts to utilise principal component 
analysis in grouping and dividing the respondents into sub-
groups. This method is a data reduction technique used to dis-
cover simpler patterns among a large set of variables. The re-
sults from these analyses were statistically reliable when they 
included the entire sample of the respondents. The number of 
Form B respondents was, however, too small for the results to 
be entirely trustworthy.  

The results from the principal component analyses were used 
in the groupings of the common play genres, and as an additional 
guideline and support in determining the groupings of the vari-
ables which measure similar characteristics of the respondents. 

Sum variables were created out of the Likert scale questions 
in various stages of the analysis to reduce the information into 
more compact variables. The sum variables were formed by 
adding together the values of individual variables for each re-
spondent. The sum variables helped us measure the respon-
dents’ standpoints in regard to the aspects to which the original 
statements were connected. Cronbach’s alpha values were cal-
culated to measure the reliability of these instruments. Since 
the Likert scale that we originally used was five-pointed, we 
had to consider how to treat the middle option of “I cannot 
say”. This option can be understood and used in various ways. 

In most cases we assumed that by choosing option “3” the 
respondents wanted to say that they neither agreed nor dis-
agreed with the statement. However, this option could also 
stand for a protest or disinterestedness; some of the respon-
dents might not have wanted to commit themselves on ethical 
or societal matters, for instance. In keeping with these aspects, 
we also included the middle option in the sum variables. 

There are some problematics related to the statistical analy-
sis methods that we used, which need to be addressed in more 
detail. Even though the response rate of our survey was quite 
low, at a 20 % level, the sample size (n=805) was still relatively 
large. This should be kept in mind when interpreting the statis-
tical findings. Many researchers and statisticians have noted 
that within large samples even the very small and practically 
insignificant differences or correlations can often be found to 
be statistically significant (see e.g. Urdan 2005, 63-66).  

The correlation between certain variables may turn out to 
be extremely significant statistically even though the correla-
tion coefficient were quite low. In reality this correlation would 
not explain more than a fraction of the variances between the 
variables. Thus, in addition to the statistical analysis, each re-
sult and its significance were also critically examined.  
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We also paid attention to the treatment of the missing val-
ues in our data. In general, there were a few missing answers 
for each question, but sometimes there were more. In some 
cases certain respondents neglected to answer the question 
altogether, and in other cases the answers were invalid. This, 
of course, is characteristic of large surveys. Our strategy in 
regard to the missing values was to report them alongside  
other data in order to give a clear picture of the various dis-
tributions to the reader. 

We decided to code the missing values as “missing” or “no 
response” in every case, even though they were slightly prob-
lematic with some analysis methods. The distortions were ex-
plained and taken into account if necessary alongside the 
analysis, and sometimes the distortions themselves were used 
to answer the research questions. In some cases it seemed 
relevant to note that the respondents who did not answer cer-
tain questions differ from the ones who did per se. 

Most analysis methods do not include missing values in the 
calculations or in the results. Thus, to achieve better readabil-
ity, “no response” answers are not usually included in our ta-
bles and figures if there were only a few of them, although we 
try to make it a point to mention them in the text. The impact 
of a few missing values in a large set of data is usually insig-
nificant. One observation that we made about the missing val-
ues of data was that older people tended to leave more ques-
tions unanswered than younger people in general, although 
the difference was not big. This could mean that digital games 
and digital technology are more familiar, interesting and im-
portant to younger generations, thus motivating them to fill in 
the forms more dutifully. 

As a general rule, listwise deletion was used when methods 
that are based on analysing the correlation matrix between the 
variables were applied. Listwise deletion omits all of the cases 
in which some of the variables included in the analysis are miss-
ing. The basic percentages reported in the study were, by de-
fault, calculated from the entire sample. However, if they were 
derived from a subgroup or the calculations did not include 
missing values, the composition of the subgroup or the amount 
of the missing values in question are explained. 

Finally, it should be kept in mind that the questionnaire 
was produced and filled in by the informants using the Finnish 
language. Because of the international orientation of the 
study the analysis is written up only in English, which raises 
the risk of misinterpretation and misreading. In this report we 
have therefore paid extra attention to making clear what was 
asked, what options the respondents had for answering, and 
how these categories were modified in the analysis. 
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2.5. Descriptives, variables, and representativeness of the data 

Out of the 4 000 questionnaires originally sent out, a total 
number of 824 were returned. A handful of them were either 
left completely unanswered or otherwise insufficiently filled. 
After rejecting those, and cleaning up the data otherwise to 
get rid of inappropriate responses, a number of 805 respon-
dents remained in the main InGa pilot database. 

The questionnaire included several questions about our re-
spondents’ backgrounds. In this analysis we mostly paid atten-
tion to age and gender. The playing and gaming practices of 
the respondents were examined against the background vari-
ables, which were used for highlighting the different groups of 
respondents and comparing their playing and gaming habits. 
The answers were partially recoded, but the original patterns 
were used in some parts of the analysis as well. 

In our questionnaire, age was inquired with an open ques-
tion. For the in-depth analysis of playing preferences and 
other habits we divided our respondents into six age groups, 
each spanning ten years (except for the eldest group with a 
span of eleven years). This grouping was used in the analyses 
concerning the total sample. For the analysis of Form B re-
spondents, a considerably smaller number of people, a group-
ing of three segments was created. The information about the 
age of the respondents is presented below in Table 1. The 
mean age of the respondents was 45.4 years, the median be-
ing a bit higher at 47 years of age. One of the respondents 
chose not to reveal his age. 

 
Table 1. The age of the respondents. 

Mean age 45,4   
Median age 47   

Age groups for Form A respondents  n  % 

Group 1 15-24  110 14 
Group 2 25-34  134 17 
Group 3 35-44  114 14 
Group 4 45-54  168 21 
Group 5 55-64  170 21 
Group 6 65-75  108 13 

 Total  804 100 
     

Age groups for Form B respondents  n  % 

Group 1 15-24  76 33 
Group 2 25-39  86 37 
Group 3 40-71  70 30 

 Total  232 100 

 
The respondents are not equally distributed into the age 
groups we created for the purposes of analysis. On the whole, 



GAMING NATION? THE PILOT CASE FINLAND: INTERNATIONAL STUDY OF GAMES CULTURES 
 

UNIVERSITY OF TAMPERE, HYPERMEDIA LABORATORY 

24 

the age distribution was fairly close to that of the entire Fin-
nish population. The fourth and the fifth groups (of A form re-
spondents), which together constitute the largest generational 
age groups in Finland, are also the largest ones among our re-
spondents. Considering the focus of this study, we found this 
distribution somewhat surprising. Our presumption was that 
young people would have more interest in participating in our 
study. On the other hand, older people were not as interested 
in answering Form B, which backs up our preliminary expecta-
tions to some extent. 
 

Woman

Man

No response

 

6050403020100

Percent of the respondents  
Figure 2. The gender distribution of the respondents. 

 
Gender was reported dichotomically in our form, so there was 
no need to change its coding. 54.5 % of the respondents were 
women and 45.3 % were men (Figure 2). One person declined 
to report his or her gender. These parameters also match 
those of the Finnish population, in which the percentages are 
accordingly 51 % and 49 % with a slight distortion to the 
women’s side, quite well (Statistics Finland 2006). This close 
match was also somewhat unexpected since men are generally 
assumed to be more interested in digital games. 

 
Table 2. Age and gender distributions. 

 Woman Man Total 
Age 15-24 61 49 110 
    14% 13% 14% 
  25-34 68 66 134 
    15% 18% 17% 
  35-44 68 46 114 
    15% 13% 14% 
  45-54 100 67 168 
    23% 18% 21% 
  55-64 83 87 170 
    19% 24% 21% 
  65-75 59 49 108 
    13% 13% 13% 

439 364 804 Total 
  100% 100% 100% 
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Gender distribution was fairly even in every age group (Table 
2), although the share of women was slightly larger in the 45 
to 54 group and the share of men in the 55 to 64 group. How-
ever, even these differences were not statistically significant. 
Thus, in regard to age and gender we found that the respon-
dents formed a well-distributed group for this study. 

A great majority of the respondents spoke Finnish as their 
native language (see Table 3 below). However, there were 
also 31 Swedish-speakers and 10 people with some other na-
tive language participating in our survey. The proportion of 
Finnish-speakers was a little larger than in the entire popula-
tion. This, understandably, is due to the fact that the ques-
tionnaire was written in Finnish. 

 
Table 3. The native languages of our respondents. 
Native language  n  % 

 Finnish 764 95 
 Swedish 31 4 
 Other 10 1 
 Total 805 100 

 
In addition to age and gender, the respondents’ educational 
level, living area, position on the labour market and house-
hold conditions were used as independent explanatory vari-
ables in our analysis. These answers were also rescaled in 
the statistical dissection. 

 
Table 4. The levels of education. 
Educational level  n  % 

 Elementary school 169 21 
 High school 73 9 
 Vocational school 152 19 
 College-level training 182 23 
 Higher vocational school 82 10 
 University 146 18 
 No response 1 0.1 
 Total 805 100 
    
Educational level (recoded)  n  % 

 Elementary school 169 21 
 Secondary level 225 28 
 College-level training 182 23 
 Higher education 228 28 
 No response 1 0.1 
 Total 805 100 

 
A large portion of the respondents had college-level training 
or elementary school educational background, both groups in-
cluding more than one fifth of the respondents (Table 4). Most 
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of those who had only had elementary schooling were either 
older than 50 years of age or under 20 years of age. Vocational 
schooling was also quite common, with 19 % of the respon-
dents. In contrast, only 9 % of the respondents had “high 
school” as their highest level of education, and a half of these 
people were 25 years old or younger. The rest of the respon-
dents had higher level education; 18 % of them held university 
degrees and 10 % of them had higher vocational training.  

Elementary school education was somewhat more common 
among men, and high school education among women, but 
otherwise the educational levels were more or less evenly dis-
tributed between the genders. For the purposes of the statis-
tical analysis, the educational levels were recoded from the 
original six to four categories: elementary school, secondary 
level, college-level training and higher education. 

Approximately three out of four respondents lived in an ur-
ban area (see Table 5); they lived in the capital region, in 
other cities or in municipal areas. The rest lived in rural re-
gions, either in population centres or outside of them in the 
countryside. There were also 8 people who left this question 
blank. The respondents from municipal areas were a little 
younger than average, and those living in the countryside 
were slightly older. The proportion of men was also somewhat 
larger among the respondents who lived in the countryside. 
However, the differences were not statistically significant. For 
the analysis, the place of residence was redefined into two 
categories, urban and rural neighbourhoods. 
 
Table 5. The living areas of our respondents. 
Living area  n  % 

 Capital region 178 22 
 Other city region 366 46 
 Municipal area 61 8 
 Population centre 77 10 
 Countryside 115 14 
 No response 8 1 
 Total 805 100 
    
Living area (recoded)  n  % 

 Urban 605 75 
 Rural 192 24 
 No response 8 1 
 Total 805 100 

 
More than half of the respondents had a full-time job (Table 6). 
In contrast, slightly more than one fourth of them were outside 
the working life: unemployed, in training, or retired. One sev-
enth of the respondents were students; two-thirds of them 
studied full-time and the rest worked part-time alongside their 
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studies. The rest of those who answered the question were still 
in the workforce, but they worked part-time or were in part-
time retirement. Position on the labour market was recoded 
from seven choices into three categories: full-time job, student 
or part-time job, and retired or unemployed. 

 
Table 6. The positions on the labour market. 
Position on the labour market n % 

 Full-time job 425 53 
 Student 69 9 
 Retired 162 20 
 Part-time job 30 4 
 Part-time retirement 14 2 
 Student and part-time job 36 5 
 Unemployed / in training 59 7 
 No response 10 1 
 Total 805 100 
    
Position on the labour market (recoded) n % 

 Full-time job 425 53 
 Student / part-time job 149 19 
 Retired / unemployed 221 28 
 No response 10 1 
 Total 805 100 

 
The respondents were also asked to describe their position at 
the work place in more detail. We ended up not using this 
variable in the final analysis, although it provided us with 
some interesting knowledge about the respondents’ distribu-
tion in the labour market, which will be taken into account in 
the next phase of our research project. The job descriptions 
the respondents reported are presented in Table 7. 
 
Table 7. The job descriptions of the respondents. 
Job description n % 

 Employee 221 28 
 Superior 67 8 
 Functionary 137 17 
 Specialist 78 10 
 Entrepreneur 78 10 
 Student 101 13 
 Unemployed 47 6 
 No response 76 9 
 Total 805 100 

 
The respondents’ household conditions were originally in-
quired with seven alternatives, which have been modified into 
five categories in the analysis: living alone, living with a part-
ner, living with parents, living with children, and other (Table 
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8). The most common household status among the respondents 
was to live with a partner. In addition, one out of four said 
that they lived with their partner and children. Almost one out 
of five respondents said they were living alone. Nearly 8 % 
were still staying with their parents; interestingly, their age 
range varied from 15 years to 53 years, although most of them 
were under twenty years old. Other forms of cohabitation 
were rare. There were only a few of those who reported being 
single parents (2 %), but this number is probably too small. In 
reference, 17 % of Finnish families live in single parent house-
holds. A separate option for single parent families was not 
clearly presented in the questionnaire, which made it neces-
sary for them to write down their status themselves.  

Overall, we were able to conclude that about one third of 
our respondents were living in families with children, which 
seems to be a fair indicator compared to the national figures. 
According to the Statistics Finland 42 % of Finns live in families 
with children, the average child count being approximately two 
(in our survey children under 15 years of age are not repre-
sented and should thus be counted separate). Respectively, two 
thirds of the respondents were living alone or with a partner. 

 
Table 8. The household conditions of the respondents. 
Household conditions n % 

 Lives alone 151 19 
 Lives with a partner 339 42 
 Lives with a partner and children 208 26 
 Lives with parents 61 8 
 Lives with other relatives 9 1 
 Lives with a cohabitant 20 3 
 Lives with children 15 2 
 No response 2 0.2 
 Total 805 100 
    
Household conditions (recoded) n % 

 Lives alone 151 19 
 Lives with a partner 339 42 
 Has children in the household 223 28 
 Lives with parents 61 8 
 Other 29 4 
 No response 2 0.2 
 Total 805 100 

 
Gross household income was inquired by a close-ended ques-
tion with five categories (see Table 9). The respondents were 
grouped into low-income (less than 2000 euros), medium-
income (2000 to 6000 euros) and high-income (more than 6000 
euros) households according to their monthly income. It 
should be noted that the question concerns household income, 
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not personal income; thus, at this stage we cannot draw con-
clusions about the respondents’ individual financial status (in-
terviews following this survey will provide us with more de-
tailed information about the informants also in reference to 
these questions). Therefore, the influence of income was al-
ways examined in relation to other variables, such as house-
hold conditions or position on the labour market. 

 
Table 9. Gross household income per month. 
Monthly household income n % 

 Less than 2000 euros 200 25 
 2000 to 4000 euros 308 38 
 4000 to 6000 euros 186 23 
 6000 to 8000 euros 63 8 
 More than 8000 euros 30 4 
 No response 18 2 
 Total 805 100 
    
Monthly household income (recoded) n % 

 Low income 200 25 
 Medium income 494 61 
 High income 93 12 
 No response 18 2 
 Total 805 100 

 
We also inquired the respondents’ primary sources of income, 
even though we did not end up using this information in the 
statistical analysis. The distributions of this variable are pre-
sented in Table 10. 
 
Table 10. The primary source of income for the respon-
dents. 
Primary source of income n % 

 Salary 486 60 
 Pension 168 21 
 Student grant 45 6 
 Unemployment benefit 42 5 
 Family takes care of expenses 48 6 
 Other 12 2 
 No response 4 0.5 
 Total 805 100 

 
To summarise, the original and recoded background variables 
that we used in the statistical analysis are summed up in the 
following table (Table 11). In addition to the basic background 
variables we had a large number of questions concerning the 
respondents’ everyday routines, attitudes and consumption 
habits (see Appendix 1, Questions 11-18). These questions are 
not introduced in this report in detail because they are con-
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siderably extensive and were used in the statistical analysis 
only partly. Those of the variables that were recoded for the 
purposes of this analysis are presented next. 

 
Table 11. The background variables used in the analysis. 

Age 
Gender 
Educational level 
Living area 
Position on the labour market 
Household conditions 
Monthly household income 

 
The five-step scale used in Questions 11, 18 and 19 on Form A 
is presented in Table 12, below. The scale was recoded into 
dichotomic variables by combining the first two answer op-
tions, which indicate that the respondent had recently par-
ticipated in the activity or played the game in question, and 
then the last three options which indicate that the respondent 
was not actively pursuing the activity. 

 
Table 12. The alternatives given in questions regarding the 
usage of time for various activities. 

During the last couple of days 

Within the last month 

During the last six months 

Sometime earlier 

Never 

 
Both Question 13 and 14 on Form A had three answer options, 
out of which two were positive and one was negative. The two 
positive “yes” options were combined in the analysis, thus 
making the variables dichotomic. 

The five-step scale in Question 17 on Form A was also trans-
formed into a three-step scale. The original answer options 
ranged from “1 – disagree completely” to “5 – agree com-
pletely”. We combined the two “disagree” options and the two 
“agree” options to form a three-point scale, the points being 
“disagree – cannot say – agree”. Similar recoding was applied 
to Questions 2, 6 and 12 on Form B, where the original scale 
was “1 – not very important” to “5 – very important”. The first 
two and the last two answer options were combined to form the 
new scale: “not important – cannot say – important”. 

The original scaling of the variables was used when creating 
the sum variables which measured the respondent’s placement 
on the various scales related to the different aspects of digital 
games and gaming. The formation of these sum variables was 
partly based on a principal component analysis. The individual 
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variables which formed the sum variables used in this study are 
listed in appendices 4 and 5 in detail. 

The majority of the respondents (71 %) only answered the 
first part of our questionnaire (Form A), whereas the rest (29 
%) also filled in the second half, concerning their digital gam-
ing (Form B), as presented in Table 13 below. A higher propor-
tion of men than of women answered Form B. The total num-
ber of Form B respondents was quite low considering the size 
of our sample. 
 
Table 13. Gender distribution and Form B response rate in 
our sample. 

 
Woman Man No 

response Total 

No 337 235 1 573 Answered 
Form B 
  

  77% 64% 100% 71% 
  Yes 102 130 0 232 
    23% 36% 0% 29% 
Total 439 365 1 805 
  100% 100% 100% 100% 

 
It was essential to find out how representative our sample was 
in regard to the Finnish population, since the eventual goal of 
this study is to create a picture of games cultures on a national 
level. Comparing our survey data to the basic demographics of 
the Finnish population (between 15 and 75 years of age)1 re-
vealed that our data was slightly misrepresentative. The Finnish 
subpopulation of 15 to 75 year-olds consists of 50.1 % of women 
and 49.9 % of men (Statistics Finland 2006). The average age of 
this group is 43.9 years, which is 1.5 years lower than among 
our respondents. The relative proportion of those who were 
over 50 years old was also six percentage units larger in our 
sample than in the whole population. Thus, our respondents 
turned out to be slightly older and the proportion of women 
somewhat larger than in the whole Finnish population. 

The data is slightly skewed and does not fully represent the 
Finnish people. The low response rate also gives a reason to be 
cautious in generalising the results of this study. As a matter of 
fact, it can be assumed that the “non-respondents” of our sur-
vey differ from our respondents in some ways. The pilot ques-
tionnaire was quite long, which may have discouraged some of 
the people from filling it in. In addition, the subject matter of 
the study, as it is related to hobbies and vocational activities, 
may have put off some people who only answer surveys with 
“serious” topics. The low rate may also mean that a number of 
Finns simply do not care much about playing and digital games.  
                                                 
1 The information about the population age, gender and language distribu-

tions is courtesy of the Central Statistical Office of Finland and represents 
the situation on December 31st, 2006. 
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Considering all of the above, it is fortunate that the data 
distributions are not remarkably skewed, the data seems to be 
moderately representative, and the original sample was ran-
domly selected. This rather large survey study nevertheless 
yields plenty of valuable information about digital games and 
gamers in Finland. The results of this pilot study can be taken 
as suggestive, with a grain of salt, even though we cannot gen-
eralise our findings directly to the Finnish population with a 20 
% response rate. The further steps of InGa research will benefit 
from these results both substantially and methodologically.  

2.6. Gamer classification trouble 

In this chapter we will go over the details of the rationales 
behind our digital gamer classifications. During data analysis it 
became apparent to us that recognising digital gamers from all 
respondents was not quite as straightforward as one could first 
have thought. The concept of a “digital game” is fairly simple 
to comprehend: it includes all computer games, console video 
games, handheld electronic games, digital mobile phone 
games and even interactive digital television games. But how 
to distinguish the people who can really be called “digital 
gamers” from those who cannot? The definitional criteria 
clearly needed careful thought. 

In our analysis the definition of a “gamer” derives initially 
from the games people reported playing. To start with, we cre-
ated four groups of different game types titled traditional games, 
money games, digital games and engrossment games (the genres 
are discussed in more detail in Chapter  3.3.) The category of tra-
ditional games contains board, card, problem-solving and out-
door games. Money games include betting and slot machine 
games. The third category of digital games consists of mobile 
phone games, computer games, online money games, console 
games and handheld console games. And finally, engrossment 
games include traditional, live action and online role playing 
games, miniature war games and collectible card games.  
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Figure 3. The players of the four “master” game genres used in this study, during the last month. 

 
The proportions of the players of each genre are shown in Fig-
ure 3. The respondents were defined to be players of this par-
ticular “master genre” if they reported playing at least one of 
the games belonging to the genre within the last month (tradi-
tional games 66 %, money games 59 %, digital games 31 % and 
engrossment games 4 % reported playing during the last 
month). This grouping of games was, however, not sufficient 
for distinguishing digital gamers from non-gamers. Since the 
group of “digital games” does not include online role-playing 
games, and more occasional playing was also left aside, other 
means to recognise digital gamers were needed. 

We confronted several problems in separating the gamers 
from the non-gamers. The most “serious” or “committed” 
gamers were easy to distinguish, as they appeared to have a 
tendency to report their playing diligently and answer every 
question. The trouble emerged with “casual” or “light” gam-
ers, who apparently did not think of themselves as gamers and 
reported playing only occasionally or in short bursts during the 
working hours. The answers they provided were often more 
open to interpretation. 

In the general question form (Form A; cf. Appendix 1, see 
also Table 14) we had five indicators which helped us pin 
down the gamers. The first one was provided in Question 12, 
in which we asked about the amount of time spent on playing 
computer or video games; the second one, Question 20, in-
quired directly if the respondent or someone in their house-
hold played digital games; third, Question 26, urged the re-
spondents to describe their way of playing; and last, it was 
evident that the respondents played digital games if they gave 
an affirmative answer to Question 30 (“Do you consider your-
self to be a digital game hobbyist?”) or told us about their 
digital gaming in more detail in Form B. 
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Table 14. The questions which were used to distinguish the 
gamers in Form A. 
Number Question 

12 How much time do you usually spend on playing 
computer or video games? (hours per week) 

20 Are digital games played in your household? 
26 Which of the following best describes your playing? 
30 Do you consider yourself to be a digital game hob-

byist? 

 
On the basis of these variables, we identified the respondents 
as gamers if they answered any of the aforementioned four 
questions accordingly or filled in Form B properly. Even a sin-
gle confirmative answer was considered to be enough, al-
though we noted that in some cases the respondents gave con-
tradictory answers to other gaming-related questions.  

There were surprisingly many cases in which the respon-
dents, for example, said that they do not play digital games at 
all, even though they had earlier reported using a couple of 
hours per week for playing computer or video games. This is an 
interesting matter to contemplate in itself. Some of these an-
swers could be explained with the fact that some people simply 
did not fully comprehend the meaning of the word “digital” in 
this context. Or, the only digital games they play might be 
browser games or solitaire, which they might not count as digi-
tal games. Those who reported their gaming hours but later said 
they do not play, were mostly full-time workers or retired. The 
students were more consistent in their answers. 

To start with, we asked about the time spent weekly on 
playing computer or video games with an open question. On 
the whole, the mean time that our respondents told us they 
spent on digital gaming was approximately 1.8 hours per 
week, although the median2 was zero, meaning that more 
than a half of all our respondents reported their playing time 
to be zero hours per week. The actual percentage of self-
reported non-players was 55 % according to this question, and 
on top of this almost 10 % of the respondents left the question 
blank, leaving 35 % of the respondents to most certainly be 
gamers. Overall, the weekly time spent on digital gaming de-
creased significantly, although not very strongly, as the age of 
the respondents increased (correlation coefficient -0.29; 
p<0.001). The negative correlation means that in terms of 

                                                 
2 Median is the statistic which divides the sample into two halves: at most 

half the population have values less than the median and at most half have 
values greater than the median. The median is usually better than mean 
for describing the average respondent, because it is the value in the mid-
dle. 
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playing time most of the committed gamers could be found in 
the first age groups. 

The youngest men were clearly the most avid gamers, at 
least if we measure avidity with the mean hours spent on an 
activity (Figure 4). Their mean computer and video game play-
ing time amounted to 8.7 hours per week, while the women of 
the same age only played 2.5 hours per week. The men among 
the 25–34 age group were also quite active with 3.9 hours, 
whereas the gaming of the women dropped significantly, to 
0.3 hours. The median hours were much lower than the 
means, though: 3 hours for the men and 1 hour for the women 
of 15 to 24 years of age, 2 hours for the men of 25 to 34 years 
of age and zero hours for every other group. 
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Figure 4. The average time the respondents told us they spent on playing computer or video 
games each week. 

 
In most of the groups more than a half of those who responded 
to this question said that their weekly digital gaming time was 
zero hours. In total, there were 78 answers missing for this 
question which have been excluded from the mean and me-
dian calculations for obvious reasons. It could be speculated 
that the respondents meant “zero hours” when they left a 
blank answer, but it could just as well mean that they were 
unable or unwilling to specify and write down their exact play-
ing hours. Still, the missing answers were quite evenly spread 
between the respondent groups, so the relative differences in 
playing times would not change much even if we substituted 
the missing values with zeroes. 

We found statistically significant differences in regard to 
digital gaming time between both the gender and the age 
groups. Perhaps surprisingly, the mean playing time of the 
women of 25 to 34 years of age was almost as low as in the 
oldest age group: 0.3 and 0.2 hours, respectively. The sub-
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stantial drop from the 15–24 age group to the 25–34 age group 
is quite interesting, especially because there was a slight in-
crease when moving to the next age group. Of course, the life 
of a typical 25 to 34 year-old is quite different from a typical 
15 to 24 year-old. 

Considering gender, we did not find statistically significant 
differences in the life situations between the men and the 
women of 25 to 34 years of age, except in activities. On aver-
age, women went to the theatre and the movies more often, 
whereas men visited game arcades and fast food restaurants 
more frequently; women spent more time on household 
chores, outdoor activities and jogging, men on watching vid-
eos and DVDs. It is possible that the women of this age simply 
do not have much time to spend on playing or gaming if they 
are starting families and careers, investing in their social lives 
and trying to stay in shape. Anyhow, the bars in the preceding 
figure represent the mean hours of computer or video gaming, 
which were greatly affected by some large individual numbers 
in the data – gaming time medians did not differ as much. It is 
possible that our survey just did not happen to reach any 
women of this age who played much. 

The significant differences between gaming times according 
to gender within age groups were among the 15–24 year olds 
(p=0.001), the 25–34 year olds (p<0.001) and the 65–75 year 
olds (p=0.028); among all of them, the men’s mean play time 
was remarkably higher than that of the women. However, the 
hours were quite even among middle-aged people. One could 
presume that the gaming styles of the middle-aged were quite 
similar regardless of gender, perhaps quite casual, whereas in 
the other age groups men were more committed; we shall go 
into more detail about the ‘casualness’ of gaming in Chapter  4. 

The second digital gamer question was more straightfor-
ward: “Are digital games played in your household?”. The 
percentage of the respondents who answered “Yes, I play my-
self” was 28 % of the entire sample. As can be seen in Figure 
5, the proportion of those who reported playing digital games 
decreased with age once again. In the younger generations the 
men were more eager to say they played, but the difference 
evened out in the older generations. Out of all those who we 
defined as gamers according to the questions listed in the be-
ginning of this chapter, the people who answered “yes” to this 
question were the most consistent in their other answers. Only 
a tiny percentage of them later said they do not play at all 
and four out of five of them had also reported their playing 
hours in the earlier question. 
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Figure 5. The percentages of the respondents who said they play digital games. 

 
Another informative question for separating gamers from non-
gamers was the question in which we asked the respondents to 
describe their way of playing. In total, there were six answer 
choices in the question; the first five described the different 
frequencies and amounts of playing and the last one was “I do 
not play at all” (Table 15). Almost one third of the respondents 
left the question unanswered; some of them had, however, ear-
lier given information about their weekly playing hours. 

 
Table 15. The response distributions to the question "Which of the fol-
lowing best describes your way of playing?" 

 Frequency Percent Cumulative 
Percent 

I play a few minutes a day 30 4 4 
I play a few hours a week 92 11 15 
I spend a couple of days a 
month on playing 21 3 18 

I play a few weeks per year 4 0.5 18 
I play only occasionally 190 24 42 
I don't play at all 222 28 69 

  

No response 246 31 100 
Total 805 100   

 
We concluded that at least those who ticked any of the first 
five choices could be broadly classified as “gamers”; their share 
was 42 % of the whole sample. The next figure (Figure 6) con-
tains the age-and-gender percentages of gamers according to 
this question, and a similar trend can be found there as in the 
previous figure. One interesting observation was that the per-
centages were a bit higher all around, which was most likely 
due to the relative popularity of the choice “I play only occa-
sionally”. Several people chose this response although they did 
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not indicate in other ways that they played or had been playing 
digital games in the recent past. There probably was plenty of 
variance within this group, since it may as well have included 
people who truly play very seldom and even then only a couple 
of minutes at a time, as well as people whose playing times are 
quite random but who might play as much as many days at a 
time. Therefore, this question may not be very useful when we 
attempt to classify gamers into casual and committed later on. 
There is also a minor possibility that some of the respondents 
were not thinking about digital games per se when answering 
this question, but rather all kinds of games. 
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Figure 6. The percentages of the respondents who reported that they play digital games when 
asked to describe their playing. 

 
The fourth question which was used to recognise the gamers 
was: “Do you consider yourself to be a digital game hobby-
ist?” (in Finnish: ‘peliharrastaja’, which has a slightly differ-
ent tone). There were only 63 affirmative answers (8 %) to this 
question amongst our 805 respondents. Perhaps the wording of 
the question was odd, or perhaps there just are not that many 
people who think of digital gaming as their hobby. Still, there 
is a semantic difference between asking “is this and this your 
hobby” and “do you think of yourself as a hobbyist”. Some 
people tend to avoid attaching labels such as “hobbyist” or 
“fan” to their identity, even though they can easily admit hav-
ing such interests (cf. Nikunen  2007, 2005, 37). The range of 
digital games is also quite wide; if someone only plays simula-
tion games on a computer, s/he might refrain from making 
statements about his or her relationship to all digital games. 
In any case, 75 % of these hobbyists were men and almost four 
out of five of them were between 15 to 34 years of age. The 
oldest hobbyist was 54 years old. As one would expect, they 
played a lot: the mean of their weekly playing time was 8.8 
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hours and the median was 5 hours. Only three out of all 63 
hobbyists left the digital gaming form unfilled. 

Finally, we had one very reliable indicator to separate the 
gamers from non-gamers: those who answered the form about 
digital gaming had most certainly played digital games during 
the last year. As mentioned earlier, the overall response rate 
in Form B was 29 %. There were no surprises in the respondent 
distributions within the age groups and genders from this 
viewpoint either, and the following figure (Figure 7) tells us 
the same story as the earlier ones. If we dare to extrapolate 
the results of our survey into the whole population, we can 
say that digital gaming is still primarily the territory of the 
younger generations, and men are more enthusiastic about it 
than women. Among the older generations, however, the en-
thusiasm towards digital games is quite similar among both 
men and women, which we found interesting. 
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Figure 7. The percentages of the respondents who also answered Form B. 

 
The purpose of all of the figures presented in this chapter is to 
point out that we can measure digital gaming in many ways, 
and that the respondents are not always as consistent in their 
answers as we would like them to be. A general trend is nev-
ertheless quite evident in all the statistics and figures. This 
encouraged us to combine these five factors measuring digital 
gaming to form a single new variable, which would tell us who 
is a gamer and who is not. 

On the basis of the above considerations, according to a 
broad definition adopted here, a ‘gamer’ is someone who 
spends some time each week on playing computer or video 
games, tells you s/he plays digital games when asked di-
rectly, describes her/his way of gaming in some way, thinks 
of her/himself as a digital game hobbyist, or reveals de-
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tailed information about the digital games s/he has played 
during the last year. According to these terms, 53 % of our 
respondents were digital gamers. Comparing this finding to 
the above fact that the single largest group among those who 
reported their weekly digital play time was that in which peo-
ple reported playing zero hours, we can build a picture of 
Finland as a “divided nation” in regard to digital game play-
ing; taking the pilot study error margin into account, in 2007, 
roughly half of the Finnish population can be categorised as 
gamers, and half are non-gamers. 

In comparison, using the gamer definition that was made in 
the BBC (2005, 2) study “Gamers in the UK – Digital Play, Digi-
tal Lifestyles”, in which a “gamer” was specified as “someone 
who had played a game on a mobile, handheld, console, PC, 
Internet or interactive TV at least once in the last 6 months”, 
the percentage would have been 49 %. And, combining these 
two definitions, we would have reached a percentage as high 
as 59 %. This is a good example of how hard it is to make these 
kinds of definitions and classifications. The percentages are 
not very far from each other, though, and it is quite safe to 
assume that approximately half of our respondents practiced 
digital gaming in one way or another. In any case, the follow-
ing figure (Figure 8 below) shows the percentages of gamers 
among the age groups and according to gender. 
 

65-7555-6445-5435-4425-3415-24

 

100

90

80

70

60

50

40

30

20

10

0

%
 w

er
e 

di
gi

ta
l g

am
er

s

Women
Men

 
Figure 8. The percentages of digital gamers among our respondents recognised by their answers 
to the related questions. 

 
The proportion of gamers decreased in a linear fashion with 
age, both overall and within the genders. The median age of 
the gamers was relatively high, 37 years, whereas the median 
age of the non-gamers was 56 years. The respective mean 
ages were 38 and 53 years. The share of female gamers was 
statistically significantly smaller than that of the male gamers 
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in the age groups of 25–34 and 35–44 years of age (p<0.001 
and p=0.016, respectively). Overall, 48 % of the women and 58 
% of the men were gamers. This difference is also statistically 
significant (p=0.007). Still, it should be noted that the por-
tions of the gender groups were quite even in other age 
groups, and the gender gap was not large overall. 

Categorisations, such as the ones made here, should always 
be considered to be estimations. Thus, we cannot be sure that 
our division into gamers and non-gamers has managed to cap-
ture all of the gamers and leave out all of the non-gamers. 
Still, we can say that none of our “non-gamers” did report 
playing digital games at the time of our survey or in the near 
past. This division, accurate enough for our research interests, 
enables us to make comparisons between those who play at 
least a little and those who do not play at all, and also to ex-
amine the gamers’ gaming habits in more detail. 

All in all, there were 424 (53 %) respondents out of our to-
tal sample who played digital games and/or thought of them-
selves as gamers. Among these gamers there was also a 
smaller group of 232 respondents (29 %) who answered the 
more detailed questions concerning their digital gaming in 
Form B. Thus, it was deemed necessary to differentiate these 
two groups for the analysis. The group which consists of all 
the digital gamers among our respondents is referred to as 
“All Gamers”. The smaller group of the gamers, who provided 
us with more detailed information, is titled “Active Gamers”. 
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3. Practices of Play 

3.1. Introducing ‘Players’ and ‘Gamers’ 

The statistical analysis of the survey is divided into three sec-
tions. The following chapters deal with the general practices 
of playing, digital gaming, and the social issues and meanings 
related to the latter. We start by discussing the respondents’ 
everyday life habits and attitudes which do not directly con-
cern playing or games, but are found to be important in the 
contexts of playing and gaming. 

The main purpose of the pilot survey was to produce a 
general picture of Finnish games cultures. In addition to the 
games, playing, and gaming itself, we also wanted to gain in-
formation about the respondents’ everyday lives to contextu-
alise the role of game playing. We approached playing and 
gaming as parts of everyday life to find out what kinds of 
meanings and practices are attached to playing in general, 
and digital gaming in particular. The information concerning 
time usage, attitudes and everyday activities helped us to bet-
ter understand the position and the importance (or, unimpor-
tance) of playing and games in people’s lives. Thus, we also 
paid attention to the routines related to work and leisure time 
as well as to game playing activities in the survey.  

Before introducing the analysis it is important to make a 
conceptual separation between digital games and other 
games. In this study “playing” refers to all kinds of ludic ac-
tivities with any kinds of games, and physical outdoors games 
as well as games of lottery or video games are all included. 
Therefore the terms “players” and “non-players” are also to 
be understood in a broad sense. Instead, in this study, “gam-
ing” is reserved for digital game playing only (online money 
gaming is also included here, as it involves the use of com-
puters). In this context the actors are named as “gamers” and 
“non-gamers” and, where necessary, more precisely divided 
into two groups of “All Gamers” and “Active Gamers” (for a 
detailed gamer classification, see Chapter  2.6). 

3.2. Daily life in Finland: routines and attitudes 

Playing games seems to be something that almost everyone in 
Finland spends time on, more or less frequently. No less than 
97 % of our respondents said that they had played at least one 
of the games mentioned in the survey questionnaire, or that 
they spend some time on playing computer or video games 
each week (cf. Appendix 1, Questions 12 & 19). The 3 % of the 
respondents who apparently had never played any kind of a 
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game were all older than 52 years of age, and two thirds of 
them were women. On the basis of our questionnaire we can-
not securely draw the conclusion that they have never played 
any games at all, but it is still fair to say that there are some 
people who are not interested in playing or gaming. Neverthe-
less, this number of people is very small. In general, it can be 
stated that playing games is an everyday life practice. 

On the basis of our survey it seems fairly safe to assume 
that younger people are more familiar with different sorts of 
games than older people. There was a fairly strong negative 
correlation with the respondent’s age and the amount of dif-
ferent kinds of games that the respondent said to have played 
recently (correlation coefficient -0.34; p<0.001). This means 
that the younger the respondent, the more games he or she 
has played in the near past. 

When it comes to digital gaming, three out of four respon-
dents reported having played digital games at least once in 
their life. The youngest person who reported to never have 
played digital games was 27 years of age, which means that all 
respondents from 15 to 26 years of age had at least tried out 
digital gaming. This suggests that digital gaming is also becom-
ing quite a common practice among young people in Finland. 

In this chapter we will not concentrate on digital games, 
but on games in general. Playing is here understood as a prac-
tice of everyday life which can be compared to sports, watch-
ing television or movies, hobbies and other leisure activities. 
These games can be played outdoors or indoors, alone or ac-
companied, by children or adults, seriously or playfully, with 
an aspect of winning or not. They may involve certain equip-
ment, such as a pencil, a ball or a computer, but just as well 
not. This broad understanding of playing reveals a whole field 
of different kinds of activities. 

The respondents within the different age groups (see Table 
2, p. 24) were examined more closely. When doing this we took 
into account that all categorisations based on chronological age 
are somewhat arbitrary (see e.g. Kallio 2005). Nevertheless, 
these “age segments” do capture some of the important factors 
of the respondents’ life situations in relation to playing and 
gaming. Since digital games are in many respects a product of 
the last couple of decades, the age groups relate to them in dif-
ferent ways. Moreover, age is not the only critical point of view 
in our analyses. We are also interested in playing and gaming 
habits in regard to, e.g., the respondents’ sociability, gender, 
family relations and their position in the working life. 

Two-thirds of our respondents in the first age group were 
students (Table 16). A little more than a half of them still 
lived with their parents, and one out of four also worked part-
time. This group’s playing and gaming preferences turned out 
to be more diverse than those of the other groups. They had 
more free time than the other age groups, and they also spent 
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more time with computers and consoles than the older peo-
ple. On the other hand, quite a few of them felt that they 
lacked the money to follow their overall interests. 

The majority of the second youngest age group, the re-
spondents between 25 and 34 years of age, had already moved 
from studies to working life. Two-thirds of them had a full-
time job, which seemed to indicate that they had less time 
but more money to use on gaming. The percentage of people 
living in an urban region was a bit higher in the two youngest 
age groups than in the older ones, except in the oldest group, 
in which the percentage was the highest. Respectively, coun-
tryside-dwellers were fewer in numbers among these groups. 
In the groups of 35 to 44 and 45 to 54 years of age more than 
80 % of the respondents were working full time. This percent-
age declined to about a half in the group of 55 to 64 years of 
age and down to 1 % in the oldest group, in which nearly all 
respondents were retired. 

 
Table 16. The positions on the labour market within differ-
ent age groups. 

 
Full-time 

job 
Student / 

part-time job 
Retired / 

unemployed 
No 

response Total 
 15–24 12 79 18 1 110
   11 % 72 % 16 % 1 % 100 %

 25–34 90 30 14 0 134
   67 % 22 % 10 % 0 % 100 %
 35–44 96 9 7 2 114
   84 % 8 % 6 % 2 % 100 %
 45–54 139 15 11 3 168
   83 % 9 % 7 % 2 % 100 %
 55–64 87 15 66 2 170
   51 % 9 % 39 % 1 % 100 %
 65–75 1 1 104 2 108
   1 % 1 % 96 % 2 % 100 %

Total 425 149 220 10 804
  53 % 19 % 27 % 1 % 100 %

 
In the first age group only one of the respondents reported hav-
ing children of her own. We found this number surprisingly low, 
albeit the age of having children has constantly risen in Finland. 
In the second age group one third of the respondents were liv-
ing with children, in the third group two-thirds had formed a 
family, and a half of the fourth age group had children in their 
household. In the oldest two age groups most of the respon-
dents lived with a partner. The proportion of lone-dwellers was 
quite similar across the age groups, around twenty percent. The 
playing of digital games within the families is one of the aspects 
of social gaming which we will examine in the later phases of 
the research project, as described in Chapter  5.3. 
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Internet usage was prevalent among our respondents. 
Three out of four of them reported they used the Internet at 
least a couple of times per week, and almost two-thirds used 
it every day. Moreover, 80 % of the respondents used email at 
least occasionally. Still, Internet usage has not reached the 
entire population yet, as the proportion of those who said 
they never use the Internet was 15 %. Not every home has ac-
quired digital technology either; only 78 % of the respondents 
reported having a personal computer in their household, and 
two-thirds had a digital TV, a set-top box and/or a DVD 
player. These three devices were the most common ones out 
of the choices we gave in the questionnaire, but there were 
still 7 % of those who had none of these common digital de-
vices, and almost 2 % of the respondents left the digital device 
questions totally unanswered. However, 98 % of the whole 
sample had a mobile phone, which backs up the general im-
pression of Finland as a “nation of mobile technology”. 

The number of digital and gaming devices the respondents 
had in their households was calculated from multiple-choice 
questions (see Appendix 1, Questions 21 and 22). There was a 
strong correlation between the two (correlation coefficient 
0.633; p<0.001). On average, the respondents told us that 
they owned four digital devices, out of which one was a gam-
ing device (the maximum number of device choices we gave in 
the form was ten and twenty, respectively). This is to say that 
in the households in which digital equipment is commonly 
used digital gaming is also available. The most commonly re-
ported gaming device was a personal computer (54 %), the 
second was PlayStation 2 (17 %), and the third PlayStation (13 
%). Note that this question did not imply that the devices 
should actually be used for playing games, merely that the re-
spondent had them in their household. 

The frequency of Internet usage seems to decline with age, 
with the exception of a slightly larger proportion in the age group 
of 25–34 year old respondents. They used the Internet daily more 
often than the respondents of the youngest age group (see Figure 
9). Still, practically all respondents under the age of 35 used the 
Internet, and 80 % of them used it daily (the corresponding per-
centage is 63 % in the whole sample). Middle-aged respondents 
still seemed to be quite active surfers, but after that usage de-
creased. One out of four in the group of 55 to 64 years of age 
told us that they did not use the Internet, and more than half of 
the eldest said they had never had any contact with the Web. 
Overall, men used the Internet more frequently than women. 
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Figure 9. The distribution of Internet use frequencies within the age groups and genders. 

 
The steady decline of Internet usage along with age goes hand in 
hand with the declining usage of other digital technology. Even 
though almost every respondent had a cell phone, the older the 
respondents, the more seldom they had computers, DVD players, 
home theatre systems and consoles. Therefore, it is not hard to 
presume that they also played less digital games. However, we 
were interested in finding out how many, if any, digital gamers 
there were among the older generations and what kinds of games 
appealed to them in comparison with the younger respondents. 
This question gets partly answered in the survey analysis, but will 
also benefit from the qualitative part of the study. 

The amount of money spent on digital devices in the respon-
dents’ households during the last couple of years was requested 
in an open question. 16 % of the respondents did not answer the 
question at all, which indicated that they found it difficult to 
estimate the amounts used. Those who answered the question 
reported spending 1 050 euros on average on digital devices. 
The maximum amount of money reported to have been spent 
was 20 000 euros, the minimum 0 euros, and the median of the 
answers was 600 euros. Thus, it can be said that the amounts 
vary greatly. The oldest age group had been the most sparing in 
this regard, whereas the amounts did not otherwise differ much 
in relation to age. Nevertheless, the numbers reported by the 
men were somewhat higher than those of the women. The rela-
tionship between the gross household income and the amount 
of money spent on digital devices was quite linear, with the 
lowest-income households having spent the least and the high-
est-income households having spent the most. 

Moving on to the other background information that we col-
lected, we asked various questions concerning everyday life and 
general playing (see Table 12, p. 30 for answer options). In ad-
dition, open-ended numerical questions were applied to gain 
more detailed information. The numbers of the respondents 
who chose the answer options “During the past couple of days” 
or “Within the last month” are summarised in the following ta-
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ble (Table 17). According to the responses, a couple of every-
day activities seem to be quite popular among the Finns. 

 
Table 17. The popularity of various activities among our re-
spondents (pursued within the last month).  

  
Number of the 
respondents 

Percentage of the 
respondents 

Walks or jogging 637 79 %
Leisure time hobbies 585 73 %
Dining at a restaurant 508 63 %
Visiting a fast food restaurant 386 48 %
Association meeting 226 28 %
Entertainment/dance restau-
rant/club 219 27 %

Nature trip 214 27 %
Country home/cottage life 207 26 %
Movies 167 21 %
Theatre 122 15 %
Church 122 15 %
Concert 101 13 %
Museum 96 12 %
Game arcade 51 6 %

 
 
Walking or jogging was commonly reported to be a part of the re-
spondents’ everyday life: 57 % of them told us that they had gone 
for a walk or jogging during the last couple of days, and if we 
look at the exercise that took place within a month the number is 
as high as 80 %. The question did not consider other sports, so 
the number of those exercising this regularly is presumably even 
higher. The question concerning outdoors activities also supports 
this assumption: 90 % of those who had not jogged within a 
month still reported having spent at least some time outdoors 
each week. Thus, it can be said that in general Finns are out-
doors people, to a greater or lesser extent. Figure 10 shows that 
most of the women were quite frequent walkers or joggers, 
whereas the proportion of jogging men was somewhat smaller. 
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Figure 10. The percentages of the respondents who were engaged in various activities within the 
last month. 

Various kinds of leisure time hobbies were also popular among 
the respondents. Three out of four had engaged in some hobby 
quite recently. A majority of the respondents also seem to 
have gotten accustomed to dining out, since nearly two-thirds 
of them reported having dined at some kind of a restaurant 
during the last month. The popularity of some of the activities 
varied according to age. In general, it can be said that the 
younger the respondent, the more often they had gone to the 
movies and restaurants. On the contrary, the eldest respon-
dents would more often go for walks and to association meet-
ings than the others. Leisure time activities seem to be impor-
tant to most of our respondents. 

Going to restaurants or engaging in hobbies are usually 
viewed as social activities, although it is of course also possi-
ble to do them alone. Thus, when examining the social aspects 
of playing games and the sociability of players, in this report 
we have considered both factors as indicators which, for one 
part, determine how outgoing a respondent is. 

We utilised open-ended questions to gain information 
about the time the respondents spent on a range of activities 
each week (see Table 18). The median hours spent on working 
per week, 38 hours, reflect the fact that more than a half of 
our respondents had a full-time job. Household chores and 
shopping also took a large part out of their time. Of the free 
time activities we had supplied in the question, watching 
television was the most popular. The time spent on the less 
popular pastimes, hobbies, outdoor activities and reading, was 
quite similar for each. Videos or DVDs and computer or video 
games consumed the least amount of time. The maximum 
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hours reported by the respondents are included in Table 18 to 
show that the self-reported time usage might sometimes be 
inclined towards unusually large numbers. The minimum time 
reported by the respondents was zero hours for every activity 
expect for household chores, on which everyone spent at least 
one hour every week. 

 
Table 18. Weekly hours spent on various activities reported 
by our respondents.  

 Mean Median Maximum
Working 31.2 38 85
Household chores and shopping 10.9 9 61
Hobbies 5.0 4 60
Outdoor activities 5.4 4 50
Reading books or newspapers 5.9 5 40
Watching television 11.0 10 70
Watching videos or DVDs 1.6 1 21
Playing computer or video games 1.8 0 50

 
 
Respondents from different age groups distributed their time 
somewhat differently. Naturally, the youngest and the oldest 
worked considerably less than the others, since the former 
were mostly students and the latter were mostly retired. The 
youngest also spent the least time on household chores, pre-
sumably since most of them were still living with their par-
ents. The middle-aged spent less time on hobbies than the 
young or the old; this was not related to their position on the 
labour market or to their familial status. The oldest used more 
hours on outdoor activities than the younger age groups. Time 
spent on reading and watching television increased with age, 
whereas time spent on watching videos and DVDs and playing 
computer and video games decreased with age. 

Overall, women used more time on household chores than 
men (13 versus 8 hours; medians 10 versus 6 hours) and less 
time on hobbies, watching television, watching videos or DVDs 
and playing computer or video games (see Figure 11). The dif-
ference in average reported hours on free time activities was 
approximately an hour on each activity. This suggests that ei-
ther men were more biased to report larger amounts of time 
regarding free time activities and women regarding household 
chores, or that there indeed was a difference between genders; 
women had less free time. Lesser free time seems to correlate 
with smaller amount of digital game playing. 
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Figure 11. The mean hours that men and women spent on various activities on a weekly basis. 

 
In our survey we also included a section regarding the respon-
dents’ general attitudes towards life and habits, in which the 
choices again ranged from “disagree completely” to “agree 
fully”. The following figure (Figure 12) sums up the opinions of 
the respondents about various statements about their con-
sumption behaviour and attitudes towards life. 

There were a few statements which the majority of our re-
spondents agreed or disagreed with. Almost four out of five of 
them were of the opinion that the purpose of technology is to 
make life easier. Thus, most of the respondents were appar-
ently well acquainted with technology. Those few who dis-
agreed did not stand out in any way regarding their back-
ground or habits, and it is possible that they simply had had a 
bad day with computers when answering the questionnaire. 
The answers to these kinds of questions are always more or 
less influenced by the current mood of the respondent. 

Other statements which were commonly agreed on were “I 
prefer to do shopping in familiar places” (70 %) and “I am 
mostly satisfied with the Finnish society” (68 %). Those who 
did not prefer to shop in familiar places were also more likely 
to try out new restaurants and they were less frustrated with 
the injustice in the world than average. A lower number of 
these respondents had secondary level education, as well.  

The respondents who were dissatisfied with the Finnish so-
ciety were less proud of their work and traditions were less 
important to them. On average, their income level was also 
lower than that of the rest of the respondents, and they did 
not dine out as much. They also watched more television. 
Still, their background did not otherwise differ significantly 
from the other respondents. 
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I try out new restaurants in my area as soon as
possible

I take active part in societal activities

I readily buy devices second-hand to save money

If I earned more, I would work less

At home, I have many devices which I seldom use

Shopping makes me feel good

I usually spend all the money I earn

I accept a high price for a new device

Brand products are more reliable than others

The products I use match my ideology

I read consumer advice to avoid bad experiences

I worry about the influence of my consumption on
the environment

I often get frustrated with the injustice in the world

I work primarily because of the salary

I am proud of my work

Good cannot be cheap

Traditions are important to me

Fashion and trends are not very important to me

I am mostly satisfied with the Finnish society

I prefer to do shopping in familiar places

Technology is meant to make life easier

Percentage of the respondents

Agree

Cannot say

Disagree

No response

 
Figure 12. The informants’ responses to the provided attitude statements. 

 
The work-related statements were correlated; four out of  
five respondents who would work less if they earned more 
money also said that they worked primarily because of the 
salary. However, only 29 % of all respondents would work less 
if they earned more, whereas more than a half agreed that 
they worked primarily because of the salary. Also, 62 % of the 
respondents were proud of their work, and only one out of ten 
was not. Thus, the majority of our respondents seemingly ap-
preciated their work, although for many the salary was the 
primary reason for working. 

The statement with which more than two-thirds of the re-
spondents disagreed with was “I try out new restaurants in my 
neighbourhood as soon as possible”. Although dining out was 
quite common, not many were such enthusiastic restaurant-
goers. On average, those who agreed with the statement 
spent less time on household chores and shopping and more 
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time on watching videos and DVDs than the rest of the respon-
dents. The proportion of young adults of 25 to 34 years of age 
was larger among these avid restaurant-goers and the propor-
tion of the elderly was respectively smaller. These respon-
dents also liked shopping and spending money and they 
showed trust in brand products. 

Almost two-thirds of our respondents did not take active 
part in societal activities. They were less likely to have univer-
sity degrees than the respondents who were societally active. A 
larger portion of the active people belonged to the oldest two 
age groups than of the non-active. Not surprisingly, two thirds 
of the active respondents had recently been to an association 
meeting, whereas the percentage was only 20 % for the others. 
The active people were more worried about their consumption 
and more frustrated with the injustice in the world. 

Another statement which was commonly disagreed with 
was “I readily buy second-hand devices to save money”. The 
respondents who agreed with the statement tended to say 
that they spent all the money they earned more often than 
average. Otherwise, their background or habits did not differ 
significantly from the rest of the respondents. 

This general examination of our respondents’ attitudes and 
preferences was produced to chart their everyday life and 
habits, and to create a context within which their playing and 
gaming habits could be reflected upon. The majority of the 
respondents were quite active physically and socially, which 
could have an influence on the time they spend on various 
games. Usage of digital technology and the Internet was quite 
prevalent overall, although the youngest generations were ob-
viously more familiar with them. The digital age may have 
brought digital games within the reach of nearly everyone, but 
it does not mean that people would have lost their interest in 
more traditional, non-digital games. The next chapter will 
draw a picture of the various playing practices of the respon-
dents and explore games in relation to other activities. 

3.3. The everyday life of games: genres and playing practices 

To find out what kinds of games people play we created a scale 
of seventeen different types of games (Figure 13; also see Ap-
pendix 1, Question 19). In addition, we added one more item to 
this scale from another question concerning console games in 
the analysis. This could of course skew the results concerning 
console games a bit, because the respondents might have an-
swered different sections somewhat differently, but it does not 
seem to be a major concern since the choice of answers was 
exactly the same. The possible choices for each question were 
similar to the questions listed in Table 12 (p. 30). 
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First of all, we hoped to find out the overall permeation of 
various games into our respondents’ lives. Figure 13 presents 
the percentages of the respondents who chose any of the first 
four choices and had thus played the game in question at least 
once, even if this had happened a long time ago. Board and par-
lour games and traditional card games were familiar to almost 
everyone, and nearly all of those who had not played them be-
longed to the oldest two age groups. Betting games were also 
well-known and actually slightly more widely spread than prob-
lem-solving games, meaning crosswords puzzles, quizzes and 
other puzzle games. Live action role-playing games (LARPs) 
were the least familiar of these game types: merely 2 % of all 
respondents had ever been to a LARP. Other engrossment 
games were not much more popular, although 9 % of our re-
spondents had tried out traditional tabletop role-playing games. 

 

board and parlour games
traditional card games

betting games
problem-solving games

outdoor games
slot machine games
mobile phone games

computer games
pub games

console games
handheld console games

collectible card games
internet role playing games

role playing games
online money games

miniature fighting games
live action role playing games

1009080706050403020100

% of the respondents have played at some point in their lives
 

Figure 13. Percentages of the respondents who reported having played the game in question at 
least at some point in their lives. 

 
In the further analyses we chose to pay attention to the first 
two levels (“during the last couple of days” and “within the 
last month”), which indicated that the game was played fairly 
often or at least recently. Of all the game types presented in 
the survey, the betting (lottery) type of games proved to be 
the most popular category. More than half of the respondents 
(54 %) had played them lately. Different kinds of problem-
solving games were a close second with 48 % of players. In 
contrast, live action role-playing games were by far the rarest 
game type played also from this viewpoint; only one person 
had been to a LARP recently. Other kinds of engrossment 
games were also only marginally represented. Outdoor games 
had been played recently by only a small portion of our re-
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spondents, which in comparison with the high percentage in 
the previous figure suggests that many people played them in 
their childhood but not so much afterwards. The percentages 
of the game types are presented below (Figure 14). 
 

betting games
problem-solving games
traditional card games

board and parlour games
slot machine games

computer games
mobile phone games

console games
pub games

outdoor games
online money games

handheld console games
internet role playing games

role playing games
collectible card games

miniature fighting games
live action role playing games

6050403020100

% of the respondents had played within the last month
 

Figure 14. Percentages of the respondents who reported having played the game in question 
within the last month. 

 
We found that betting games remained almost universally 
popular across all age groups. They were the top games played 
within the last month among men over 35 years and in the top 
two among both men and women over 25 years of age. Thus, if 
this was the whole truth about gaming, according to the find-
ings Finland could well be called “a betting nation”. This no-
tion is supported by a recent nationwide survey, conducted by 
the Ministry of Social Affairs and Health (Aho & Turja 2007). 
On the other hand, since this category includes many “casual 
money games” (e.g. basic lottery and scratch-card games) 
which can be played anywhere with rather small time and 
money investments, they cannot be compared as such to e.g. 
role-playing games, which have a totally different nature and 
require much more commitment when they are played in 
terms of both effort and time. 

Of the other game types, computer games were the ones 
played most frequently among young men, but their popularity 
on the game ladder declined with middle-aged and older peo-
ple. As for all women, problem-solving games were the most 
or the second most frequently played games across all age 
groups. In general, a smaller proportion of the women played 
games than of the men. Thus, it seems that, broadly speaking, 
men and women have slightly different gaming preferences. 

We made a principal component analysis to find out if we could 
discern different genres of games out of the game types based on 
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the responses. Indeed, games were quite clearly divided into four 
components, which were given the following titles: engrossment 
games, digital games, traditional games and money games. Cron-
bach’s alphas were .78, .77, .64 and .89 respectively. 

Engrossment games include traditional, live action and on-
line role playing games, miniature war games and collectible 
card games. Digital games consist of mobile phone games, 
computer games, online money games, console games and 
handheld console games. The third category of traditional 
games contains board, card, problem-solving and outdoor 
games. And finally, money games include betting and slot ma-
chine games. The following figure (Figure 15) shows the per-
centages of the men and the women in different age groups 
playing these sorts of games. It should be noted that this fig-
ure does not tell us how many separate games within each 
game type the respondents had played. 

There was also one game type which did not fit into these 
four categories: pub games. They were grouped in the same 
category with digital games according to the principal compo-
nent analysis, but we decided to omit them from further analy-
ses. Obviously, pub games are not digital games, but apparently 
those who play pub games also tend to play more digital games; 
and vice versa, those who do not play digital games do not tend 
to play pub games either. Thus, for the most part, the observa-
tions in the following paragraphs about digital game players 
also hold true for pub game players. Nevertheless, in order to 
clearly focus on digital games, pub games have been excluded 
from the following player category analyses. 

The reduction of all game playing behaviours of the Finnish 
people into four groups is of course a rough reduction; neverthe-
less, the aim of this pilot study was to provide an overall picture 
of playing behaviours and preferences among the Finnish people. 
It is in itself interesting to consider, whether the four ‘meta-
categories’ we found in the principal component analysis could 
be discussed in terms of ‘games cultures’ that Finnish people 
participate in. There is probably not much in common among the 
people who share similar game playing preferences at this level, 
but these kind of “portraits” of the four player groups are pro-
vided below in any case. Hopefully future study, and particularly 
qualitative studies among the informants, will provide a more de-
tailed look into the real nature of these kinds of statistically cre-
ated socio-cultural player groupings. 
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Figure 15. The four game genres played within the last month. 

 
To clarify, a player of a game type is here defined as someone 
who reported having played at least one of the games belonging 
to the game type within the last month. This definition is argua-
bly slightly misleading, but the term player is used in this report 
for simplification and it is suitable for the purpose of gaining a 
broad perspective of the playing habits of our respondents. 

In general, traditional games were played as frequently by 
men as by women, but women did not play other game types 
as much. Traditional games also held the first place in 
women’s preferences, whereas middle-aged and older men 
preferred money games above all. Money games were quite 
popular among all groups, although less among young women.  

It does not come as a surprise that various types of digital 
games were the most popular among men from 15 to 24 years 
of age, 90 % having played them recently. This group of re-
spondents consisted of active players in other scales too. En-
grossment games were only played by a few, mainly young 
men. Overall, traditional games had been played within the 
last month by 66 % of all respondents; money games by 59 %, 
digital games by 31 % and engrossment games by 4 %, as men-
tioned above. Traditional and money games remained popular 
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across the age groups, whereas the popularity of digital and 
especially engrossment games decreased when moving from 
the youngest respondents towards the oldest. 

There was a weak but significant correlation between the 
playing of traditional games and digital games, and between 
engrossment games and digital games. The latter is easily ex-
plained by the reasoning that those few who play engrossment 
games also tend to play digital games, since they were mostly 
young men. The first correlation suggests that, broadly speak-
ing, those who play digital games are also slightly more in-
clined to play traditional games than those who do not. This 
might also be largely due to age; young people were the most 
versatile game players overall. The correlation between tradi-
tional and digital games was particularly strong (0.518; 
p<0.001) among women of 15 to 24 years of age, which could 
mean that the playing of digital games and traditional games 
go hand in hand for young women. 

It was in our interest to find out if the players of certain 
games behave differently in their everyday lives from those who 
do not play such games as frequently. Consistent differences 
between players and non-players would suggest that the playing 
of certain kinds of games has a connection to habits and atti-
tudes. These kinds of findings would provide an interesting basis 
for further studies. Thus, the players and the non-players from 
the four genres were compared in various aspects. 

 
 

IN PORTRAIT: PLAYERS OF TRADITIONAL GAMES 
The attached table provides an overview on the player category ‘players of traditional games’. 
Note that the percentages are related only to this group of players, not to their proportion 
among all respondents. 

Gender  Educational level  

Female 56 %  Elementary school 20 % 

 Male 44 %  Secondary level 30 % 

Age   College level 21 % 

 15-24 18 %  Higher education 29 % 

 25-34 18 % Position on the labour market 

 35-44 14 %  Full-time job 52 % 

 45-54 20 %  Student/part-time job 22 % 

 55-64 19 %  Retired/unemployed 26 % 

 65-75 11 % Living arrangements  

 Mean age 43  Lives alone 18 % 

 Median age 45  With a partner 40 % 

Living area   With children 27 % 

 Urban 78 %  With parents 10 % 

 Countryside 21 %  Other 4 % 
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The average age of those who played traditional games was 43 
years, and 49 years for the non-players. 68 % of the women and 
63 % of the men belonged to the traditional player group. Tradi-
tional games were clearly more popular among our middle-aged 
women than the middle-aged men; otherwise, the player base 
was similar concerning gender. The educational level of the re-
spondents did not seem to have an effect on the playing of tra-
ditional games; neither did the living area or position on the la-
bour market. However, in the youngest two age groups those 
who lived alone played less traditional games than those who 
lived with other people. Although our definition of traditional 
games also included problem-solving games, which can often be 
played alone, it could be possible that since the nature of board 
games and card games is social and they are usually played with 
family or friends, those who live alone may not have as regular 
chances to participate in such activities as those who live with 
others. Still, on average the parents whose children lived at 
home did not play any more traditional games than the respon-
dents who did not have children in their households. 

There did not appear to be any significant differences in 
relation to the time the players of traditional games reported 
spending on different sorts of activities, except that in the 
oldest age group, those who played traditional games watched 
more videos and DVDs and spent more hours on reading books 
and newspapers than those who did not play. Another finding 
was that the players of traditional games also visited food res-
taurants and fast food restaurants a bit more often than non-
players, and a larger number of the elderly who played had 
been engaged in some hobby recently. On the other hand, the 
non-player women of 25 to 34 years of age had been to thea-
tres and concerts more often than the players. The middle-
aged players of 45 to 54 years of age were more avid joggers 
than the non-players; however, the relationship between jog-
ging and playing was opposite for the 65 to 75 year-olds. 

Traditional players seemed to have slightly different values 
and attitudes from the non-players. In the youngest age group 
those who played traditional games often were more eager to 
participate in societal activities and were slightly more worried 
about the influence of their consumption on the environment; 
thus, the youngest players seemed to be somewhat more socie-
tally aware than the non-players. On the other hand, the young 
men and women of 25 to 34 years of age who played traditional 
games were more satisfied with the Finnish society and less frus-
trated with the injustice in the world than the non-players. Fur-
thermore, the traditional player respondents of 35 to 44 years of 
age were more likely to disagree with the statement that they 
had plenty of devices which they used only rarely. This group was 
actually slightly more frustrated with the world’s injustice, 
unlike the traditional players in the younger group.  
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In comparison with the players of traditional games in the 
second oldest age group, the non-players did not like to buy their 
devices second-hand even to save money and they also felt that 
brand products were more reliable. In the oldest age group, 
those who played traditional games were more inclined towards 
the opinion that traditions were important than those who did 
not play them. These differences in attitude do not seem to be 
very consistent and it is quite possible that they are unrelated to 
the playing of traditional games. However, since the traditional 
players in older generations mainly played problem-solving games 
whereas the younger ones also played a great deal OF board 
games and card games, the social aspects of these games might 
in some ways be related to their ways of thinking. 

Money players were the second largest group out of the 
four player types. About half of the women (51 %) and two-
thirds of the men (69 %) in our sample had played money 
games recently. The average age of the money players was 46 
years and the non-players 44 years. There was a weak correla-
tion between the respondents’ educational level and their 
tendency to play money games; those who had a university 
degree were slightly less inclined to be money players, and 
those whose highest level of education was vocational school 
were more inclined. Middle-aged men who had children also 
played less money games than those with no children. Other-
wise, the background of the respondents had no significant re-
lationship to their money-player status when the effects of 
age and gender were taken into account. 

Those who played money games visited museums overall 
slightly less frequently than those who did not play. A smaller 
proportion of the middle-aged and older women who were 
money-players had visited a church recently than of the non-
players. The youngest money-player women and the middle-
aged players frequented fast food restaurants more often than 
non-players. The players also tended to go to game arcades 
and entertainment restaurants a bit more often. On average, 
money players spent less time on reading books or newspapers 
and more time on watching television than non-players. The 
young female players also spent more time on watching videos 
and DVDs. These differences in everyday habits were partly 
related to differences in educational levels. 
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IN PORTRAIT: PLAYERS OF MONEY GAMES 
The attached table provides an overview on the player category ‘players of money games’. Note 
also here that the percentages are related only to this group of players, not to their proportion 
among all respondents. 

Gender  Educational level  

Female 47 %  Elementary school 22 % 

 Male 53 %  Secondary level 30 % 

Age   College level 23 % 

 15-24 12 %  Higher education 25 % 

 25-34 15 % Position on the labour market 

 35-44 15 %  Full-time job 56 % 

 45-54 23 %  Student/part-time job 16 % 

 55-64 23 %  Retired/unemployed 27 % 

 65-75 12 % Living arrangements  

 Mean age 46  Lives alone 19 % 

 Median age 49  With a partner 44 % 

Living area   With children 27 % 

 Urban 75 %  With parents 6 % 

 Countryside 24 %  Other 3 % 

 
 
The attitudes of our money players were also slightly different 
from the non-players. On average, they agreed more often 
with the statements that they worked primarily because of 
the salary and that they usually spent all the money they 
earned. They were more inclined towards the opinions that 
good cannot be cheap and that technology is meant to make 
life easier. A larger portion of them said they read consumer 
advice to avoid bad experiences. In addition, young women 
who played money games said that shopping made them feel 
good much more often than the non-players did. Finally, the 
players were less worried about the influence of their con-
sumption on the environment. Overall, it seems that the 
money players in our sample were also more eager to spend 
money on other things besides games.  

A recently published study on the money players in Finland, 
commissioned by the Ministry of Social Affairs and Health 
(STM), provided us with some relevant comparison material 
(Aho & Turja, 2007). The survey was directed to the same age 
group as our survey, but the sample was much larger with 
20 000 recipients and 48 % actual respondents. It was a pleas-
ant surprise to notice how close our findings about money 
players came to their results.  

For example, whereas in our study money- or gambling 
games appeared to be played by 89 % of the respondents (men 
93 %, women 86 %), the STM survey reported that 87 % of Finns 
(men 91 %, women 83 %) play these games. Furthermore, in 
both studies the most active players were found to belong to 
similar age groups with corresponding activity levels. The re-
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sults proved to be comparable also in reference to Internet 
money games. Thus, these comparisons strengthen the reli-
ability of this study. It shows clearly that even if our sample is 
not statistically representative, it seems to give a good overall 
picture the Finns as players and gamers at an outline level. 
Moreover, it backs up our presumption that our sample weighs 
in favour of the gamers. 

 
 

IN PORTRAIT: PLAYERS OF DIGITAL GAMES 
The attached table provides an overview on the player category ‘players of digital games’. The 
same note as above about the percentages also applies here. 

Gender  Educational level  

Female 44 %  Elementary school 19 % 

 Male 56 %  Secondary level 34 % 

Age   College level 14 % 

 15-24 34 %  Higher education 33 % 

 25-34 29 % Position on the labour market 

 35-44 15 %  Full-time job 48 % 

 45-54 13 %  Student/part-time job 33 % 

 55-64 6 %  Retired/unemployed 18 % 

 65-75 4 % Living arrangements  

 Mean age 33  Lives alone 18 % 

 Median age 30  With a partner 29 % 

Living area   With children 27 % 

 Urban 81 %  With parents 19 % 

 Countryside 18 %  Other 6 % 

 
 
Nearly one third of our respondents were digital game players. 
39 % of the men and 25 % of the women reported they had 
played some digital game within the last month. The average 
age of the digital game players who were recognised by this 
criterion was 33 years and the non-players 51 years. Since 
there was such a big difference between the average ages, 
general comparisons between digital game players and non-
players could not be made, since the age of the respondents 
had an influence on their answers. Therefore we examined the 
habits and attitudes of the digital players mainly within the 
age groups. Naturally, on average digital game players re-
ported that they spent more time on playing computer and 
video games per week than the non-players. 

Young men who played digital games spent more time on 
watching videos or DVDs than the non-players of digital 
games, but digital player (i.e. gamer) status was not related 
to the frequency of jogging or going for walks in any age 
group. Thus, the generalisation that those who play digital 
games exercise less does not seem to apply on the basis of our 
survey. Another observation concerning the everyday habits of 
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digital game players was that the middle-aged women who 
played digital games visited entertainment restaurants more 
often than those who did not play. 

In general, digital game players went to the movies more 
often than non-players, but this was due to the age differ-
ence; movies are more popular among young people in gen-
eral. Other differences in everyday habits could also be mostly 
explained by age. Older people went for walks or jogged 
somewhat more often than the younger, and they also partici-
pated in association meetings more frequently, whereas 
younger people favoured various restaurants and went to the 
movies more often than the older. In general digital game 
players also spent less time on household chores and reading 
books or magazines and more time on watching videos or 
DVDs, but these differences were mostly caused by the gen-
eral age difference between the players and the non-players. 

Young digital game players felt that technology was meant 
to make life easier more often than the non-players. Young 
female players were also more in agreement with the state-
ment that they worked primarily because of the salary. Among 
the elderly, women who played digital games were less in-
clined to agree with the statement that technology was meant 
to make life easier than the non-player women. Elderly play-
ing men agreed more often than the non-players that the 
products they bought matched their ideology. Otherwise, the 
attitudes of digital game players were quite similar to those of 
the non-players of digital games.  

Only about 1 % of the women and 8 % of the men belonged 
to the engrossment game player group. However, in examining 
this group it should be noted that role-playing games and the 
like are usually more time-consuming than other game types 
and they may very well be played less frequently than every 
month. Thus, the true percentages of engrossment game play-
ers may be slightly higher. In any case, the average age in this 
group was 25 years, whereas the non-players’ average age was 
around 46 years. The player group was predominantly male. 

Since there were only six women who had played engrossment 
games recently, statistical comparisons between the player and 
the non-player women were quite impossible to make. However, 
only one of the women was older than 24 years; she was 53 years 
old. The engrossment player women had no obvious common 
characteristics or habits, except that none of them had been to a 
church or a game arcade recently but everyone had been en-
gaged in some hobby within the last month. All of them used the 
Internet every day. They also played traditional and digital 
games, but did not play money games. 
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IN PORTRAIT: PLAYERS OF ENGROSSMENT GAMES 
The attached table provides an overview on the player category ‘players of engrossment games’. 
The same note as above about the percentages also applies here. 

Gender  Educational level  

Female 18 %  Elementary school 27 % 

 Male 82 %  Secondary level 35 % 

Age   College level 9 % 

 15-24 56 %  Higher education 29 % 

 25-34 29 % Position on the labour market 

 35-44 6 %  Full-time job 38 % 

 45-54 9 %  Student/part-time job 50 % 

    Retired/unemployed 12 % 

 Mean age 25 Living arrangements  

 Median age 23  Lives alone 24 % 

    With a partner 18 % 

Living area   With children 9 % 

 Urban 82 %  With parents 32 % 

 Countryside 18 %  Other 18 % 

 
 
The young men who played engrossment games tended to dis-
agree with the statement that brand products are more reli-
able, whereas the non-players tended to agree. These young 
engrossment game players also spent more time on reading 
books or newspapers and playing computer or video games 
than the young non-players. In addition, the engrossment 
game playing men in the youngest age group gave more time 
to outdoor activities and watching videos or DVDs. Both of the 
two engrossment player men of 35 to 44 years of age agreed 
that they took active part in societal activities, whereas the 
non-players in this group tended to disagree. 

The percentage of the respondents who had not played any 
of these four game types or pub games within the last month 
was 16 %. Their mean age was 51 years and 63 % of them were 
women. On average, they spent more time on hobbies and less 
time on watching videos or DVDs and playing computer or 
video games than those who had played some game recently. 
The only significant difference in their attitudes was that 
these non-players were slightly less likely to disagree with the 
statement that they worked primarily because of the salary 
than the players. Generally speaking, there were no large dif-
ferences between the players of any game type and the non-
players besides the age and gender distributions. Other back-
ground factors of the respondents did not seem to have a no-
table influence on their general playing practices. 

When inquired about the free time and the money at their 
disposal, more than a half of the respondents said that they 
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had enough of both for hobbies and recreation. Only 9 % of the 
respondents reported that they lacked both the time and the 
money. In addition, 16 % of the respondents told us that their 
time was spent mostly for working and household chores, and 
another 16 % felt that they did not have enough money for 
their hobbies and interests. 

It could be expected that the perceived amount of free time 
has a connection with the reported playing habits, but that 
does not seem to be the case. Those who belonged to any of 
the four player types had similar opinions concerning free time 
as the non-players. The reported weekly time spent on com-
puter or video gaming was also slightly shorter among those 
who considered themselves too busy than among those who 
thought they had enough free time, but the difference was not 
significant. Neither did we find any significant difference in the 
number of all games that the respondents reported to have 
played recently in regards to the perceived amount of money. 
However, 29 % of the money players felt they did not have 
enough money for hobbies and interests, whereas only 20 % of 
those who did not play money games felt likewise (p=0.020). 
The difference was not huge, but it fits our earlier observations 
about the money players’ willingness to spend more money. 
Among the other player types, there were no significant differ-
ences in regard to the perceived amount of money. 

Besides age, gender and other background variables, we 
hoped to find out if the people who had interest in certain ac-
tivities would have divergent gaming habits from those who did 
not stand out in these ways. In order to do this we distinguished 
five groups of people out of the data: those who spent a fair 
amount of time outdoors; those who were socially active; those 
who actively participated in societal matters; those who fre-
quented restaurants; and those who were active and diverse 
Internet users. The selection was based on the indicators that 
represent different lifestyles. In respect to the general, stereo-
typical understanding of digital games and gamers we wanted 
to find out if those who lead active lifestyles do not have as 
much time or interest to play games as those who do not go 
out, participate in activities, exercise and socialise as much.  

Percentages of the respondents belonging to each group are 
presented in Table 19. In the interpretation, the fact that the 
methods for separating these groups were somewhat arbitrary 
and did not necessarily bring out all the people who, in practice, 
belong to the group in question, was taken into account. Equally, 
these groups may also have included people who do not primarily 
match the description. We will be gathering more information on 
the informants’ everyday life practices in the interviews to com-
plement these groupings. This, we hope, will enable us to ana-
lyse in more detail gaming as one of these practices. 
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Table 19. The percentages of respondents with certain 
characteristics of interest. 
Outdoors people 62 % 
Socially active people 80 % 
Societal actors 23 % 
Restaurant-goers 32 % 
Versatile Internet users 21 % 

 
The first group, “outdoors people”, was formed from the re-
spondents who had either gone for a walk or jogged within the 
last couple of days or reported having spent more than seven 
hours on outdoor activities each week. Thus, this definition 
probably left out many people who e.g. went to the gym or 
practised team sports in sports halls, but the questionnaire did 
not equip us to separate all kinds of physically active people 
from the data. Still, this group most likely included at least  
some of the respondents who liked fresh air and exercise. 

When compared with the types of games the “outdoors 
people” had played recently, some interesting results ap-
peared. Only 26 % of those who spent plenty of time outdoors 
had played digital games within the last month, whereas for 
those who had not spent as much time outdoors the number 
was 38 % (p=0.001). This difference, however, disappeared 
when it was controlled with age. This means that in general 
those who played digital games were less outdoors-oriented, 
but the difference is mainly due to the age difference of the 
players and the non-players. Based on this finding, the com-
mon idea according to which physical exercise and digital 
games are opposites was certainly partly true, but only be-
cause the young people in our sample played games more and 
spent less time outdoors in general. Yet, this said, it must also 
be considered that young people might not report the rutines 
of biking or walking as a form of outdoors exercise, whereas 
older people are more willing to do so. 

In addition, when we compared the amount of weekly digital 
play reported by the respondents, in the age group of 25 to 34 
years of age those who had jogged recently or spent plenty of 
time outdoors reported lower weekly playing hours than those 
who had not been so physically active recently. However, no 
such difference existed in other age groups. Another observation 
regarding time use was that in the groups of 35 to 44 and 65 to 
75 years of age, those who spent lots of time outdoors also 
worked fewer hours. Sporty elders also spent less time on digital 
gaming. In the age groups of 45 to 54 and 55 to 64 years of age, 
the only difference was that the physically active respondents 
spent more time on hobbies. There were no significant differ-
ences in the proportion of “outdoors people” amidst the players 
and the non-players of other game types than digital games. 

The group of “socially active people” was compiled of the 
respondents who had been to an association meeting or en-
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gaged in a hobby or met their friends within the last couple of 
days, or spent more than seven hours per week on hobbies. 
This group ended up to be quite large, with four out of five re-
spondents belonging to it. Interestingly, a larger proportion of 
those who did fit our broad terms of sociability were digital 
game players than of those who did not (33 % versus 20 %, 
p=0.001). This finding contradicts the stereotypical picture of 
digital game players, who are often considered to be asocial. 
However, the difference did not remain significant when con-
trolled with age. Thus, it can also be explained by the reason-
ing that young people take part in social activities more ac-
tively than the older and they also play digital games more. 

In regard to other game types there were no notable dif-
ferences in sociability between the players and the non-
players. Considering the general influence of sociability, re-
ported time usage in a couple of activities varied slightly be-
tween the social and the less social youth: the social 15-24 
year-olds spent less time on watching TV and videos than their 
not-so-social counterparts. On the other hand, the social 25-
34 year-olds spent less time on household chores. Yet this kind 
of a division into social people and others, which is based on 
secondary variables, must be understood to be only indicative. 

Moving on, the respondents who had been to an association 
meeting within the last couple of days or agreed with the 
statement “I participate actively in societal activities” were 
categorised as “societal actors”. 23 % of the respondents ful-
filled this criterion. Overall, there was no difference between 
the preferred game types in regard to this characteristic. Yet 
traditional games were more popular among the 15 to 24 year-
olds who participated in societal or associational activities. We 
found no correlation with the other three game types in any of 
the age groups. Those 15 to 34 and 65 to 75 year-olds who par-
ticipated in societal activities also watched less TV, but in con-
trast active 45 to 54 year-olds watched more videos and DVDs. 

The group of “restaurant-goers” was created from the re-
spondents who had been to a food or entertainment restau-
rant within the last couple of days, or who said that they liked 
to visit new restaurants frequently. Again, there was an over-
all positive correlation between recent digital gaming and ac-
tive restaurant visits, which however vanished with age con-
trol. Thus, young people went to restaurants more often and 
they also played more often, which explains the correlation, 
but one activity does not seem to affect the other. The time 
the restaurant-goers spent on chores and activities did not dif-
fer much from the non-goers, except that the 25 to 34 year-
olds who frequented restaurants actually watched more videos 
and DVDs than their counterparts. Interestingly, 65 to 75 years 
old restaurant-frequenters spent more time on playing digital 
games; perhaps they were more active overall. 
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Finally, the last group of interest for us was those who use the 
Internet not only actively but also diversely, the “versatile Inter-
net users”. Here we sorted out the respondents who reported 
that they had done at least five different things on the Internet 
within the last month (see Appendix 1, Question 18; not including 
writing email, because that is a commonplace nowadays). This 
was again a difficult selection process, but it left us with 21 % of 
the respondents. The percentage of these diverse surfers was 
highest among the age groups of 25 to 34 (46 %) and 15 to 24 
years of age (30 %), and lowest among 65 to 75 years of age (5 
%). Overall, these versatile Internet users played all kinds of 
game types, except for money games, more often than the less 
diverse surfers. Not surprisingly, most of the differences disap-
peared again when controlled with age, but the frequency of re-
cent digital playing stayed higher for active surfers among re-
spondents of 15 to 34 and 45 to 54 years of age. 

Engrossment games were also slightly more popular among 
young respondents who were active Internet surfers, but the 
subgroup of role-players and the like was so small that making 
reliable comparisons was hard. Active surfers of 15 to 54 years 
of age spent more time on playing digital games than those 
who were less versatile Internet users. 35 to 44 year-old di-
verse surfers actually also spent significantly more time on 
reading books and newspapers than the less Internet-oriented 
respondents. Active Internet users in the eldest age group 
spent more time than average on working. 

To sum up, traditional games and money games were rela-
tively popular among our respondents regardless of their age or 
gender. We also found digital game players among every age 
group, although they were quite rare among the oldest respon-
dents. Engrossment games were almost exclusively played by 
young men. Money players seemed to have a tendency towards 
spending more money also in general, when compared with the 
non-players. Overall, the everyday habits and attitudes of the 
players of other game types were not very much different from 
those of the non-players; however, in some of the age groups 
players did exhibit certain differences from non-players.  



GAMING NATION? THE PILOT CASE FINLAND: INTERNATIONAL STUDY OF GAMES CULTURES 
 

UNIVERSITY OF TAMPERE, HYPERMEDIA LABORATORY 

68 

4. Digital Games and Gamers 

4.1. Introducing digital gaming 

Thus far we have mostly talked about playing and digital gam-
ing as a part of games cultures in general. In this chapter the 
main focus is directed to digital gaming, the gamers and the 
games themselves. The second part of our survey questionnaire 
was designed to offer us detailed information about the digital 
games that the respondents play, their reasons for gaming, and 
their attitudes towards various elements in games and gaming.  

The grounds for the division we made between digital gam-
ers and non-gamers among our respondents were explained in 
detail in Chapter  2.6. All in all, there were 424 (53 %) respon-
dents out of our total sample who were in some way recognis-
able as digital gamers. This group of people is referred to as 
“All Gamers”. Out of this group, a group of 232 respondents 
also answered the detailed questions concerning digital gaming 
per se. These respondents are defined as “Active Gamers”. In 
the following analysis of digital gaming we consider both of 
these gamer groups as informants. Further in the analysis we 
also make a distinction between casual gamers and committed 
gamers. At this stage, the respondents are divided into sub-
groups of “Hardcore Gamers”, “Regular Gamers”, “Occasional 
Gamers” and “Light Gamers”. These categorisations are used to 
analyse both the “All Gamers” and the “Active Gamers” groups. 

In this chapter we will first describe the “All Gamers” 
group in more detail, both in itself and in comparison with 
non-gamers. After this we move on to more detailed informa-
tion about actual digital games and their meanings to “Active 
Gamers”. To finish with we discuss the aspects of casualness 
and the level of commitment in regard to both gamer groups. 

4.2. Does gaming make a difference? Descriptions and 
comparisons of gamers and non-gamers 

The percentage of “All Gamers” among our respondents de-
creased in quite a linear fashion with age, both overall and 
within gender (Figure 8, p. 40). The median age of these gam-
ers was relatively high, 37 years, whereas the median age of 
the non-gamers was 56 years. The respective mean ages were 
38 and 53 years. The share of female gamers was significantly 
smaller than that of male gamers in the age groups of 25 to 34 
and 35 to 44 years of age. Overall, 48 % of the women and 58 
% of the men were classified as “All Gamers”. Thus, men were 
into digital gaming slightly more than women. Still, it should 
be noted that the portions of the male and the female gamers 
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were close to even in other than the aforementioned age 
groups, and the gender gap was not large overall. 

We used our original division into six age groups when examin-
ing the group of “All Gamers” (see Table 20). There were only a 
few gamers in the eldest age group, but otherwise the age groups 
had more than enough people in them for statistical purposes. 
Note that the percentages presented in the table are calculated 
from the “All Gamers” group, not from all the respondents. 

 
Table 20. The age and gender distributions of “All Gamers”. 

 Men Women Total 
Age 15-24 46 53 99 
    22 % 25 % 23 % 
  25-34 59 42 101 
    28 % 20 % 24 % 
  35-44 33 34 67 
    16 % 16 % 16 % 
  45-54 35 43 78 
    17 % 20 % 18 % 
  55-64 26 30 56 
    12 % 14 % 13 % 
  65-75 12 10 22 
    6 % 5 % 5 % 
Total 211 212 423 
  100 % 100 % 100 % 

 
One noteworthy observation is that we found no significant 
differences between these gamers and the non-gamers in re-
gard to other background variables than age and gender. In 
other words, digital gaming seems to be as common in urban 
neighbourhoods as in the rural areas, regardless of household 
income or educational level. 

The differences in the use of time on activities on a weekly 
basis between “All Gamers” and non-gamers were focused 
mainly on household chores and watching videos or DVDs (see 
Table 21). There were no consistent general differences which 
would not have been caused by the age difference between 
the gamers and the non-gamers. Overall, the playing of digital 
games does not seem to add to or take significantly away from 
the time used on other activities. 

On average, the few non-gamer men in the second age 
group spent much more time per week on household chores 
and outdoor activities than the gaming men. In contrast, the 
gamer men in the second oldest age group spent more time on 
household chores than the non-gamers. The medians also dif-
fered considerably. As for videos and DVDs, the gamer men of 
35 to 44 years of age actually watched less videos or DVDs 
than the non-gamers in this group, but the opposite was true 
of the men in the 45 to 54 age group. The gamer women of 45 
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to 54 years of age also watched more videos or DVDs than the 
non-gamer women. Finally, the gamer men in the oldest age 
group watched more videos or DVDs than the non-gamers. Ap-
parently watching videos or DVDs is slightly related to digital 
gaming among the older generations. 

 
Table 21. The significant differences in the mean hours 
spent on everyday activities among our respondents. 

 All Gamers Non-gamers p value 

25-34 men 6.7 16.1 <0.001 Household 
chores 55-64 men 11.1 7.3 0.007 

35-44 men 1.0 2.4 0.019 

45-54 men 1.7 0.9 0.015 

45-54 women 1.9 0.6 <0.001 

Watching 
videos/DVDs 

65-75 men 3.3 1.0 0.024 

Outdoor 
activities 

25-34 men 3.1 6.1 0.005 

 
A significantly larger part of the elderly non-gamers than of the 
elderly gamers left the questions concerning general attitudes 
unanswered (see also Figure 12, p. 51). Otherwise, when setting 
the influence of age aside, general attitudes, opinions and val-
ues were not much different between “All Gamers” and non-
gamers. The only notable difference that appeared was that the 
middle-aged gamer men read more consumer advice to avoid 
bad experiences than the non-gamers, which could mean that 
they have a greater interest e.g. in digital technology and they 
also wish to read up on things before buying them. 

One of the first questions concerning gaming inquired how 
old the respondents were when they played digital games for 
the first time. 46 % of the respondents answered the question 
and, according to our definition, 84 % of them could be classi-
fied as digital gamers. Thus, there were also people who had 
played digital games in the past and remembered how old 
they were when they played for the first time, although they 
did not currently play. 

Only slightly more than two-thirds of the “All Gamers” an-
swered the question, but this is probably partly due to the fact 
that not everyone can recall their exact age of gaming for the 
first time. Some of the respondents may also have grown tired 
with the questionnaire at this point and decided to skip the last 
paragraphs, including this question. We also finally excluded one 
answer in which the time that had passed since the first occasion 
of digital gaming would have been 55 years – an unlikely figure, 
since digital games practically did not exist in the fifties. (Finland 
got its first mainframe computer only in 1958; Paju 2005.) 

The mean age for starting to play digital games was 20 
years, and the median was 14 years. On average the respon-
dents had first played a digital game 15 years ago, and a half 
of them had begun to play between 10 to 21 years ago. The 
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whole range of answers was from zero to 39 years ago. As ex-
pected, there was a very strong positive correlation between 
the respondent’s age and the age they began playing (correla-
tion coefficient 0.856; p<0.001): the older the respondents, 
the older they had been when playing a digital game for the 
first time. On the basis of these responses one could surmise 
that, on average, digital gaming as a more popular cultural 
phenomenon began to emerge in Finland in the early nineties, 
about 15 years ago (cf. Eskelinen 2005). There was no differ-
ence between gamers and non-gamers in regard to the aver-
age time that had passed since they began to play. 

Since the great majority (90 %) of the youngest age group re-
spondents were classified as “All Gamers” it is a somewhat moot 
point to make thorough comparisons among this age group be-
tween those who play digital games and those who do not. That 
being said, there did not seem to be any notable differences in 
this age group in this regard, other than that a larger portion of 
gamers than non-gamers used the Internet daily (84 % versus 46 
%; p=0.008). This association between gaming and more frequent 
Internet usage was also evident in the other age groups. 

However, the respondents' educational level, living area, 
household conditions or household income did not seem to 
have any kind of a connection with their gamer status when 
examined within age groups. Neither did the position on the 
labour market have a significant influence on whether or not 
the respondent was a gamer. Of course, their level of com-
mitment in gaming is a different matter altogether and will be 
explored later on in this chapter. 

The respondents were inquired about their opinions towards 
digital games and gaming with a set of statements (see Appendix 
1, Question 24). It should also be noted that the structured ques-
tion did not offer the respondents a chance to write down their 
opinions about gaming. Therefore, the question might not have 
captured all the attitudes that the respondents had towards play-
ing digital games. We also have a slight suspicion that not every 
respondent thought about digital gaming when ticking the state-
ments. Yet even if there were a couple of money-players or tra-
ditional players among those who answered this section, the ef-
fect on the results would be quite minor.  

Overall, the “All Gamers” committed to these statements 
more often than the non-gamers, which was an expected out-
come (84 % versus 45 % chose at least one statement to hold 
true for them). Most likely, gamers had more opinions on gam-
ing than the others. For those who responded to these state-
ments the most popular choices were “playing develops many 
skills” and “playing is a nice way to spend time together” (30 % 
and 29 % of all respondents, respectively). A similar proportion 
of both gamers and non-gamers agreed with the first state-
ment, while gamers agreed more often with the second one. 
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Apparently also some of those who do not play digital games 
thought that games are useful in developing certain skills.  

The statement “I have advised someone to reduce their play-
ing” was also found to be familiar: 29 % of the gamers and 19 % 
of the non-gamers agreed with it. However, only a handful of 
gamers (5 %) felt guilty about their playing and even fewer (1 %) 
thought that the money they spent on games was a problem. Of 
course, it must be considered that even though the survey was 
anonymous some people might not have wanted to admit that 
they have problems with their gaming, or perhaps the problem-
gamers declined to respond to this question altogether.  

All in all, according to our survey, it seems that the most 
common problem associated with digital gaming was the time 
spent on it; some might end up neglecting their other duties 
due to gaming, and some found it necessary to advise others 
to reduce their gaming. The mean gaming time that our re-
spondents reported altogether was approximately 1.8 hours 
per week, with a median of zero hours (more detailed infor-
mation about gaming time distributions across age groups and 
among genders can be found in Figure 4, p. 35).  

However, since nearly half of the respondents were non-gamers 
(in reference to both gamer groups), the mean gaming time does 
not represent the time the gamers spent on digital games. For the 
“All Gamers” group the mean weekly gaming time was 3.3 hours 
and the median was one hour. For the “Active Gamers” the mean 
time was 4.6 hours and the median was two hours. Thus, those 
who made the effort to answer the detailed questions about their 
gaming were also the ones who played more.  

Among the non-gamers, opinions about digital gaming were 
quite similar regardless of gender. However, among the “All Gam-
ers” group men’s and women’s opinions differed on a couple of 
points which were mostly related to the time spent on digital gam-
ing. The women were less inclined than the men to say that they 
would play more if they had the time (9 % versus 26 %), and a lar-
ger proportion of the men than of the women said that someone 
had asked them to reduce their gaming (12 % versus 1 %). 

In addition, more men than women tried to restrict their gam-
ing (18 % versus 8 %) and more men also felt that someone re-
stricted their gaming (11 % versus 2 %). Thus, it seems that at least 
most of the gamer women did not experience outside pressure to 
keep an eye on their gaming time. Of course, their reported 
weekly gaming hours were in general much lower than those of the 
men, and they most likely did not feel the need to control their 
gaming. Men also agreed more often than women that digital gam-
ing was quite a cheap hobby (41 % versus 23 %), and that the dan-
gers related to gaming were discussed too much (11 % versus 3 %). 
These differences were all statistically significant. 

In the previous chapter we established five distinguishable 
groups of people among our respondents with relation to their 
ways of living (see Table 19, p. 65). In the analysis of digital 
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gaming we wanted to find out whether the proportions of 
these groups would differ from the whole sample, and 
whether the “All Gamers” or the non-gamers would stand out 
in some way (Table 22).  

The relative numbers of “socially active people” and “socie-
tal actors” were quite similar among both of the groups. How-
ever, there was a considerably smaller number of “outdoors 
people” within the group of gamers than within the group of 
non-gamers. In contrast, a slightly greater number of gamers 
frequented restaurants, and remarkably many of them were di-
verse Internet users. Nevertheless, these differences mainly re-
flect the age difference between the two groups, since the 
older respondents spent more time outdoors and less time on 
the Internet in general, and went to restaurants more seldom. 
When the proportions of the five kinds of people were exam-
ined within the age groups, the only significant difference was 
that the gamers of 25 to 54 years of age were more diverse 
Internet users than the non-gamers of the same age range. 

 
Table 22. The five kinds of people amidst the “All Gamers” 
and the non-gamers. 
 All Gamers Non-gamers 

Outdoors people 54 % 71 % 
Socially active 82 % 77 % 
Societal actors 23 % 23 % 
Restaurant-goers 36 % 28 % 
Versatile Internet users 33 %  7 % 

 
Gamer men of 25 to 34 years of age spent less time on outdoor 
activities than non-gamer men, and there were also on the 
whole less “outdoors people” among the gamers than the non-
gamers. The youngest age group among our respondents also 
went for walks or jogged less frequently than the older ones 
and played digital games the most, and used the Internet the 
most frequently. Still, this being so, our study does not con-
firm or disprove the stereotype of the young men who sit in 
their rooms in front of their computers or consoles and never 
go for a jog or exercise (cf. Ermi & al. 2004).  

It is true that all of the young people who were non-gamers 
had jogged within the last month, whereas only 66 % of the 
young gamers had reported to have done so, but this differ-
ence was not statistically significant because the number of 
non-gamers in the first age group was very small. Thus, it 
would be hasty to say that young people exercise less because 
they spend their time on staring at computer monitors or in 
front of consoles. If anything, it is more likely that these 
changes in lifestyles are brought on by some third factor; 
namely, digital technology has become more common during 
the past 15 years, and youngsters are always the quickest to 
catch on to new things. And, we would like to point out again 
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that other forms of exercising besides walks or jogs and out-
door activities were not inquired in our questionnaire. For 
sure some of the young people exercise in gyms and sports 
halls, instead of on jogging paths. 

As was expected, the respondents belonging to the group 
of “All Gamers” had more digital devices and gaming devices 
than non-gamers. Almost everyone owned a mobile phone, re-
gardless of their gamer status, and digital TVs or set-top boxes 
were also equally common (around 67 %), whereas Macintosh 
computers were equally rare (around 4 %). Otherwise gamers 
owned more digital technology than non-gamers. The mean 
amount of money that the gamers had spent on digital devices 
during the past couple of years was 1 160 euros, compared to 
890 euros for non-gamers (p=0.018). 

Although according to our classification 53 % of the respon-
dents were gamers, only about 41 % of the respondents an-
swered the questions concerning the time, place and company 
of their gaming. These questions were directed to those who 
had already reported of gaming at least every now and then, 
and for reliability reasons it was good to note that there were 
no non-gamers among those who answered these questions. 
However, more than 20 % of the “All Gamers” did not answer 
the questions. This could either mean that they were such oc-
casional gamers that they did not feel that the questions were 
relevant to them, or that our classification of gamers also in-
cluded some of those who do not play digital games in prac-
tice. The most probable answer is that there were both occa-
sional gamers and non-gamers among the 20 %. Still, their 
relative proportions remain unknown. 

Evening hours from 6 p.m. to midnight were by far the most 
common gaming time, with 58 % of the gamers (30 % of all re-
spondents) ticking this choice. Daytime from noon to 6 p.m. was 
second in popularity, with 16 % of the gamers (8 % of all respon-
dents) reporting this time. There were no big differences in the 
preferred gaming times across age groups, although a slightly lar-
ger portion of the eldest people played during the daytime and, 
surprisingly, at night. However, the number of gamers in the 
older generations was smaller, and their more frequent night-
time gaming could be understood as random variation. 

Almost everyone played digital games at home (39 % of all re-
spondents, 74 % of “All Gamers”), and other places were rarely 
used for playing, except “at friend’s” (7 % of all respondents, 14 
% of “All Gamers”). 34 % of the respondents (meaning 65 % of “All 
Gamers”), usually played alone, but in addition there were quite 
a few social players, as can be seen from the table below (Table 
23). Only two respondents played with their parents; these were 
sixteen and seventeen year old young people. The youngest peo-
ple in our target sample were 15 years old; thus, teenagers over 
that age apparently do not tend to play with their parents any-
more. Then again, quite many respondents reported playing with 
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their children; 38 % of gamers who had children in their house-
hold played digital games with them. 

 
Table 23. The proportions of answers to the question “Who do you usually play with?” 

 
Number of the 
respondents 

Percentage of the 
respondents 

Percentage of the 
All Gamers 

Alone 277 34 % 65 % 
With a friend or friends 109 14 % 26 % 
With children 65 8 % 15 % 
With a partner 54 7 % 13 % 
With strangers on the Internet 45 6 % 11 % 
With siblings 25 3 % 6 % 
With friends on the Internet 22 3 % 5 % 
With work or study mates 18 2 % 4 % 
With parents 2 0.2 % 0.5 % 

 
 
Among all the respondents, there were 16 % of those who told 
us that they only played alone (30 % of “All Gamers”). 18 % 
played both alone and with someone else (34 % of “All Gam-
ers”), and 8 % said that they played with others, but did not 
play alone at all (15 % of “All Gamers”). Thus, a half of the 
gamers in our whole sample could with certainty be said to be 
social gamers. Of course, it is a different thing to play with 
friends in the same room or with strangers on the Internet 
(the question of how different it really is will be examined 
more closely in Chapter  5).  

Age seems to have an effect on gaming habits in this re-
gard; a majority of those who were older than 45 years of age 
only played alone, whereas younger people tended to play 
both alone and with others. The only significant difference in 
regard to gender was within the age group of 25 to 34 year-
olds, in which a much larger proportion of women than of men 
only played with others (p=0.015).  

To sum up, the most notable difference between “All gam-
ers” and non-gamers was their age. The average gamer was 
younger than the average non-gamer and also somewhat more 
likely to be a man. Gamers were more accustomed to digital 
technology and used the Internet more frequently than non-
gamers. Nevertheless, otherwise their habits and attitudes did 
not differ more than they generally differed between the 
older and the younger respondents. 

4.3. The games they play: the most popular titles and genres 

In this chapter we will shift our focus from the “All Gamers” to 
the “Active Gamers” group, which is formed from a smaller 
gamer sample of the respondents. The group of the gamers who 
carried on answering the more detailed questions about their 
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gaming was merely 29 % of the respondents, which is to say that 
it is quite a small sample in terms of quantitative research. 
Thus, the results and the descriptions produced with this data 
cannot be assumed to be fully representative of the Finns’ digi-
tal gaming habits. On the other hand, we consider the informa-
tion given by this smaller gamer group to be more reliable, 
since they surely had fresh experience about digital games and 
gaming. The “Active Gamers” sub-sample serves as a source of 
valuable and interesting information, and is also taken as a 
starting point for the qualitative research phase of InGa.  

The gender distribution in the group of “Active Gamers” 
was more or less equal. The proportion of men was 56 %, and 
respectively 44 % of the participants were women. Out of all 
respondents, 23 % of the women and 36 % of the men filled in 
the digital gaming form (Table 13, p. 31). Thus, although 
there were more women than men among all of our respon-
dents, this difference evened out and actually turned around 
when considering the sub-group of “Active Gamers”. 

The age distribution within this sub-group was very unbal-
anced, tilted towards the young. The mean age was 33 years 
and the median age was 29 years, and thus half of them were 
younger than 30 years of age. Only one out of four was older 
than 42 years of age. Thus, it is not reasonable to divide the 
“Active Gamers” into as many as six age groups in the follow-
ing analyses. We decided to divide them into three age 
groups, each containing roughly one third of them (Table 24). 
The eldest one of these gamers was a 71 year-old senior, the 
youngest a 15 year-old youngster. 

 
Table 24. Age and gender distributions of the Active Gamers. 

 Men Women Total 
Age 15-24 40 36 76 
    31% 35% 33% 
  25-39 55 31 86 
    42% 30% 37% 
  40-71 35 35 70 
    27% 34% 30% 
Total 130 102 232 
  100% 100% 100% 

 
The respondents belonging to the “Active Gamers” group were 
much younger than the rest of the respondents on average, 
and the proportion of women was smaller. There were no sig-
nificant differences in other background factors or living con-
ditions of these gamers when compared with the other re-
spondents, which backs up the impression that life situations 
do not affect digital playing practices or vice versa on a broad 
level, when the effects of age and gender are controlled. Yet 
the background of the gamers may affect the types of games 
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they play or the nature of their playing, e.g., casual or com-
mitted, which will be discussed in the following chapters. 

The following analysis focuses on the games that the “Ac-
tive Gamers” played. The popular titles and genres can be es-
timated to represent the general gaming tastes of the Finns to 
a certain extent, even if the popular game genre naming con-
ventions produce some arbitrariness while classifying individ-
ual games. (For a discussion of genres in games, see Crawford 
1982/1997 [Chapter 3] and Wolf 2001, 113-34. In this study we 
have mainly followed a familiarity and utility based categori-
sation introduced in Ermi & al. 2004.) 

In the beginning of the digital games section of our question-
naire the respondents were asked to write down up to three 
games which they had played the most during the past year. In 
total 97 respondents (42 %) only reported one game, whereas 66 
(28 %) reported two games and 69 (30 %) reported three games. 
These numbers add up to 436 reported games, out of which we 
could reliably discern and name 149 different individual games or 
game series. 63 of these games were mentioned more than once. 

To simplify, we decided to group the games which belonged to 
the same series under the same category, e.g. both “Sims” and 
“Sims 2” were grouped under “The Sims”. This seemed sensible 
because the games in the same series are in most cases fundamen-
tally similar and, more importantly, there was no way of knowing 
whether or not the respondent who wrote down “Sims” actually 
meant the first instalment of the series or the second. 

In addition to these recognisable games, there were some 
cases in which the respondent did not name the game they 
had played, but merely reported having played “Xbox” or 
“mobile phone”. In total there were 27 responses in which the 
name of the game could not be defined, and in twelve of 
these cases game type could not be determined either. How-
ever, we have also included these responses in the data, since 
they form their own group; those whose answers were this 
vague probably were not that interested in games themselves, 
but perhaps played games randomly to pass time (this issue 
will be examined in more detail later on in the analysis). 

“Active Women Gamers” had less variation in their re-
sponses than the men in this group. On the whole, women re-
ported 170 games (approximately 1.67 each) and 62 individual 
games or game series, whereas men reported 266 games (ap-
proximately 2.04 each) and 119 individual games or game se-
ries. This indicates that either men played more games, or 
that women were more reluctant to make the effort to answer 
the sections about the second and the third game. 

One game in particular stood out in the responses: Soli-
taire. Solitaire was by far the most popular game reported by 
the respondents, as it was mentioned by 54 people. This 
means that 23 % of all “Active Gamers” had solitaire in their 
list of the three games played, and that its share was 12 % of 

http://www.vancouver.wsu.edu/fac/peabody/game-book/Chapter3.html
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all reported games. The median age of these solitaire-players 
was 48 years of age, and two thirds of them were women. 
Other games in the top ten list (Figure 16) were more or less 
evenly distributed. Other favourites of the women were The 
Sims, Tetris and Mahjong, all of which share certain problem-
solving characteristics along with solitaire. Other games in the 
top ten list were mainly favoured by men, especially Civiliza-
tion and Counter-Strike. 

 

Solitaire

Sims

Civilization

NHL

Counter-Strike

Grand Theft Auto

Tetris

Online poker

World of Warcraft

Mahjong

 

6050403020100

times mentioned

Men
Women

 
Figure 16. The most popular games played by our “Active Gamers” during the past year. 

 
The popularity of Solitaire is an interesting finding, although 
not unexpected in retrospect. It is a game that is effortlessly 
accessible to every Windows-user, easy to learn and quick to 
play. Respondents of every age group played it, although it was 
somewhat more favoured by older respondents. Other games in 
the top ten list cannot be said to have reached the masses, at 
least not on the basis of our survey; even The Sims, a popular 
title, was mentioned as one of the most played games by only 7 
% of the respondents. However, this means that there was a 
great deal of diversity among game titles. 

Solitaire was the most popular game among both men and 
women. Otherwise the top games differed between genders (see 
Table 25 below). The women’s list was populated with small 
classic or puzzle games, although there were also a couple of 
more extensive, commercially produced and marketed “off-the-
shelf” game titles, like Silent Hill. The Sims was naturally on the 
list, accompanied by SingStar, a popular karaoke game. In con-
trast, the men’s list consisted largely of first-person or third-
person shooters. As mentioned before, on the whole, men 
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tended to report more than one game more often than women, 
and thus they also had more variation in their game choices. 

 
Table 25. The most popular games or game series among 
the “Active Gamers” according to gender. 

Men Women 

1 Solitaire 13 % 1 Solitaire 36 % 

2 Civilization 10 % 2 The Sims 16 % 

3 Counter-Strike  9 % 3 Tetris  8 % 

 NHL  9 % 4 Mahjong  7 % 

5 Online poker  8 % 5 Sudoku  5 % 

 World of War-
craft 

 8 % 6 aapeli.com3  4 % 

7 Battlefield  6 %  SingStar  4 % 

 Grand Theft 
Auto 

 6 % 8 Grand Theft 
Auto 

 3 % 

9 Call of Duty  3 %  Minesweeper  3 % 

 Day of Defeat  3 %  Silent Hill  3 % 

 Freecell  3 %    

 Need for Speed  3 %    

 Quake  3 %    

 Wolfenstein  3 % 

 

   
 

The most popular games also differed between the age groups 
to some extent. The most common game among the 15 to 24 
year-olds was The Sims, followed by Counter-Strike, Grand 
Theft Auto and Solitaire. The 25 to 39 year-olds had mostly 
played Solitaire, Civilization, online poker and NHL games. The 
40 to 71 year-olds who answered these questions favoured Soli-
taire above all the others, followed by Mahjong and Tetris. 
Thus, on the basis of this survey, Solitaire seems to be the 
game that the Finns play the most, regardless of gender or age. 

In the analysis, the games which the respondents reported 
were classified into genres (see Figure 17). The genres were 
based on a classification created during our earlier studies on 
children’s gaming practices, “The Power of Games and Control of 
Playing – Children as the Actors of Game Cultures” (Ermi et al. 
2004). However, we made some modifications to the genre clas-
sifications, which in this earlier study were adapted to classify 
10–12 year-old informants’ favourite games. None of our respon-
dents wrote down any edutainment games, so the edutainment 
genre was dropped out. In addition, we also wanted to add three 
genres: party games, money games and massively multiplayer 
online role-playing games (MMORPGs), as these games turned up 

                                                 
3 aapeli.com is a Finnish web portal offering various small puzzle style 

games. 
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in adult gamers’ responses and these game types could not be 
easily fitted into any genres from this earlier study. 

In conclusion, we ended up having twelve genres instead of 
the ten in the earlier study, accompanied by the “undefined” 
category in the figures. These genre nominations are com-
monly used by games journalists and hobbyists, and they have 
their historical basis. The categorisation is, however, far from 
unproblematic, as we will see. 
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Figure 17. The popularity of digital game genres among “Active Gamers”. 

 
Different kinds of classic/puzzle games were clearly the most 
popular ones among our “Active Gamers”, with action games 
taking second place. Classic/puzzle games included e.g. Soli-
taire, Mahjong and some small games reminiscent of classic 
arcade games. In some cases, genre classifications were quite 
arbitrary, especially with games which combined many char-
acteristics from different genres, such as adventure, role-
playing and action elements. This shows that generally speak-
ing the lines between many gaming genres are blurry. 

We found the adventure genre particularly hard to define, 
since there are only a precious few pure adventure games in 
the market nowadays. Thus, in this analysis adventure games 
include both some children’s point-and-click games and adult-
oriented puzzle-focused games like Myst and CSI. All in all, 
adventure and party games were the least popular, and mainly 
played by women. Party games mainly included SingStar, 
dance games and WarioWare. 

Widest variation in game titles was under the action cate-
gory, which included everything from Call of Duty, a World 
War II themed first-person shooter, to Mario & Luigi: Super-
star Saga, a GameBoy action game with role-playing elements. 
This partly explains why the proportion of the action genre 
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became so large. The most frequently mentioned action 
games were Counter-Strike, only mentioned by men, and 
Grand Theft Auto, which women had also played. 

There were a couple of genres which were almost exclu-
sively men’s domain: strategy, money and massively multi-
player online role-playing (MMORPG) games. The most popular 
MMORPG was World of Warcraft, and almost all money gamers 
played online poker. Strategy games were governed by Civili-
zation. Women dominated the simulation genre, but this is 
only due to The Sims, a life simulator. The Sims is actually 
quite different from traditional simulation games, which are 
usually very technical and impersonal. There were only two 
simulation games other than The Sims among the responses; 
they were both flight simulators and reported by men. 

Sports games were also mostly played by men, and NHL 
games were the most popular among them. In the rest of the 
genres the gender division was more equal. Platform games 
included in our analysis e.g. Mario games, Crash Bandicoot 
and Rayman. In role-playing games a relatively popular title 
was Oblivion. Racing games had much diversity, with Need for 
Speed mentioned most frequently. 

The popularity of game genres among different age groups var-
ied somewhat. 15 to 24 year-olds, especially men, played many 
action games (Figure 18). Simulation, party and adventure games 
were exclusively played by women, and strategy games by men. 
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Figure 18. The popularity of digital game genres among 15 to 24 year-olds. 

 
The 25 to 39 year-olds of our “Active Gamers” also played action 
games, but classic/puzzle games rose past them in popularity 
(Figure 19). Strategy was more popular among them than among 
the younger gamers, but the popularity of other genres dropped 
a bit with age. There were also quite a few “undefined” games 
reported in this age group. There were no respondents who only 
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gave the name of the gaming device in the youngest age group, 
whereas a nonchalant attitude towards the titles of games was 
more common amidst the older. Thus, young players appeared 
more knowledgeable about, or focused on, digital games. 
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Figure 19. The popularity of digital game genres among the 25 to 39 year-old “Active Gamers”.  

 
The eldest “Active Gamers” from 40 to 71 years of age had 
practically no variation in their popular game genres (Figure 
20). 79 % of the respondents had played at least one game 
which belonged to the classic/puzzle genre, and the other 
genres each had approximately 3-5 % popularity. The share of 
undefined games was 6 %. Therefore, those who were more 
than 40 years old mainly concentrated on games which are 
commonly considered small, short and quite simple. This 
raises a question of classic/puzzle games and casualness. Can 
any of the gamers who only played classic/puzzle games be 
considered “Hardcore Gamers”, since the games they play are 
so “light” or non-demanding? These problematics will be dis-
cussed in more detail in the next chapter. 
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Figure 20. The popularity of digital game genres among the 40 to 71 year-old “Active Gamers”. 

 
The most popular games among our respondents included many 
of the games which have been on the top of the lists of the most-
selling games during the past year, such as World of Warcraft 
and Civilization. However, the game mentioned most often by 
far was Solitaire, and other simple classic/puzzle games were 
also quite popular, especially among women and older gamers. 
Thus, it seems that the players of these classic/puzzle games 
form a major part of the field of digital gamers in Finland. How-
ever, as public discussion or the media evoke issues related to 
video or computer games (e.g. the cases of school violence in 
various Western societies), they almost never take this main-
stream of digital games cultures into consideration. Apparently, 
Solitaire players do not represent a suitably sensational or spec-
tacular phenomenon, and  are thus ignored. 

4.4. Serious business or casual pastime? The nature of digital 
gaming 

The distinction between casual and committed gamers has 
lately attracted more researchers’ attention while the games 
industry has also moved in a more outspoken way to address 
the ‘casual gamer’ audiences, as evidenced by the prolifera-
tion of Internet casual games services, the number of ‘classic’ 
or casual games offered through Microsoft Xbox Live service 
and in the new devices focused on casual games. Most notably 
these include Nintendo DS handheld console and Nintendo Wii 
game console with its ‘Wiimote’ game controller. Wiimote was 
designed to appear familiar to new casual users and similar to 
a television remote controller, while supposedly providing 
more intuitive gameplay control through movement recogni-
tion than the control schemes associated with typical console 
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‘gamepads’. (See e.g. wii.nintendo.com.) One goal of this 
study was to specify the role of casual games and casual play-
ing styles in the contemporary digital game cultures. 

The most “committed” gamers were relatively easy to dis-
tinguish from among the respondents. On the contrary, draw-
ing the line between committed and casual gaming appeared 
to be rather difficult. There are casual games and casual gam-
ers (or casual game players), and one does not necessarily in-
dicate the other (cf. Kuittinen & al. 2007). Casual games are 
the kinds of games which do not require much investment in 
either time or skills, and their rules and gaming techniques 
are quite simple. All games belonging to the classic/puzzle 
genre in our study can be defined to be casual, although this 
does not mean that someone could not play them in a commit-
ted way. Instead, casual gamers are people who do not invest 
as much time on digital games or are not as interested in them 
as committed gamers. They may participate in various kinds of 
gaming activities, e.g. for social reasons. Therefore, this 
group is quite hard to define in a quantitative study, and re-
quires further contemplation. 

In this analysis we examine the casualness and the level of 
commitment of both “All Gamers” and “Active Gamers”. First, 
we will divide the “All Gamers” group (total gamer population of 
respondents, 53 %, n=424) into groups based on their responses 
about the regularity and amount of gaming. However, since the 
“Active Gamers” group gives a much richer source of information 
we will use their data through the rest of the analysis. 

In our questionnaire we had three general questions which 
could offer information on the nature of digital gaming (see Ap-
pendix 1; also, Table 26). The contents of these questions were 
discussed in Chapter  2.6. To put it shortly: the first question in-
quired how much time the respondents spent on digital gaming 
per week, the second one asked them to describe their way of 
gaming and the third one inquired if they consider themselves 
to be digital game hobbyists. Anyone who answered affirma-
tively to the hobbyist question is probably not a casual gamer. 
Therefore these 63 people were classified to be non-casual. The 
other questions, however, were not as simple to interpret. 

 
Table 26. The questions about the nature of digital gaming 
in Form A. 
Number Question 

12 How much time do you usually spend on playing 
computer or video games? (hours per week) 

26 Which of the following best describes your playing? 
30 Do you consider yourself to be a digital game hob-

byist? 

 
“All Gamers” can be divided into sub-groups by considering the 
time spent on gaming each week. The answers to this question 

http://wii.nintendo.com/
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were divided into four categories: zero hours, one hour at most, 
one to seven hours and seven hours or more. 4 % of the gamers 
left the question unanswered. About 28 % of the gamers told us 
that they played zero hours per week (see Figure 21 below). 
This would indicate that they did not play regularly, but it does 
not rule out the possibility that they could still be committed 
gamers: there are gamers who are active only a few times dur-
ing a year, concentrating on happenings, holidays or other spe-
cial occasions. The rest of the “All Gamers” (68 %) were more 
regular gamers, at least in terms of weekly playing time. 

On a weekly gaming level, 25 % of “All Gamers” (13 % of all 
respondents) were “light” gamers, meaning that they played 
one hour at most. The share of “medium” gamers, who played 
more than one hour but less than seven hours, was 29 % (15 % of 
all respondents). Finally, 14 % of “All Gamers” (7 % of all re-
spondents) were “heavy” gamers who would play at least seven 
hours per week, on average at least an hour per day. Overall, 
men played more than women. One fifth of the male gamers 
belonged to the heavy gamer group, whereas only 8 % of the 
women had a habit of spending plenty of time on gaming. Thus, 
12 % of all our male respondents and 4 % of our female respon-
dents were considered to be committed gamers. It can be noted 
here that our findings about the Finnish people are quite differ-
ent from those reported about UK gamers by the BBC report, 
which claimed that 48 % of UK 6–65 year-olds are ‘heavy’ gam-
ers. Their criteria were different, and they classified anyone 
who played (for any duration) one digital game at least once a 
week as “heavy gamers”. We did not consider a short session 
once a week as a sufficient criterion for identifying heavy gam-
ers and thus used the above qualification based on weekly play-
ing time instead. Even taking this difference into account, our 
findings appear to suggest significantly lower involvement in 
digital play in Finland than what takes place in the UK, calling 
for further comparative study. (Cf. BBC 2005, 5.) 
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Figure 21. The distribution of time that the “All Gamers” told us they spent on digital gaming per 
week. 

 
There was an obvious need to analyse the difference in play-
ing styles and degrees of involvement in digital play in more 
detail. Instead of simply dividing “All Gamers” into casual and 
non-casual, we created four classes of gamer types. The re-
spondents were allocated into these types on the basis of their 
answers to the aforementioned questions (12 & 26).  

Those who told us that they played digital games seven hours 
or more per week were classified as “Hardcore Gamers”. The 
group that played more than one hour but less than seven hours 
per week or told us that they played several minutes a day or 
several hours a week, was called “Regular Gamers”. Those who 
did not belong to either of the previous groups but reported play-
ing a couple of days a month, a couple of weeks per year, or only 
occasionally, were termed “Occasional Gamers”. 

Outside of these three groups were left the gamers who ei-
ther did not answer the question about their way of playing or 
said they did not play at all, and told us they played at most 
one hour per week, or left the question blank. This group 
needed further examination. We found that most of them said 
their weekly gaming time was one hour, and some of them 
still filled in the B Form, and had thus played at least some 
game during the past year, even though they might be of the 
opinion that they did not actually play games anymore. Thus, 
they were still counted as digital gamers and called “Light 
Gamers”. Their way of responding gave the impression that 
they did not feel they were gamers and gaming was not impor-
tant to them at all, and this impression is reflected in the 
naming choice of their group. 
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Table 27. Different gamer types and their proportions 
among “All Gamers”. 

 Men Women Total 
Hardcore 42 17 59 Type of 

gamer 
  

  20 % 8 % 14 % 
  Regular 80 65 145 
    38 % 31 % 34 % 
  Occasional 73 100 173 
    34 % 47 % 41 % 
  Light 17 30 47 
    8 % 14 % 11 % 

212 212 424 Total 
  100 % 100 % 100 % 

 
 
The proportion of men was found to be significantly larger 
among the “Hardcore” or “Regular” gamers than among the 
“Occasional” or “Light” gamers (Table 27). The largest group 
of “All Gamers” belonged to the group of “Occasional Gam-
ers”. Here it should be noted that these groupings do not 
represent the respondents’ attitudes towards gaming, but 
merely the time they said they spend on gaming, and the 
regularity.  

There were no open questions presented to all respon-
dents about how they perceived themselves as gamers. The 
attitudes of the “Active Gamers” were somewhat easier to 
examine, since the second form provided much information 
about the game genres the respondents favoured, the 
amounts of time they spent on playing the games non-stop, 
the things they felt were important in games, and their 
overall opinions about games and gaming. 

The first observation that we made about the two gamer 
groups was that the aforementioned four groups of “All Gam-
ers” were slightly differently represented among the sub-
group of “Active Gamers” (Table 28). The shares of “Hard-
core” and “Regular” gamers were larger in the latter one, 
and respectively “Occasional” and “Light” gamers held a 
lesser share. The “Regular” gamer group was the largest of 
these four. This backs up the hypothesis that those who play 
more are also more interested in discussing their gaming. 
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Table 28. Different gamer types and their distributions 
among "Active Gamers". 

 Men Women Total 
Hardcore 34 13 47 Type of 

gamer 
  

  26 % 13 % 20 % 
  Regular 59 35 94 
    45 % 34 % 41 % 
  Occasional 31 43 74 
    24 % 42 % 32 % 
  Light 6 11 17 
    5 % 11 % 7 % 
Total 130 102 232 
  100 % 100 % 100 % 

 
 
Gamer type classifications can be found useful in quantitative 
analysis, but it should be kept in mind that this kind of catego-
risation is always biased in one direction or another. Thus, to 
support the results produced by this classification, we also 
wanted to examine the actual game choices of the respondents 
to further define our categories of more and less committed 
gaming. The game genres have already been introduced in the 
previous chapter, so the following is just to summarise. 

Classic/puzzle games, the most popular game genre among 
the respondents, are commonly thought to be casual. They in-
clude small card, puzzle and arcade games, in which gameplay 
is simple and it is possible to complete the game or individual 
levels in a short period of time so that the games can be 
played in short bursts. The plot and characters are usually 
simple or nonexistent. Typical examples of casual games are 
Windows-bundled Solitaire, the mobile phone game Snake and 
browser-based quiz games. Other game genres do not include 
casual games very often, although some racing games, plat-
form games and, in some sense, virtually any game can be 
played in a casual way. 

However, a casual game does not make a “Casual Gamer”. 
In addition to the genre, there were more factors to consider 
when trying to figure out how casual or committed an individ-
ual gamer was. Many “Hardcore Gamers” also play casual 
games every now and then, and some of them may even have 
reported them in the form. Thus, we needed to consider the 
actual games that the respondents had played the most during 
the past year, the most important factors in the game for 
them, the time spent on gaming non-stop, and their answers 
about their gaming habits and attitudes. 

More than a half of those who we grouped as “Active Hard-
core Gamers” based on the time they spent on gaming re-
ported all three games they had played the most during the 
past year. In contrast, most of the “Active Light Gamers” 
wrote down only one game, and none of them reported three 
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games. The relationship was linear in the way that on average 
“Regular Gamers” reported less games than “Hardcore Gam-
ers”, “Occasional Gamers” less than “Regular Gamers”, and 
“Light Gamers” the least. 

After each game title that the respondents reported, there 
were three sections of additional questions about the game 
(see Appendix 2, Questions 2-4). The first question inquired 
which factors the respondents thought were important and 
successful in the game, listing twenty factors from theme and 
background stories to easiness and controllability. The choices 
were given in a five-point Likert scale. For the analyses, the 
scale was reduced down to three points. On the whole, there 
was one factor which was found to be important in most of 
the games: the appropriate level of challenge (79 %). The 
least important factor of the ones we asked about was felt to 
be exploration, which was marked as unimportant in 49 % of 
the games, and important in only 23 % of the games. 

The second question, in which we asked the time spent on 
continuous gaming, was essential for the study of casual gam-
ing. This question included eight choices, which we grouped 
into four categories for the analysis: less than fifteen minutes, 
less than an hour, one or two hours, and many hours or more. 
The difference between the first two original choices, (“a few 
minutes” and “less than fifteen minutes”) is not substantial, 
and the other responses of those who chose one of the two 
items were pretty similar. For their part, the last three 
choices were only chosen by seven respondents in total, which 
would have been too small a group for analysis. The most 
common case was that the favourite game had been played 
continuously for an hour or two (Table 29). 

 
Table 29. Distribution of continuous play time of all re-
ported games. 

 
Number 
of games 

Percent 
of games 

Cumulative 
percent 

Less than fifteen min-
utes 93 21 21 

Less than an hour 109 25 46 
An hour or two 163 37 84 
Many hours or longer 64 15 98 
No response 7 2 100 

  

Total 436 100   
 

Most of the games which were played for less than a quarter of 
an hour at a time were classic/puzzle games. About a half of the 
classic/puzzle games were also played for less than fifteen min-
utes, and four out of five were played for less than an hour. Nev-
ertheless, 17 % of them were played for more than one hour, 
which is a long time to spend with small and simple games. 
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With one exception, the respondents who played clas-
sic/puzzle games more than an hour at a time all felt that kill-
ing time was an important factor with the game in question. 
These massively played classic/puzzle games did not differ 
from the ones which were played less; they included various 
card games, pinball games and Sudoku, for example. The 
amount of time spent on these games would suggest that this 
was not merely casual gaming, and that this subgroup of nine-
teen respondents needs to be examined more closely in the 
qualitative part of the study. 

Other game genres usually held the respondents’ attention 
for a longer time. Every MMORPG player told they played the 
game continuously at least an hour, and most played many 
hours or more. This was also true for almost all role-playing 
games, although play time was more inclined to be an hour or 
two. For the most part, strategy games and action games were 
also played continuously at least for an hour. Gaming time in 
the rest of the genres was more evenly distributed between 
the choices, but most of them were played for more than fif-
teen minutes. Only some adventure games, racing games, 
platformers and sports games were said to be played less than 
a quarter of an hour. 

We also wanted to find out if “Active Gamers” had increased 
or decreased their gaming during the past year. This was ex-
plored with two sets of questions in which the respondents could 
report their reasons for increasing/decreasing their gaming 
(Questions 16 and 17 in the Form B, see Appendix 2). The leading 
question to the first section was “If you have decreased your digi-
tal gaming during the past year, is the reason one or several of 
the following”. The wording of the second section was similar; 
the word decreased was only replaced by increased. 

Approximately two-thirds (66 %) of the “Active Gamers” 
apparently felt that they had decreased their gaming, since 
they ticked at least one of the reasons or wrote down their 
own reason. In contrast, only 26 % of these gamers indicated 
they had increased their amount of playing. Evidently, there 
were some “Active Gamers” who felt they had done both, 
since 24 of them (10 %) gave reasons for both increasing and 
decreasing their playing. These answers can each be under-
stood to tell us about different games, some of which have 
been played less by the respondent and some more. 19 % of 
the “Active Gamers” answered neither section. We assumed 
that either their gaming had stayed the same, or they decided 
not to answer for some other reason. 

The most common reason for reducing the amount of gam-
ing was “I no longer have time to play”. This answer was cho-
sen by 61 % of all those who felt that they had decreased their 
playing. Other relatively common reasons were that the re-
spondents had played too much earlier, or that they did not 
have suitable equipment, or the games repeated themselves 
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too much. In the responses to the open question it was gener-
ally stated that the loss of interest in gaming or games had re-
duced gaming. On the other hand, the most common reasons 
for increases in gaming were that games were better nowa-
days (30 % of all those who had increased their amount of 
gaming) and that the respondents had good game equipment 
nowadays (28 %). There was more variation in the reasons for 
increasing the amount of gaming than for decreasing it. 

It seems that, in general, a large part of every gamer group 
felt that they had reduced their gaming during the past year 
(see Table 30). Those who felt that they had increased their 
gaming were mostly either “Hardcore” or “Regular” gamers. 
Practically only “Hardcore” and “Regular” gamers also told us 
that they had both increased and decreased their amount of 
playing. These differences between gamer types were statisti-
cally significant (p=0.002). Based on the “Active Gamers” re-
sponses, it would seem that the gamer population is not in-
creasing their gaming exceedingly (cf. in contrast, ESA report-
ing that according to their survey, “Fifty-three percent of 
game players expect to be playing as much or more ten years 
from now than they do today”4). 

 
Table 30. The changes in the amount of digital gaming 
among the different types of "Active Gamers". 

 Type of gamer 

  Hardcore Regular Occasional Light 

Total 
  

 Decrease 22 49 46 12 129 
    47% 52% 62% 71% 56% 
  Increase 11 17 8 0 36 
    23% 18% 11% 0% 16% 
  Both 8 15 1 0 24 
    17% 16% 1% 0% 10% 
  No change 6 13 19 5 43 
    13% 14% 26% 29% 19% 

Total 47 94 74 17 232 
  100% 100% 100% 100% 100% 

 
As mentioned above, the respondents were asked to write 
down up to three games they had played the most during the 
past year. We determined the maximum amount of time that 
the gamers said they played the games continuously. In other 
words, we wanted to find the game on which each respondent 
spent the most time. 19 % of the “Active Gamers” had not 
spent more than fifteen minutes non-stop on any game. One 
out of  four spent an hour at most (Table 31). Once again, the 
differences between the gamer types were clearly visible and 

                                                 
4 See ESA “Top Ten Industry Facts” 2007, online: 

http://www.theesa.com/facts/gamer_data.php 
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also significant (p<0.001). Most “Hardcore Gamers” had in-
deed played at least one game on which they spent more time 
than one hour continuously. 

 
Table 31. The maximum length of continuous play time in 
the games the "Active Gamers" reported. 

Type of gamer 
  Hardcore Regular Occasional Light 

Total
  

 1 11 24 8 44
 

Less than 
fifteen minutes 
  2% 12% 32% 47% 19%

 7 22 25 5 59
 

Less than an 
hour 
  15% 23% 34% 29% 25%

 18 38 22 3 81
 

One or two 
hours 
  38% 40% 30% 18% 35%

 21 21 2 0 44
 

Many hours or 
longer 
  45% 22% 3% 0% 19%

 0 2 1 1 4
 

No response 
  0% 2% 1% 6% 2%

47 94 74 17 232Total 
  100% 100% 100% 100% 100%

 
 
When examining gaming times, it should be kept in mind that 
the question about continuous gaming could also be misinter-
preted by the respondents. Since having breaks when using a 
computer or playing video games is a common health advice, 
it is possible that some respondents interpreted the question 
as “continuous play time without any breaks” and others as 
“continuous play time of the same game with short breaks”. 

There were a couple of cases in gameplay duration which 
called for closer examination. First, we found a “Hardcore 
Gamer” who had not played any of her most played games 
more than fifteen minutes. She turned out to be a middle-
aged Solitaire-player, who played at home and at work and 
said she played computer and video games ten hours per 
week. The only factor she felt was important in the game was 
killing time. She also said she typically did other things while 
playing. Thus, she was by no means a committed gamer who 
would immerse herself in games for hours. Nevertheless, she 
stated that she usually played ten hours per week. Thus, we 
found that the only possible interpretation is that she played 
plenty of solitaire at home and at work to kill time – perhaps 
not ten hours every week, but many hours in any case. Thus, 
she was a “Casual Gamer”, but one whose amount of weekly 
play was more like that of a “Hardcore Gamer”. 

Second, the two “Regular Gamers” who did not specify the 
length of continuous play of their games were also solitaire-
players, and close to the age of retirement. Their gaming 
styles were probably quite casual, although this was difficult 
to determine, since they left many questions unanswered. On 
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the other hand, the “Occasional Gamers” who played their 
games for many hours or longer did indeed play more exten-
sive kinds of games (for example Metal Gear Solid 3 and GTA: 
San Andreas). They reported their gaming time to be a few 
weeks per year or a couple of days a month. Apparently, they 
were the kinds of gamers who had time to play only occasion-
ally, but when they had the time, they played for many hours: 
periodical, non-casual gamers. 

Among the factors whose importance in games we inquired 
from the “Active Gamers”, there were two elements which fit 
the description of casualness, namely killing time and easiness 
and controllability. The games which scored high on these fac-
tors and lower on others were most likely played mainly for 
casual purposes. All in all, there were 170 games in which both 
of these factors were thought to be important. Still, there were 
only two reported games in which they were considered the 
only important factors: Minesweeper and a browser game called 
Bubbles. They were both played continuously for less than an 
hour; the players were both middle-aged women. 

On the whole, there appeared to be plenty of variation be-
tween the games in which the aforementioned casual charac-
teristics were considered important. There was one genre, 
however, in which almost every game fulfilled the requirement 
– platform games. Of course, killing time, easiness and control-
lability are not exclusively properties of casual games and they 
can be major reasons for playing even for more committed 
gamers. In fact, the most casual gamers probably did not bother 
to think about the questions very much. We saw a handful of 
forms in which the respondents had basically chosen an initial 
opinion and then drawn a line through the questions so that the 
answer to every question about the game was the same.  

For example, one solitaire-player apparently felt that none 
of the factors we listed was important or successful in the 
game, since he marked all of them as not very important. In 
contrast, all of the elements were thought to be important by 
two people playing two games, Medal of Honor and Day of De-
feat, both first-person shooters. One gamer who had played “a 
set-top box game” chose the middle option, “I cannot say”, for 
all of the elements in the game. These kinds of answers proba-
bly tell us more about the impatient or nonchalant nature of 
the respondents than their actual opinions about the games. 

There was also a group of “Active Gamers” who left the ti-
tles of their games undefined (23 gamers and 27 games). In 
addition to these undefined games, most of them did not re-
port any other game titles. Most of their games were played 
for less than an hour continuously, and most were played only 
at home. The gamers in this group were between 26 and 64 
years of age and 61 % of them were women. Most of them 
were either “Occasional Gamers” (48 %) or “Regular Gamers” 
(30 %). Two-thirds of them lived with their partner and chil-
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dren. Most of those who had children also said that their chil-
dren played, and that they played with their children.  

This could be the reason for the vagueness of their an-
swers; if children were the enthusiastic gamers in the family, 
the parents perhaps did not pay such close attention to the 
names of the games they played. Thus, the game they had 
played the most during the past year was, for them, merely 
“Xbox” or “PlayStation”. Also, playing together was an impor-
tant factor in the games for almost every one of the parents. 
Therefore, the group of the respondents who did not define 
the titles of the games they had played was not homogenous. 
Some of them certainly seemed to have a casual attitude to-
wards the games, but the parents who played with their chil-
dren did not necessarily play casually. However, the questions 
about gaming patterns of families cannot be answered on the 
basis of this survey, but it is an issue worth examining in the 
qualitative part of the study. 

We attempted to measure the “Active Gamers’” enthusi-
asm towards games with two questions. First, the question 
“Do you usually play games through or from start to finish 
without stopping?” with the options of “Yes, as soon as possi-
ble”, “Yes, if I have time” and “I do not usually play games 
through”. The wording of the question was slightly clumsy in 
retrospect, because there is a difference between playing 
games through and completing them at one sitting. Casual 
kinds of games can be played quickly through but more exten-
sive games usually require many hours or days of play time. In 
any case, about a half of the “Active Gamers” (51 %) said they 
played games through if they had the time. 19 % of them told 
us that they played games through as soon as possible, and 28 
% of them told us that they did not usually play games 
through. The remaining two percent of these “Active Gamers” 
did not answer the question. A larger part of the gamers who 
we classified as “Hardcore” or “Regular” gamers gave an af-
firmative answer than of the “Occasional” or “Light” gamers. 

Second, the question “When you lose a game or suffer a 
significant defeat, do you try to play again?” was introduced 
with the same options as the previous one, except for the last 
option, which was formed: “I do not usually continue playing”. 
About two-thirds (69 %) of the “Active Gamers” said that they 
would usually play again if they had the time. 16 % of them 
were enthusiastic to carry on: they continued as soon as pos-
sible. Only 13 % of them told us they did not usually continue 
to play. Almost every “Hardcore” and “Regular” gamer said 
they tried to play again after losing, whereas a smaller group 
of less “Regular Gamers”, three out of four “Occasional Gam-
ers” and 63 % of “Light Gamers” continued to play. 

Time spent on gaming is a quantitative measure of the level 
of commitment to gaming. On the other hand, attitudes and 
opinions can reveal a more definite picture about the true place 
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of games in the gamers’ lives. In the analysis of the last multiple 
choice question of our survey we created sum variables from the 
statements related to casualness or commitment in gaming. The 
two created components were named presence of games in life 
and casual play style. The elements which formed the two com-
ponents are listed in Appendix 4, together with the other sum 
variables (for a more detailed analysis of the attitudes and opin-
ions towards games and gaming see Chapter  5). 

The presence of games in life measured the respondents’ 
enthusiasm towards digital games and the involvement of 
games in everyday life. Ten “Active Gamers” had a specifically 
high value on the presence of games in life component (on av-
erage at least a four per each statement on a five-point 
scale). Half of them were “Hardcore Gamers”, half “Regular 
Gamers”, and most of them reported all three games that 
they had played the most during the past year. These games 
were not casual in any sense, and the continuous gaming time 
was more than one hour for every one of them, at least in one 
of their games. The age range of these ten people was from 15 
to 45 years of age, although half of them were under 23 years 
of age. Only two of them were women. Half of the group had 
full-time jobs and the rest were students. 

On the other hand, a bit over a hundred, almost a half of 
the “Active Gamers”, scored quite low on this component (on 
average a two or less per each statement on a five-point 
scale). 62 % of these gamers were women, but the age distri-
bution of this group did not differ from the overall distribu-
tion. The proportion of classic/puzzle games was higher and 
the proportion of action games lower than in the whole sam-
ple. Two thirds of these gamers had not played any game they 
reported for more than an hour at a time. However, the peo-
ple who scored low on this component were not necessarily 
especially casual towards games. The statements were such 
that they emphasised the importance of games to the respon-
dent also outside the actual act of gaming. 

On average, the presence of games in women’s lives was 
lower than in men’s, although the difference was not significant 
in the oldest age group. Neither did games form as large a part of 
life for the gamers who had children as for those who did not. 

The casual play style component measured the extent to 
which the respondents’ concentration was diverted towards 
other things than the game when they were playing. It also in-
cluded a statement about playing at work to relax. We as-
sumed that the casual gamers among our “Active Gamers” 
would be distinguishable by this component. 22 respondents (9 
% of the “Active Gamers”) had an exceptionally high score on 
this accord. Perhaps surprisingly, 73 % of them were “Hard-
core” or “Regular” gamers. The proportion of classic/puzzle 
games was somewhat higher than average and there were no 
Sims-players among these people. Half of them were men and 
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half women, and the age distribution was not notably differ-
ent from the whole “Active Gamers” sample. Actually, there 
was nothing about this group on the whole that would suggest 
that they were particularly “Casual Gamers”. 

“Hardcore” and “Regular” gamers probably also played 
casual kinds of games in addition to more extensive ones and 
thus agreed with the statements we had in this component. It 
is also possible that although they played games such as Civili-
zation, Dark Messiah of Might and Magic and Operation Flash-
point continuously for more than an hour at a time, they did 
not immerse themselves into them as much and did not con-
centrate only on the game when they played. Unfortunately, 
the survey form did not enable us to make in-depth conclu-
sions about the playing styles of individual games. Thus, this 
will be one important issue to take up in the interviews. 

Since one of the statements included in this component 
was “I play at work to relax”, this measure was also slightly 
skewed towards those who played at work. It could be that 
those who played regularly in their free time also had a habit 
of playing at their workplace. 

The casual play style component had no significant connec-
tion to gamer type. Therefore, the statements included in it 
are most likely not a good measure of the casualness of the 
respondent’s gaming. On the other hand, overall, the pres-
ence of games component had a strong and quite linear con-
nection to gamer type. On average, “Light Gamers” scored the 
lowest and “Hardcore Gamers” the highest in this regard. This 
was an obvious result, but still, it gave validity to the classifi-
cation into gamer types based on their reported use of time 
on games. “Hardcore Gamers” appeared to be the most com-
mitted about gaming and “Light” the most casual. The less 
time was spent on games, the less they mattered to gamers on 
average. Thus, the division between committed and casual 
playing style is not binary, but more like a continuum. 

The distinction between casual and hardcore is a useful 
one for anyone thinking about and studying games cultures, 
precisely because of the complexities it reveals in our cultural 
relationships with games. For an industry representative ‘cas-
ual games’ and ‘casual gamers’ are mostly rather unambiguous 
in their meaning: these concepts suggest simple, easy to learn 
games and a related group of players who prefer uncompli-
cated games (IGDA 2006). But as our study has hopefully 
pointed out, when one starts to look at the behaviours and 
preferences of actual players closer, many different combina-
tions emerge and complicate the picture. It is perfectly possi-
ble to play games several hours per week, and yet do it just to 
kill time, in a non-committed manner. Equally, it is possible to 
play complex and extensive games in a committed manner, 
but only periodically. Thus, a ‘casual gamer’ might appear 
more dedicated than a periodic hardcore role-player in her 
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playing behaviour, if only weekly playing hours are taken into 
account. For a more reliable picture, multiple factors need to 
be carefully taken into account. 
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5. Social Aspects and Meaning Making 

5.1. The social life of games 

The social aspect of gaming form a particularly interesting is-
sue in cultural game studies. Cultures are formed and repro-
duced in the common practices of everyday life, where people 
confront each other in various ways. Thus, we wanted to ex-
plore the social meanings of gaming already in this phase of 
the study, although these questions will be raised more thor-
oughly in the qualitative phase of the study. 

“Social gaming” can take many forms. It can be coopera-
tive or competitive. It can take place in front of the same 
computer or console, or in different rooms of the household 
joined with local area network; one can play with people who 
live across the street, as well as with people who live on the 
other side of the globe. The Internet, for one, has made it 
possible to widen the scope of social gaming to a considerably 
large extent. (Cf. Williams 2006a.) 

The meaning of social gaming also differs between people. 
For some, games are a nice way to spend time with friends. 
For others they are a way to test their skills against human 
opponents. And, some may think that the social angle is 
merely a side benefit or a nuisance. Then again, there are 
gamers who do not play with other people at all, and many 
games do not even offer a multiplayer option. But digital 
games can also have social meanings outside the actual act of 
playing: they can be a common interest, a conversation piece, 
something to talk about with friends or on various message 
boards on the Internet. There exist numerous ways of building 
a shared games sub-culture. 

At this pilot phase our study does not offer a means for a 
truly in-depth exploration of the social life of games and gam-
ers. Nevertheless, we had various informative questions about 
the social aspects of our respondents’ gaming life in our ques-
tionnaire. We have already scratched the surface at the end 
of Chapter  4.2. We concluded that a half of “All Gamers”, 26 
% of all our respondents, could be said to be social gamers be-
cause they told us they played digital games with other people 
(see Table 23, p. 75). The younger the respondents, the less 
likely they were to play only alone. Overall, there was no sig-
nificant difference in this aspect between men and women, 
except among the 25 to 34 year-olds, among whom a larger 
portion of gamer women only played with others, not alone, 
compared to gamer men (31 % versus 12 %, p=0.018).  

However, gaming companions of the men and the women 
were quite different in general. Men played more with their 
friends and on the Internet, whereas women played with their 
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families and not as much on the Internet. Two-thirds (68 %) of 
those who played with others agreed with the statement that 
gaming is a nice way to spend time together, whereas only 25 
% of those who played alone agreed. 

The playing companions of “All Gamers” were also exam-
ined in regard to gamer types (see Figure 22). The differences 
between “Hardcore”, “Regular” and “Occasional” gamers 
were statistically significant, though not very big. Almost 
every “Light Gamer” skipped the whole question which proba-
bly indicates that they were already tired of the questionnaire 
at this point. “Active Gamers” are also examined separately in 
this regard in Figure 23 below; the distributions were quite 
similar, although the relative proportions of “Regular” and 
“Occasional” gamers changed a bit. “Hardcore Gamers” were 
slightly more versatile than others, since most of them played 
both alone and with other people. 

 

Hardcore

Regular

Occasional

Light

 

100%80%60%40%20%0%

Percent of the gamer type among "All Gamers"

no response
only with others
alone and with others
only alone

Who does the 
respondent play with?

 
Figure 22. Playing partner choices of “All Gamers”. 
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Figure 23. Playing partner choices of “Active Gamers” according to gamer type. 
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Some 58 respondents (14 % of “All Gamers”) also told us they 
usually played at a friend’s place. There was no difference be-
tween genders, but age correlated here in a similar way as in 
regard to gaming partners: the older the respondents, the less 
likely they were to have played at a friend’s place. This is un-
derstandable in the light of the fact that the older respon-
dents mostly played solitaire, Windows-bundled games, 
browser games and other short classic/puzzle games, which do 
not encourage social play. Gamer type did not seem to have 
much to do with whether or not the gamers said they usually 
played at a friend’s place, except that almost every “Light 
Gamer” also left this question unanswered. 

Eleven “All Gamers” told us that they played only at a 
friend’s place, not at home or at any other place either, ex-
cept for one who also played at work. Almost every one of 
them described their gaming to be only occasional. Four of 
them also answered the questions about the digital games 
they had played during the past year; here we noted that two 
of them said that they also played the games at home. One of 
them reported of decreasing his playing during the past year, 
since he no longer had time to play, nor suitable equipment. 
The other one also listed these reasons for the decrease in her 
gaming, and in addition she said that the games were too dif-
ficult and that it was hard to acquire new games. It might be 
that these two respondents no longer played at home, al-
though they had done so during the past year. 

The various reasons and aspects of social gaming were stud-
ied more closely on the basis of the responses by the “Active 
Gamers”. Among the questions about important and successful 
factors in a particular game was also “playing together”. The 
respondents who said this element was important or very im-
portant in the game in question were examined more closely. 
Gaming together was actually felt to be important at least in 
one game by nearly half of the “Active Gamers”, 113 people, 
and in 165 games. 65 % of these gamers were men and 35 % 
were women. Their age ranged from 15 to 63 years, the median 
being 27 years. The most popular individual games were 
Counter-Strike and World of Warcraft. Other first person 
shooters and online poker were also mentioned frequently. 

The aspect of playing together was considered important in 
almost every MMORPG and party game, but not so universally 
in other genres. This was a predictable result, since the na-
ture of these two genres is social. The only MMORPG in which 
playing together was not thought to be important was King-
dom of Loathing, which is a browser-based game with stick 
figure graphics and does not necessitate much multiplayer in-
teraction. The player of this game was a young man who 
played the game at home and at school, and was classified as 
a “Regular Gamer”. On the other hand, the only reported 
party game in which playing together was unimportant was 
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SingStar, which can very well be played alone if so desired (al-
though the respondent had played it at a friend’s place, and 
she was classified as an “Occasional Gamer”). 

The integration level of games into the social lives of the re-
spondents was inquired with the question “Do you tend to dis-
cuss games with your friends?”. 43 % of the “Active Gamers” 
did not discuss games very often. 41 % of them talked about 
games if the topic came up, and 16 % of them actively started 
discussions on gaming. Almost none of the “Occasional Gamers” 
and none of the “Light Gamers” started discussions on their 
own accord, whereas nearly one fourth of the “Regular” and 
“Hardcore” gamers did so (see Figure 24). Two-thirds of the 
“Occasional” and “Light” gamers tended not to talk about 
games, while this percentage was 32 % for “Regular” and 21 % 
for “Hardcore” gamers. Since digital gaming was a more inte-
gral part of life for these latter two groups, it is natural that it 
was also more often present in their talks with friends. 

 

Hardcore

Regular

Occasional

Light

 

100%80%60%40%20%0%

Percent of the gamer type among "Active Gamers"

No response

Not very often / not 
at all.

Yes, if the subject 
comes up.

Yes, I start 
discussions.

Do you tend to 
discuss games with 
friends?

 
Figure 24. Tendencies to discuss games and gaming among different types of gamers. 

 
The difference in discussion habits between the gamer types 
was also reflected in the differences between genders. In the 
oldest age group games were talked about equally rarely 
among both men and women (around 31 % talked about 
games), but men were more enthusiastic discussers among the 
two younger age groups. Even though the proportion of those 
who talked about games if the topic came up was similar for 
both men and women, only around 6 % of the younger women 
started discussions themselves, whereas approximately one 
third of the men did so. The women who tended to initiate 
discussions about games were “Regular” or “Hardcore” gam-
ers, and none of them lived alone. 

In the previous chapter we distinguished gamers for whom 
the presence of games in their lives was high. This was ex-
pected to be reflected in their discussion habits too. We stud-
ied the connection between the presence of games and the 
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discussion habits of gamers within gamer types. It was clear 
that regardless of the gamer type, the more the respondents 
tended to discuss gaming with their friends, the more central 
place gaming held in their lives. “Light Gamers” were the only 
exception; none of them started discussions about games and 
the presence of games was low even for those who talked 
about the subject if it came up. 

Among the questions about the most played games was also 
the question “Where do you usually play the game”. An inter-
esting answer option from the social viewpoint was “at a 
friend’s place”. In total, there were 52 games which had been 
played at a friend’s place by 35 individual gamers; in 81 % of 
the games, playing together was considered to be important. 
The genre distribution of the games was quite similar to the 
overall distribution, although strategy and platform games were 
missing. The gamers were once again quite young, more than a 
half were under twenty years old and only two were over thirty, 
both of them men. The gender division, however, did not dif-
fer. The common factor for these respondents was that almost 
every one of them lived in an urban area. Perhaps this reveals 
some real differences in gaming styles caused by the respon-
dents’ living area; it is certainly easier to go to a friend’s house 
to try out games or to play together if the friend lives a couple 
of blocks away instead of many kilometres. 

The games which were played at a friend’s place, but in 
which playing together was felt to be unimportant, were Black, 
God Hand, MineSweeper, Sims, SingStar and Tetris. Killing time 
was considered important in the majority of them. These games 
were probably played at a friend’s place to try them out or to 
kill time while waiting for something to happen. All except 
SingStar were also played at home, and almost every one of the 
gamers reported they had also played other games. 

Then again, almost all of the games in which playing to-
gether was felt to be important were also played at home. The 
individual exceptions were Final Fantasy, the mobile phone 
game Snake, Pro Evolution Soccer, Quake and World of War-
craft, which were played mainly at a friend’s place by certain 
gamers. In three of these cases, the game was the only one the 
respondent reported; thus, their gaming was perhaps limited to 
the friend’s house. One of these three was actually classified in 
this study as a “Hardcore Gamer”, although based on her re-
sponses she only played with others. The remaining two were 
less enthusiastic about games, especially the Snake player, who 
seemed to have lately gotten tired of gaming in general. 

Although the most played games and the gamers’ opinions 
about them were worth exploring, the best way to find out 
who the social gamers really were and how their sociability 
manifested itself was to examine the “Active Gamers’” opin-
ions about the vast selection of statements about digital gam-
ing. The response rate to this section was good enough: 90 % 
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of “Active Gamers” revealed their opinion about every single 
statement. Still, ten (4 %) skipped the whole section. Out of 
the remaining 6 % about a half answered every statement ex-
cept for one, but the other half left a considerably larger 
number of options unfilled. 

We applied principal component analysis to the statement 
variables to see if there were any clear-cut, simpler compo-
nents among them. We were well aware that the number of 
our respondents was insufficient for getting reliable and 
proper results from the analysis, but we still hoped to find out 
whether or not the resulting groupings of statements would fit 
our own classifications. Indeed, among the other components, 
which shall be discussed in more detail in Chapter  5.2, we 
could discern three groups of statements which represented 
different social aspects of gaming. A delightful finding was 
that they were also similar to the groupings that we had cre-
ated beforehand by the help of our previous understanding on 
gaming. Even though the results of the analysis cannot be 
claimed to have solid statistical value, it is possible that the 
underlying correlations were partly revealed even with the in-
sufficient sample size. Thus, we assume that with more data 
these factors of gaming attitudes could be confirmed. 

The components measuring different social aspects of gaming 
were titled playing with others, team play and common interest 
with friends. The individual statements belonging to each com-
ponent are listed in Appendix 4. The higher the respondents 
scored on one component, the more it described their opinions 
about gaming. The statements which we included in the common 
interest component were actually a part of a larger group of 
statements forming a component based on principal component 
analysis. This larger group of statements was about the general 
presence and importance of games and gaming in the respon-
dents’ lives, which was discussed in Chapter  4.4. 

All three aforementioned components had a relatively 
strong correlation with each other (correlation coefficients 
between 0.435 and 0.493; p<0.001), which suggests that the 
three aspects are connected. On average, women’s scores 
were somewhat lower than men’s. Not many scored extremely 
high on all three accounts; only three people considered 
nearly all of the statements to be true for them. These three 
were all male; two of them were classified as “Hardcore Gam-
ers” and one as a “Regular Gamer”. They also said they dis-
cussed games with their friends if the topic came up. Every 
one of them had played multiplayer games during the past 
year: World of Warcraft, Counter-Strike and Knight Online 
were their most played games. Of course, those who scored 
high overall on our social factors could not be anything else 
than players of online multiplayer games. This is explained by 
the inclusion of the team play component: the respondents 
who scored high on team play, in addition to the other meas-
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ures, had to belong to some kind of a guild or a team, since 
the statements were worded that way. There are practically 
no game teams or guilds which would just play digital games 
face-to-face and not do it online. 

In contrast, the 56 respondents (24 % of “Active Gamers”) 
who scored low on all three accounts had mainly played single 
player games. Most did not feel that playing together was impor-
tant in the games which they reported, and they did not tend to 
discuss games with their friends, at least not on their own initia-
tive. A majority of them (80 %) was classified as “Occasional” or 
“Regular” gamers. More than a half of these unsocial gamers had 
played classic/puzzle games the most, and the games of the rest 
of them were mostly single player games, although a few of the 
games could also be played with other people. 

There were twelve male gamers, but only two female gam-
ers, who scored above the middle of the scale in team play; 
this group is only 6 % of the “Active Gamers”. Interestingly, 
the games that the two women had played the most during 
the past year were not multiplayer games at all. Surprised by 
this notion we took a more detailed look into the cases and 
found out that it was two mothers who played with their chil-
dren, in addition to playing alone. This brings the statements 
about team play into new light; apparently these mothers an-
swered thinking that their children formed their game team, 
whose success was more important than their own and whom 
they did not want to let down by not playing (children and 
digital games will be discussed in more detail in Chapter  5.3). 
The male team gamers, on the other hand, were mostly young 
and played with friends and strangers on the Internet. The 
games they had played during the past year were for the most 
part first person shooters. 

Some 17 % of the “Active Gamers” were identified to be 
above average by the playing with others component. Seven out 
of ten of them were male, and a half of them were under 23 
years olds. 89 % of them were “Hardcore” or “Regular” gamers. 
All, except for one individual, told us that they played with other 
people too; the one exception was a Knight Online player. The 
games these people had played the most during the past year, 
however, were not specifically social in nature. There were, of 
course, a handful of MMORPGs (among others, Knight Online) and 
multiplayer first person shooters, but overall their percentages 
were not much higher than in the whole sample.  

It is possible that a large portion of those who considered 
the statements related to playing together to hold true for 
them did not play with others inside the game, but rather 
were playing together in the sense that they shared the con-
troller with others and took turns in playing. However, the 
questionnaire did not equip us to determine the quality of 
playing together, and the related statements can be inter-
preted in many ways - it is always complicated to determine 
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how the respondents read them. It should also be kept in mind 
that the games which were reported by the respondents may 
only consist of a small part of all the games they had played 
during the past year, and thus the conclusions based on this 
information are certainly not the whole truth. 

As measured by the two statements mentioned earlier, 14 % 
of “Active Gamers” clearly had gaming as a common interest 
with their friends. There were only five women among them; 
thus, men also dominated this aspect. In general, these gamers 
were quite young, the median age was 22, but there was also a 
handful of those who were over forty. Every one of them, ex-
cept for one Sims-player, discussed games with their friends. 
There were no “Light Gamers” and only three “Occasional 
Gamers” among this group, and there was a notable absence of 
classic/puzzle games among the games they had played the 
most during the past year. Half of the games they reported 
were action games. Thus, people who had friends with whom 
they discussed games and shared their experiences with were 
more committed gamers, at least in terms of the time spent on 
playing and the genres of the most played games. Casual gam-
ers probably did not have that much to discuss. 

Another interesting subject matter for us was to look at 
digital games as a family hobby. Given that we had no ques-
tion which would have asked “Do your parents play?”, and the 
survey was directed to people over 15 years of age, this group 
of gaming families includes only the parents who have chil-
dren. Out of the whole sample of the “All Gamers”, there 
were 22 respondents (3 % of all respondents) who told us that 
they played themselves, their partner played and their chil-
dren also played; thus, everyone in the family were digital 
gamers. In addition, out of the single parents two told us that 
they played themselves, and that their children played. The 
age of all these parents ranged from 27 to 51 years of age and 
the gender distribution was slightly unequal (63 % of them 
were women). Most were “Regular” or “Occasional” gamers. 
Almost two thirds of them played with their children, but only 
five played with their partner. Out of these 24 gamers, seven-
teen also filled in the second form about their digital gaming; 
thus, 7 % of the “Active Gamers” were parents whose whole 
family played digital games. More than half of the games that 
they reported were classic/puzzle games.  

We have discussed different kinds of social gaming from 
various viewpoints, but the wider cultural aspects of digital 
games have not been explored yet. We did not expect to get 
large amounts of information about the cultures of digital 
games, but we hoped to capture some of the general patterns 
of gamer activities. 

The common habits and traditions of “Active Gamers” and 
their gaming fellows were inquired with an open question. In 
total 26 of them (11 %, 3 % of all respondents) answered the 
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question, nineteen of them men and seven women. They were 
mostly young people; only two were over thirty years of age. 
The responses of the men covered a variety of activities, e.g. 
LAN parties, poker nights and evening gatherings where both 
traditional and digital games were played. Role-playing games 
were mentioned in a couple of the responses. For some of the 
men, alcohol was also a part of the game evenings. Overall, 
almost every man who responded to this question mentioned 
some kind of a social gathering with friends. On the other 
hand, only one of the women told us that she held game eve-
nings with her friends. Two mentioned that they had a tradi-
tion to play games with their siblings during the Christmas 
holidays. One elderly woman said that she played board and 
card games with her children on a regular basis. In general, it 
appeared that women had common habits and traditions with 
their relatives, whereas men did gaming-related things with 
their friends. None of the men mentioned their families or 
other relatives in their responses. 

“Active Gamers” were also asked to tell us about the “jar-
gon”, the words and expressions they used, which were re-
lated to games and not a part of common language. This ques-
tion was answered by 31 of the gamers (13 %, 4 % of all re-
spondents), 23 of them men and eight women. The responses 
included various kinds of abbreviations, quotes from the 
games, corruptions of English words into “Finglish”, and self-
made expressions for the things in games. The most commonly 
mentioned were the English terms which were used and in-
flected in a Finnish way. The abbreviations “lol”, “omg” and 
so forth were also usual, although none of the women men-
tioned they used such expressions. Overall, women seemed to 
have more specific games in mind when answering this ques-
tion, whereas men spoke more about games in general. 

It seems that the women who play digital games are not as 
much a part of the general gaming culture as the men. Even 
though the women among our respondents played with other 
people as much as the men did, their gaming was more re-
stricted within their families, whereas the gamer men fa-
voured online multiplayer games and playing with friends. The 
proportion of the women who discussed games with their 
friends was also smaller than that of the men. Still, the major-
ity of the gamers apparently were social gamers. Yet these re-
sults should only be understood in the context of the current 
adult generations. There are plenty of signs which imply that 
digital gaming is becoming more and more popular among girls 
and young women. The aspect of sociability has remained im-
portant also to these new “girl gamers”, but it seems to be 
taking different forms as the games develop. 
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5.2. Meanings attached to games 

Perhaps the most intriguing part in this quantitative study of our 
survey data was to dig out the meanings that our respondents at-
tached to games and to figure out the reasons and motivations 
for their playing. The casual and social aspects have already been 
discussed in previous chapters, but here we will focus on the 
gamers’ personal motivations. What are the attractions of games, 
and are they different for different people? This question entails 
the key problematics of the next phase of our study. 

We used principal component analysis for tentative divi-
sions of both the questions about important factors in games 
and the statements about digital gaming. The important ele-
ments of the games formed five quite well-defined compo-
nents, although there was obviously some overlap, and the 
components put together did not explain more than 65 % of 
the variance. Still, these components offer useful simplifica-
tions of the factors that are generally felt to be important in 
digital games and the individual elements that go together. 
They also back up our own conceptions of the factors which 
form aspects that matter to gamers. The elements which be-
longed to each factor are summarised in Appendix 5. 

The first component clearly had much to do with both the 
richness of the content and the appearance of the game. The 
elements that belonged to this component were theme, back-
ground story, game world, game characters, exploration, 
graphical appearance, sounds and music and humour. Some 
examples of the games which scored very high by certain 
gamers in regards to this factor were Grand Theft Auto, Fall-
out, Counter-Strike, World of Warcraft and The Legend of 
Zelda. A majority of these games are role-playing or action 
adventure games, generally thought to be immersive and non-
casual. As for the games that scored very low, they mostly in-
cluded casual classic/puzzle games. Even though the principal 
component analysis grouped all of the aforementioned ele-
ments together, this component could easily be divided into 
two, separating interior content and exterior appearance. 
However, when we talk about this component in the following 
it is called content and appearance. 

The second grouping was titled challenges and competi-
tion. It included development of game skills, improvement of 
other skills, appropriate challenges, excitement and fighting 
and winning. There was a bit more variation in regards to 
game genres in the high end of the score. In the high end 
there were for example games like Baldur’s Gate, Wolfen-
stein, online poker and Mahjong. The low end was, again, 
populated by classic/puzzle games, although there was also 
the occasional Counter-Strike, Sims or World of Warcraft. 

The third component can be described as control and plan-
ning. There were only two elements in it, building and govern-
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ing and strategic elaboration. Not surprisingly, many strategy 
and building games like Civilization, Advance Wars and Sim-
City scored high on this component; however, Mahjong, Su-
doku and online poker were also placed high for some respon-
dents. The low end had a similar proportion of classic/puzzle 
games as in the first two components, but also games such as 
NHL, SingStar and Colin McRae Rally, which do not necessarily 
require much forethought. 

The fourth group was the one already used in Chapter  4.4 
about the casualness of gaming. The factors of this component 
are killing time and easiness and controllability. There were 
plenty of casual classic/puzzle games on the top, but also more 
extensive kinds of games, as we already discussed in Chapter  4.4. 
The low end was considerably more lacking of casual games, in-
stead having for example Civilization, Operation Flashpoint and 
Gothic. This component is called casualness in this chapter. 

Finally, the fifth component was a bit more unclear. The 
elements which belonged to it were playing together and 
problem-solving, but they correlated negatively. Thus, it 
seems that the more respondents felt that problem-solving 
was important in a game, the more likely they were to con-
sider playing together to be unimportant and vice versa. The 
highest scoring games on this factor (playing together impor-
tant; problem-solving not) were Wolfenstein, Guild Wars, 
SingStar and Red Orchestra, among others. Some of these 
games can be played alone, but most of them are designed in 
a way that multiplayer gaming is the main attraction. The 
lowest scoring (problem-solving important; playing together 
not), on the other hand, were e.g. Hitman, Baldur’s Gate, 
Steel Panthers and various casual classic/puzzle games. This 
component could be understood to focus on games as shared 
social entertainment. 

There was a clear difference between gamer types in regard 
to how important they considered the first two factors to be in 
games. The average importance of content and appearance and 
challenges and competition increased along with the level of 
commitment of the gamer: “Light Gamers” cared the least 
about these elements, “Hardcore Gamers” the most. Obviously, 
a large part of the difference was probably due to the types of 
games they had played. As was discussed before, more casual 
gamers preferred simpler, smaller and shorter games, whereas 
more committed gamers tended to have played more complex 
and more audio-visually sophisticated games.  

There was also a difference between genders. On average, 
men had higher values on all the measures of the elements 
except casualness. The same reasons for the difference apply 
here. Thus, we decided to control the effect of the gamer 
types and the game types to minimise their effect and to see 
if there still was a difference between the “Hardcore” men 
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and the “Hardcore” women or the men and the women who 
played role-playing games, for example. 

Since most game genres had only been played by a few re-
spondents, it was not possible to make comparisons both 
within genres and between gamer types at the same time. The 
only genre where there were enough respondents from every 
gamer type was classic/puzzle. Thus, for the purposes of this 
analysis, we made the decision to group genres into two: clas-
sic/puzzle and others. The number of “Hardcore Gamers” who 
had played classic/puzzle games and the overall number of 
“Light Gamers” were still quite small for statistical purposes. 

When we excluded classic/puzzle games, there was no signifi-
cant difference in the average importance of different elements 
in games between gamer types, except in challenges and compe-
tition. “Hardcore” and “Regular” gamers considered this ele-
ment to be more important than “Light Gamers” and, to a 
smaller degree, “Occasional Gamers”. This backs up the assump-
tion that our “Occasional” and “Light” gamers really were more 
casual and they did not want their games to be too challenging. 
On the other hand, when we excluded all other genres and only 
examined classic/puzzle games, there were differences in casu-
alness and the fifth element, shared social entertainment. 

“Hardcore Gamers” actually appreciated casual aspects in 
classic/puzzle games more than the other gamer types; on the 
other hand, on average, “Light Gamers” felt that playing to-
gether was more important and problem-solving less important 
than other gamers. It may be that “Hardcore Gamers” play sim-
ple, casual games mainly to kill some time and perhaps to clear 
their brains between more complex games, and the casual as-
pects are thus the most important to them. Among “Light Gam-
ers”, there might be more people who only play because their 
friends play than for the sake of gaming itself. 

With the section of statements regarding digital gaming, 
we wished to discover various groups of gamers for whom dif-
ferent aspects were meaningful in games. The principal com-
ponent analysis of these statements gave additional support to 
some groupings of statements which formed factors commonly 
thought to be relevant to the game experience and reasons for 
playing. Overall, the classifications of the respondents into 
gamer types and their placements on most of these measures 
were connected. Variance analysis was used to compare the 
average scores of the gamer types. The individual statements 
belonging to each component are listed in Appendix 4. 

Immersion was not recognisable as one of the components 
formed by the principal component analysis, but on the basis of 
our previous studies we wanted to examine the aspect regard-
less of this (see Ermi & Mäyrä 2005b). As described in our ear-
lier studies, immersion is sometimes thought to be the most 
important quality of a good game; it is a term used for intense 
focus on the game and often also a loss of the sense of time. Of 
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course, immersion is a broad term, but the statements in our 
survey describing immersive behaviour most accurately were 
“Time passes unnoticed while I am playing” and “While I am 
playing, I concentrate only on the events in the game world”. 

About a third of the “Active Gamers” agreed with both of 
these statements. Their age and gender distributions were 
fairly similar to the overall distributions of all the “Active Gam-
ers”, although the share of the women was slightly smaller. 
Only one of these gamers belonged to the “Light” category; she 
was, again, a solitaire-player and had not written down any 
other games. As for the games that this group of gamers had 
played, their genre distribution was not significantly different 
from the overall distribution. Apparently, all kinds of games can 
be played in such a way that the gamers lose themselves into 
the game at least for a while. For some people, Solitaire or 
Mahjong can be as immersive as Civilization, Fallout or Resi-
dent Evil for others. It also seemed that the people who tended 
to immerse themselves in the game world appreciated the con-
tent and the challenge level of the games more.  

On average, the respondents who felt that the two immer-
sion-related statements held true for them considered content 
and appearance as well as challenges and competition to be 
slightly more important and successful in the games they had 
played than those who did not agree with the statements 
(p<0.001 for both factors). Of course, this is for the large part 
due to the large proportion of “Hardcore” and “Regular” gam-
ers; as was noted earlier, they appreciated these two ele-
ments in games more than more casual gamers. 

Empathising with one’s character and an emotional at-
tachment to the events in the game are generally thought to 
be important especially in role-playing games, but may play a 
large part in making the game enjoyable in other genres too. 
The ten gamers who particularly stood out in this regard re-
ported 26 games in total, out of which most were MMORPGs, 
action or role-playing games. Every one of these gamers had 
played at least one role-playing game, MMORPG or action 
game with strong characters and a compelling storyline. All of 
them were “Hardcore” or “Regular” gamers; therefore, like  
immersive gamers, the empathisers felt that content and ap-
pearance and challenges and competition were on average 
more important in the games they had played. 

The importance of fantasy and story in games was explored 
with several statements, most of which were such that they 
indicated that the respondents were glad to be able to do and 
see things which they could not do or see in real life. Only 
three out of the twenty-three highest-scoring gamers in this 
comparison were women. 91 % of them were “Regular” or 
“Hardcore” gamers. Almost everyone wrote down three games 
they had played during the past year; in total 77 % of them 
were action games, role-playing games or MMORPGs. 
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The importance of winning was another interesting aspect. 
The statements which indicated how important winning was 
for the respondent were “I enjoy beating others in games” 
and “Winning is not important for me”. The scale of the latter 
question was naturally inverted before calculating the sum 
variable. The 41 respondents (5 % of the entire sample) who 
were especially winning-oriented had no party or adventure 
games among the games they had played the most during the 
past year. There were also less classic/puzzle games, although 
they were still well represented, and more action games. Only 
29 % of these respondents were women. 73 % of them were 
“Hardcore” or “Regular”, 17 % of them were “Occasional” and 
the remaining 10 % were “Light” gamers; thus, winning can be 
significant for the less committed gamers too. In general, 
winning-oriented gamers also considered control and planning 
to be more important in games in addition to content and ap-
pearance and challenges and competition. 

On the other hand, eight of the fifteen respondents who 
clearly felt that winning was not important for them were 
“Hardcore” or “Regular” gamers. Half of them were women 
and half men, and they were mostly older than thirty years of 
age. The majority of the games that they played were clas-
sic/puzzle games, and content and appearance and challenges 
and competition were on average considered less important in 
games by this group of gamers. 

Thus, the gamers who recognised themselves in most of the 
elements that we have discussed up to this point were on aver-
age more committed and spent more time on games. They con-
sidered content and appearance and challenges and competition 
in the games they had played to be more important than the rest 
of the respondents, and those who were winning-oriented also 
appreciated control and planning. Immersion, empathising with 
characters, appreciation of fantasy and story and importance of 
winning are all indicative of a more committed style of playing 
digital games, and therefore it is quite natural that this was re-
flected in the answers of the respondents. 

The average immersion scores of the “Hardcore” and the 
“Regular” gamers were significantly higher than those of the 
“Light Gamers”. The difference in regard to the empathising 
factor was even more clear: “Hardcore” and “Regular” gamers 
felt more empathy towards their characters and the events in 
the game world than “Occasional” and “Light” gamers. How-
ever, there was not much difference in the importance of win-
ning, although “Occasional Gamers” considered winning to be 
somewhat less meaningful for them than other kinds of gamers. 

The other aspects that we separated and examined based on 
the groupings of the statements were more about the feelings 
that digital games invoke, both positive and negative. One point 
of interest was to find out how gamers felt about the violence 
in digital games. The statements which formed the measure of 
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the respondents’ negative feelings towards violence in games 
were “Games contain too much needless violence” and “Vio-
lence in games is harmless”, with an inverted scale in the latter 
statement. There were 82 gamers (10 % of all respondents) who 
were particularly negative towards game violence. Here the 
proportion of women was larger (59 %) and this group was also 
older, only one fifth of them were 25 years old or younger. 42 % 
of them had children, which might be one explanatory factor 
for the negative attitude towards violence. Nearly half of this 
group were “Occasional Gamers” and only six percent were 
“Hardcore Gamers”. More than a half of the games they re-
ported belonged to the classic/puzzle category. In general, the 
games were not violent, although there was the occasional Tek-
ken, Aliens vs. Predator or Grand Theft Auto. The factor which 
was not felt to be as important in games to these non-violent 
gamers was challenges and competition. 

In contrast, the 61 gamers (8 % of all respondents) who felt 
that violence was harmless and were of the opinion that 
games did not contain too much needless violence were 
younger (half were under 25) and only one out of four of them 
was a woman, as expected. Still, 20 % of them had children. 
Four out of five were “Hardcore” or “Regular” gamers. Be-
cause of this, the genres of the games they reported to have 
played followed the same trend as in the earlier examinations: 
classic/puzzle games were less represented, action games 
more. Once again, content and appearance and challenges and 
competition were slightly more important. 

From the viewpoint of casualness, the relaxing effect of 
games was worth examining. The statements which indicated 
that the respondents play because they wish to relax and for-
get their everyday responsibilities for a while were “I can for-
get my own worries when I play”, “Playing is relaxing”, “I 
sometimes reward myself with playing” and “Games mean a 
time and a place without outside pressure for me”. Interest-
ingly, the 47 people (6 % of the respondents) who scored high 
on this factor were again mainly “Hardcore” or “Regular” 
gamers (89 %). Their age distribution was quite even, but the 
share of women was only 28 %. Classic/puzzle games were 
again played less in this group, forming only 19 % of the games 
(cf. 35 % of all reported games). On the other hand, the 42 
gamers (5 % of all respondents) who felt that the aforemen-
tioned statements did not apply to them were mostly “Occa-
sional” (60 %) or “Regular” (24 %) and seven out of ten of 
them were women. Challenges and competition were felt to 
be less important, otherwise the important elements in games 
were quite similar to the rest of the “Active Gamers”. 

The statements related to the refreshing effect of games 
were “Playing cheers me up” and “Playing makes me feel ener-
getic”. A majority (88 %) of the 44 gamers who were refreshed 
by games were “Hardcore” or “Regular” gamers. Their age was 
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pretty close to the average and the proportion of women was 
32 %. Game distribution was pretty similar to the general 
“Hardcore/Regular” game distribution, and so were the ele-
ments which were considered important. Then again, a half of 
the 46 gamers who felt that games did not brighten them up 
were women and 57 % of them were “Occasional Gamers”. 

General negative feelings roused by games were inspected 
with two statements, “Playing is sometimes frustrating” and 
“Playing can sometimes also invoke negative feelings”. 38 % 
of “Active Gamers”, 11 % of all respondents, agreed with the 
statements and their gender distribution was close to even. 21 
% of them were “Hardcore”, 44 % “Regular”, 32 % “Occa-
sional” and 3 % “Light” gamers. All game genres were fairly 
represented. On average, there was no difference in the ele-
ments which the respondents considered important in games 
between this group and the “Active Gamers” on the whole. 

In contrast, the 13 % of the “Active Gamers”, 4 % of the 
entire sample, who disagreed with the aforementioned state-
ments about negative feelings were older than average and 41 
% of them were women. 82 % of this group were “Regular” or 
“Occasional” gamers and 64 % of them had children. 46 % of 
the games they reported were classic/puzzle games. It is pos-
sible that these people did not play games that could frustrate 
them or invoke negative feelings, or they were simply calmer. 

There was also a handful of statements which projected 
certain kinds of feelings of empowerment or independence 
created by playing games. Most of the 28 gamers (3 % of all re-
spondents) who strongly agreed with these statements were, 
once again, mostly “Hardcore” or “Regular” and their ages 
and genders were distributed accordingly. Action games and 
role-playing games were the most popular among them, fol-
lowed by MMORPGs and classic/puzzle games. This group had 
plenty of similar characteristics to those who felt that fantasy 
and story were meaningful for them, and the two measures 
also correlated strongly (coefficient 0.546; p<0.001). 

Finally, the last group of statements that we wished to sin-
gle out was the perceived benefit gained from gaming. The 
obvious statements included in this component were “I learn 
new skills from games” and “I gain new knowledge from 
games”. The principal component analysis also grouped a third 
statement with them, “I like to watch other people’s play-
ing”. We examined the correlations of the three statements 
and although the correlation between the first two was much 
stronger (coefficient 0.636; p<0.001), the correlation coeffi-
cient was also a bit above 0.4 between them and the third. 
However, we decided not to include the statement into the 
measure about the benefits of games, although it is still inter-
esting that apparently some of the people who feel they learn 
new things from games also like to watch others play. Perhaps 
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for some, new skills and knowledge are gained by watching 
other people’s gaming. 

In any case, the 19 % of the “Active Gamers” who felt they 
learnt from games had pretty similar characteristics to almost 
every group we have examined thus far: on average, they 
were slightly younger, the proportion of women was a bit 
smaller, the proportions of “Hardcore” and “Regular” gamers 
were somewhat larger and they had played less classic/puzzle 
games and more other genres, which is explained by the 
demographics of the group. 

The main trends in the different meanings of games were 
pretty much what one could have expected to see. Those who 
spent more time on games also tended to have a more reflec-
tive relationship towards them, and those who played only oc-
casionally did not feel as strongly or have as many opinions 
about games. The “Occasional” and “Light” gamers tended to 
be more neutral in their opinions. Therefore committed gam-
ers and casual gamers were separated not only by their time 
usage but also by their attitudes. However, there were quite a 
few of those who defied the general divisions, such as “Hard-
core Gamers” who were fairly non-committed towards games 
in their answers, or “Occasional Gamers” who had strong opin-
ions and games clearly meant much to them. If the “Commit-
ted Gamers” and the “Occasional Casual Gamers” form the 
major demographics inside the gamer population, perhaps 
these are the minorities which cannot be easily classified into 
either of the two categories. 

5.3. Further issues for analysis: Gaming as a family business 

In this chapter we have brought up some questions central to 
cultural game research. The social aspects of gaming, the 
meanings attached to different kinds of games, and the reasons 
for gaming itself together form the major objective of our ex-
tensive research project. The data collected in this survey pro-
vides good starting points for both of the upcoming phases, the 
qualitative interview and the comparative international study. 

Next, our research project will involve semi-structured in-
terviews of a large group (94) of our “Active Gamers”, and con-
tinue with in-depth focus group interviews. One more theme 
will be introduced in this qualitative part of the study, concern-
ing the generational aspects of gaming, and age and gender in 
more detail, which have both been raised as key questions in 
the recent research on games and the new media (e.g. Hardy et 
al. 2007; Kremer-Sadlik &. Kim 2007; Ogletree at al. 2007; 
Wallenius et al. 2007). However, instead of considering girls, 
boys, men and women as gamers per se, we will concentrate on 
revealing the different roles that gaming has within families 
and other institutional contexts. This viewpoint builds on our 
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understanding of children and young people’s games cultures as 
multi-layered, situational and constantly changing social con-
structions, in reference to critical childhood, youth and family 
studies (Ermi et al. 2004; 2005ab; Kallio 2006; 2007, cf. Alanen 
& Mayall 2001; James & James 2004; Brocklehurst 2006). 

Digital gaming is generally recognised as one of the new 
virtual agendas which, on the one hand, poses threats and 
dangers to children and young people but, on the other hand, 
provides them with opportunities and competence (e.g. Fisher 
et al. 2007; Rosser et al. 2007). The same applies to most of 
the new media forms (cf. Lahikainen et al. 2005; Nikunen 
2007; Mazzarella 2007). At the same time digital games are 
becoming more and more popular among children and young 
people, particularly due to their growing variety and diver-
gence. Thus, home being the central arena of children and 
young people’s gaming, and gaming itself being mostly pro-
vided, guided and supervised by adult family members, gam-
ing can be largely considered to be a “family business”. 

In our survey, the youngest respondents were in their late 
teens. Due to this demarcation of data gathering we cannot say 
much about children’s gaming on the basis of our analysis, except 
for the parts reported by their parents. However, prior to this 
study, we have gathered some data on children’s gaming in the 
“Power of Games and Control of Playing: Children as the Actors 
of Game Cultures” project. Thus, as an introduction to our quali-
tative study, we can present some figures and presumptions 
about the gaming of children, young people and families in 
Finland by combining our findings from the two projects.  

Moreover, bringing these findings together with our other 
area of expertise, i.e. our understanding of the social con-
struction of childhood and youth, and children’s agency and 
politics in everyday life, we can open discussion on the multi-
ple forms of digital gaming in the contemporary information 
society (Kallio 2007; 2006; 2005; Mäyrä et al. 2005). This ori-
entation, as mentioned before, will be taken forward in the 
following qualitative research phase. Thus, the next contem-
plation only brings up a couple of interesting themes on digital 
gaming in the context of children, young people and families. 

Out of our “All Gamers”, a group of 123 respondents identi-
fied themselves as parents, with a gender distribution of 61 
fathers and 62 mothers. In nearly 80% of these families, it was 
reported that children play digital games (Table 32). On the 
basis of the parent-informants’ responses it can also be as-
sumed that a fifth of them only gamed with their children, 
whereas a half of them did not play with their children at all. 
But then again, only a couple of our under-aged respondents 
(15–17 years of age) told us that they ever played with their 
parents, and these were all girls. Not many of the teenagers 
even played digital games with their siblings, even though 
most of them had a habit of playing with their friends, and the 
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most common place for gaming was their own home. These re-
sults underpin our earlier findings on children’s, sibling’s and 
parent’s joint gaming activities (Ermi et al. 2004, 57). 
 
Table 32. The parent-respondents' gaming in reference to 
sociability. 

 
Men Women Total 

Children play 72% 79% 76%
Partner plays 20% 39% 29%
Plays with children 31% 45% 38%
Plays with partner 10% 15% 12%

  

Plays in the company of 
others 16% 26% 21%

 
In the current public debate on the risks of children’s and 
young people’s digital gaming it has been repeatedly brought 
up that parents should be more aware of their offspring’s 
movements in virtual worlds, and digital games in particular. 
Joint gaming, or sharing the world of gaming with children on 
a comprehensive level, has been presented as one way of re-
sponding to the challenges posed by these novel arenas of 
childhood and youth. This suggestion, true to the idea of 
communicative problem-solving, can be found constructive to 
some extent. For sure, there is no harm in knowing and keep-
ing an eye on your children’s doings and hobbies, be they 
sporty, musical, or “gamy”. Most children and young people 
find it encouraging and pleasing if their interests are noticed 
and shared. Yet this is not the whole truth about children and 
young people’s everyday life experiences.  

The more personal and sub-cultural a playing activity, 
game, hobby, friendship or, e.g. a circle of friends gets, the 
more there is to be protected and hidden from adult authori-
ties in it. These private, often more or less forbidden aspects 
of childhood form a “grey area”, which can only exist beyond 
exterior authority and control. The “grey” aspects (of gaming) 
may not always appear as unacceptable or extraordinary to 
the adult authorities, but to the children and young people 
themselves they are personal and, thus, private.  

For example, the questions of sexuality and self-esteem, 
moral issues (e.g. sense of justice), or relationships between 
family members and peers can be contemplated in game play-
ing, just as well as they are present in the practices of reading 
books, listening to music and watching television series and 
films. This work, inseparably connected to the identity pro-
duction and maturation processes, cannot be enforced in joint 
activities. Neither can these aspects of digital gaming be 
shared with parents or teachers. Hence communication can 
only offer solutions to certain kinds of problems there are to 
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digital gaming, and children and young people’s usage of vir-
tual spaces in more general. 

The distinction between the two meaning making aspects 
of gaming, the communicative and the incommunicable, can 
be approached theoretically in the context of children’s (po-
litical) agency. In this view it is first understood that children 
and young people can participate in adult-oriented politics as 
members of their everyday environments, or “ruling”, in both 
familial and institutional levels. They can make suggestions 
and negotiate common practices, and by so doing have influ-
ence on their living conditions. In addition to this, as a part of 
the on-going empowerment trend, even young children can be 
mobilised to take part in official political arenas, e.g. school 
boards and child parliaments (see e.g. City of Tampere 2007). 
This participation, however, presumes certain kinds of opin-
ions, and certain ways of presenting them. 

Thus, in addition to the former, it must also be understood 
that when children and young people feel, think or act in a way 
which is not considered appropriate or “good” for them, they are 
not understood to be participants, but persons under guardian-
ship, regardless of the environment. This two-fold role is embed-
ded in every position that children as children de jure occupy in 
Western societies: as sons, daughters, pupils, patients, commu-
nity members and citizens they are at the same time objects and 
subjects – people with rights, but under custody (cf. UN Conven-
tion on the Rights of the Child 1989). Therefore, if they wish to 
feel, think and act on their own grounds, they must do it in a way 
which cannot be denied or taken away. This is to say that they 
need to either hide the inappropriate matters in one way or an-
other, or demand a right to them in an aggressive or manipulat-
ive manner. These tactics, which are also common to digital 
gaming cultures, can be recognised as politics of everyday life 
(Kallio 2007; 2006; see also de Certeau 1984). 

When digital gaming and virtual space are approached this 
way, from two directions, it can be discovered that they func-
tion as arenas of children and young people’s everyday lives in 
multiple ways. On the one hand, these worlds are shared with 
parents, siblings, teachers, it-club advisers and peers. At the 
same, though, there are sub-cultural and personal aspects to 
them which cannot be accessed “without permission”. In 
these private spaces children and young people feel, think and 
act on their own grounds as political selves (Philo & Smith 
2003). This activity does not pose dangers or risks to them per 
se more than any other everyday activity does. Yet, as a rela-
tively new and uncontrolled arena, virtual spaces can portray 
and initiate some difficult situations which adults, and parents 
in particular, are still somewhat ill-equipped to handle. 

The “grey area” of digital gaming, which has not gained much 
attention in recent cultural research, contains various interesting 
issues which we want to tap into in our upcoming research. For 
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instance, girls’ growing interest in gaming, concentrating on 
simulation and MMORPGs with an extensive emphasis on social 
relations and embodiment, raises questions of identity formation 
in reference to sexuality and womanhood. Another example of a 
current problem related to digital gaming and virtual space con-
cerns the socially marginalised and/or disturbed boys and young 
men, whose violent acts have recently concluded in gruesome 
massacres in schools in various Western societies. As unlikely as it 
first may seem, these apparently very different contexts of digi-
tal gaming have much in common when examined from the point 
of view of everyday life politics.  

Both girls’ sexual awakening in early teens and boys’ aggres-
sive violence in late teens involve inappropriate and “unaccept-
able” feelings, thoughts and acts. They can be dealt with in vari-
ous contexts, so in this regard Internet gamer communities or 
digital games themselves cannot be considered as the “origins of 
evil or seduction” in either case. But, this said, it can still be 
recognised that in these very contexts children and young people 
are often more vulnerable and open to fast ideas than in other 
everyday life situations. New kinds of relationships, be they 
erotic, violent or ideological, are far easier to come by in the 
disembodied, multicultural and often fantasy-driven spatialities 
of the Internet and digital games than in the embodied contexts 
of daily life. Commitments to relationships are often quickly 
made, but at the same time they may involve extremely intense 
feelings, thoughts and experiences.  

It is also crucial to note that even though these relationships 
may only take place in virtual space, the experiences are em-
bedded in the embodied persons – the children and young peo-
ple, who are not expected to be sexually active or violent in their 
daily environments. These contradictions, which cannot be 
solved by communicative strategies, are hidden, confronted and 
negotiated in everyday life politics. If they are too difficult to 
process, or too controversial to encounter in families, schools, 
peer-groups or other contexts, serious problems may occur. 

To summarise, children, young people and families form a 
distinct and multi-layered context of digital gaming. However, 
in media and public debates the meanings of games and other 
virtual spaces are often approached rather narrowly and not 
from their own points of view. Gaming is either demonised, or 
otherwise portrayed merely as a new form of play. Both ap-
proaches tend to alienate gaming from those spaces in which 
children and young people constantly feel, think, experience 
and express – i.e. their everyday life environments. Thus, in 
our future research we will take a closer look at the meanings 
attached to the games cultures of childhood and youth. From 
this point of view, we want to critically examine the risks and 
potentials of digital gaming, and to reveal some of the various 
sub-cultures that children and young people create in their 
everyday embodied and virtual spaces. 
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6. Conclusions 
Since this survey has been the pilot part of our research project, 
we need to be cautious about what conclusions we can draw on 
the basis of it. Perhaps the main results could be seen to relate 
to the methodology and approach of this study; the closer one 
looks at a phenomenon like digital game playing, the more com-
plex it appears. This study has taught us to be more cautious 
about simple truths that get tossed around in the media about all 
gamers, all game playing and generally about publicised figures 
that try to capture and reduce the full spectrum of game playing 
behaviours of entire populations into absolute numbers. Even a 
simple “fact” like “How large a part of the Finnish population are 
digital game players” can be constructed in multiple ways, de-
pending on the applied criteria and methodology. 

The first finding was that we need to make changes to our 
methodology in the future steps of this study. We sent out 4 000 
questionnaires, but only 20 % of them were returned to us (final 
n=805). This we related partly to our experimental instrument: 
even though it was designed to be ‘scaleable’ so that those who 
were not particularly interested in or active in their relation-
ship to digital games could skip the entire (B form of the) sur-
vey instrument, the entire survey was still an overtly sizeable 
and arduous undertaking for many potential respondents. On 
the other hand, one possible explanation for the low response 
rate could be that there are large numbers of people who have 
so little interest in games that they ignore research inquiries 
focused on the subject matter. On the other hand, when com-
paring the background variables of our sample with those of the 
entire Finnish population, we did find a rather good match, 
suggesting that our respondents represent the entire nation 
rather well. When reading our report it nevertheless should be 
kept in mind that 80 % of those who received our survey forms 
decided not to participate in the study. 

In terms of the key findings from this prestudy data, some 
of the most important ones were in those areas in which we 
did not find anything radical; there appeared to be no signifi-
cant differences between those who play digital games and 
those who do not – no such background factor as living in the 
country or in a city, no household income or educational level 
appeared to differ significantly between those who play, and 
those who do not play digital games. A digital game player can 
be practically “anyone” today: coming from any kind of an 
educational background, life situation and living area. 

In order to get deeper into the role of digital game players 
in a contemporary society, we constructed a way of defining a 
‘gamer’ for the purposes of this study; by our criteria, a gamer 
is someone who spends some time each week on playing com-
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puter or video games, says she plays digital games when asked 
directly, describes her way of gaming in some way, thinks of 
herself as a digital game hobbyist, or reveals detailed informa-
tion about the digital games she has played during the last year. 
In the analysis, we found that according to these criteria, 53 % 
of our respondents were digital gamers. Comparing this finding 
to the other interesting finding that the single largest group 
among those who reported their weekly digital play time was 
those who said they play zero hours, we came up with a picture 
of Finland as a “divided nation” regarding digital game playing. 
Roughly half of the Finnish population in 2007 could be catego-
rised as gamers, and half appeared to be non-gamers. 

It was also interesting to observe that other types of games 
were more popular among the Finnish population than digital 
games. Our survey instrument measured the popularity of 17 
different types of games, including very popular as well as mar-
ginal types of games currently played in Finland. Through prin-
cipal component analysis, four major categories of games and 
their player groups were discovered; in other words, the game 
playing behaviours reported by our informants correlated in a 
manner in which certain types of games were more likely to be 
played by the same people than some other games. Most digital 
games came together in a group of their own, providing us with 
a chance to compare ‘digital game players’ as a group with 
other kinds of game player groups in the Finnish population. 
(This categorisation was not entirely technology-driven; the 
popularity of online role-playing games was found to be more 
strongly related to other types of role-playing games than to 
other computer or console games, for example.) This formation 
of four meta-categories is probably one of the first times when 
an entire population has been statistically categorised in terms 
of their game playing behaviours, and provides interesting start-
ing points for further studies. 

Within the largest of these four categories, 66 % of our re-
spondents told us that they had played during the last month 
some game belonging to our category of traditional games, 
which contains all board, card, problem-solving and outdoor 
games. As a second largest category, money games (meaning 
betting and slot machine games) were popular among all 
demographics, having been played during the last month by 59 
% of the respondents. In contrast, engrossment games which 
we defined to include table-top role playing games, live action 
role-playing and online role playing games, as well as minia-
ture war games and collectible card games were only played 
by 4 % of the respondents during the last month. In our survey, 
digital game playing (computer, video games etc.) emerged as 
the third largest category and these games were played during 
the last month by 31 % of the respondents. 

Our study includes more detailed analysis of people who 
can predominantly be identified to belong to one of these 
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categories as a certain kind of a player (see Chapter  3.3). In 
demographic terms it was discovered, e.g. that engrossment 
game players are dominantly young males, while money game 
players are rather evenly distributed in all age groups and 
both genders. Traditional game players were an even larger 
group and well represented in the Finnish population, men and 
women of all ages. In contrast, digital game players were 
more typically young and tilted towards the male population. 
The largest demographic subgroup of digital players was young 
men between 15 and 24 years of age. The average age of digi-
tal game players in this analysis was 33 years, compared to 
the average age of 51 years among all who had not played any 
digital games during the last month. A summary of these 
player categories’ distribution in different age and gender 
groups can be seen in the report’s Figure 15 above. 

After analysing all the abovementioned factors, we conclude 
that participation in digital play is currently dividing the Finnish 
population. Particularly young people are likely to be digital 
players, while older people more typically are not. But there 
are quite a few exceptions if one searches deeper, and looks 
things at the level of individuals: in some form or another, digi-
tal play has already become diffused in all age groups we exam-
ined. The non-symmetrical age distribution of digital play nev-
ertheless deserves some careful thought. Traditional games and 
money games both have a longer history than digital entertain-
ment, being more deeply rooted and popular parts of the over-
all games culture than digital games are at the moment. Digital 
games have particularly strong popularity among the younger 
demographics, and this may suggest probable growth of their 
popularity in the future. An interesting figure in this regard is 
that of the informants who have children, 38 % played digital 
games with them (cf. an earlier study, Ermi et al. 2004, in 
which we identified an apparent ‘digital gaming divide’ be-
tween game-playing children and their non-gamer parents). On 
the other hand, we are still missing reliable longitudinal stud-
ies, which could be used to verify whether today’s young peo-
ple will continue to play digital games actively also in their 
adult years and elder life in the future. There are some sugges-
tions that a particularly busy family life may lead to a drop in 
game play during the mid-life years (cf. here also the finding 
from the BBC funded study of games’ significance dropping 
among the 36–50 year-olds; BBC 2005, 18-20). 

The role of games in general appears strong in the Finnish cul-
ture. Overall, almost 100 % of all respondents said that they had 
played at least some type of game at least once. Under closer 
analysis, traditional betting (lottery) type of money games was 
the single most popular kind of game played by the Finns (54 % of 
respondents reported having played them lately). On the basis of 
this finding, Finland could be called “a betting nation”. 
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Within our sample, two particular factors that pointed to-
wards significant differences in game play were gender and 
age: on average, males appeared to be more interested in digi-
tal play than females, and young people more than the elderly. 
There were no significant differences between men and women 
in other areas except for time used for playing digital games, 
where the group of 15 to 24 year old men had a weekly average 
play time of almost 9 hours, compared to the average play time 
of women of the same age, which was 2.5 hours. The most typi-
cal (median) estimate of all respondents of their weekly digital 
play time was zero hours, meaning that the single largest group 
of the population appears not to be active game players. On the 
basis of this measure at least, young men appear to be the most 
dedicated or ‘hard-core’ in their digital gaming.  

The slight dominance of all men, and particularly that of 
young men particularly in digital play activities can possibly be 
related to the often discussed tendency of information tech-
nology becoming gendered as masculine, as well as of the 
adoption of digital gaming being something that has come 
early to the lives of only those generations who have been 
born into a world saturated by games and gaming devices. (For 
an update and critique of ‘gendered IT’ discussion from a 
feminist media studies perspective, see: Lee 2006.) Other 
than in terms of age and gender, digital play appears to be 
rather well integrated into the society, and there appears to 
be no radical divides among players and non-players. 

In closer scrutiny, there appear to be some further differ-
ences between men and women in their relation to games. In 
terms of potential for conflicts and problems around game 
playing, more men than women recognised issues in this pilot 
survey. More men than women tried to restrict their gaming 
(18 % versus 8 %) and more men than women also felt that 
someone tried to restrict their gaming (11 % versus 2 %). This 
is consistent with the observation that, on average, men ap-
peared to play more than women; as noted in Chapter  4.4, 
one fifth of the male gamers belonged to the “heavy gamers” 
group, compared to only 8 % of the women. 

Thus, it appears that the possible downsides of dedicated 
gaming are also more concentrated on male players. On the 
other hand, this does not prove that female gaming is without 
its problems. Rather than rising from too ‘intensive’ dedica-
tion to hard core gamer cultures, those problems might just 
be on other areas that our survey was not designed to detect. 
The most typical problems related to gaming appeared to be 
related to an extensive use of time to play games. 

In areas related to social gaming an interesting finding also 
emerged. There was a significant difference among the age 
group of 25–34 years of age, in which a much larger proportion 
of the women than of the men played only with others 
(p=0.015). This group of young, adult women thus appeared to 
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associate digital game playing with company and social situa-
tions, which was an interesting discovery. Overall, social 
situations of varying kinds were typical for Finnish digital play. 
While playing alone was common, half of all gamers in our 
sample could be described as ‘social gamers’, meaning they 
played with someone else from their family, with friends, with 
co-workers or with other people over the Internet. Age was a 
dividing factor here: majority of those who were over 45 years 
of age only played alone, while younger people tended to play 
both alone as well as with others. 

An interesting finding was also that while most of the active 
digital game players (and notably 75 % of those who are willing 
to call themselves “game hobbyists”) are men, the difference 
between genders appears to even out as people get older. In 
older demographics we found that digital game playing was not 
as popular as it was among the young, but that it was more 
evenly distributed among men and women. We also found evi-
dence of digital gaming practiced by someone in all age groups. 

On the other hand, it still seems a rather marginal element in 
the Finnish society to belong to some active gamer subculture, or 
to consider oneself to be an active ‘digital game hobbyist’ – 8 % 
of our respondents said they were game hobbyists. On the other 
hand, 8 % of the entire population is already quite many people 
(out of c. 5 200 000 population living in Finland, 8 % would mean 
c. 416 000 active game hobbyists). The findings of our survey, 
however, cannot be generalised directly to the whole population 
because our sample weighs in favour of the gamers. 

 There appeared to be various factors that related the per-
ceived tilt towards males in the active gamer group. For ex-
ample, we also found out that the middle-aged gamer men 
read more consumer advice than the non-gamers, which could 
mean that these gamer men had greater interest in digital 
technology in itself, which might also translate into more at-
traction towards digital forms of play. 

We also wanted to know what kinds of games our respon-
dents played at the time of the survey. The most popular digi-
tal game in Finland, which was discovered after analysing all 
answers, was certain kind of a surprise: the digital version of 
Solitaire. The popular card game comes bundled with com-
puter operating systems like Microsoft Windows, and it ap-
pears to be the most mainstream of all digital games. 12 % of 
all those who filled in our more detailed Questionnaire part B, 
and could be described as “Active Gamers”, reported playing 
Solitaire. The median age of these solitaire-players was 48 
years, and two thirds of them were women. Thus, more than 
anything, from games cultures point of view Finland could 
well be described as “a Solitaire nation”.  

Solitaire was at the top of both male and female gamers’ 
lists, but beyond that, people of different genders differed 
clearly in their preferences of digital games. Finnish men play 
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strategy and shooting games in particular (Civilization and 
Counter-Strike at the top of the list), while women most often 
play The Sims series games or Tetris and other classic puzzle, 
problem-solving or digital card games. These kinds of ‘casual 
games’ are the most popular category overall among all other 
age groups except that of the youngest players. We found out 
that the gaming taste of the 15–24 year-olds differs clearly 
from that of the older people in our survey, as they strongly 
favoured various kinds of action games. 

Thus, certain interesting final conclusions emerge from this 
study. First of all, the reality of digital play appears so fluid 
and variable in terms of content as well as forms of play, that 
it is possible to construct multiple, even contradictory views 
about digital play in Finland. Depending on how ‘gamer’ or 
‘digital game player’ criteria are defined, it is possible to con-
struct versions of this study where gamers in Finland are a 
group of people that is in size anything between 29 % and 75 % 
of the population. Taking a closer look, there appears to be no 
radical, clear-cut division line between players and non-
players, but rather, there emerges a continuum of different 
behaviours where some people are just more likely to dedi-
cate their time to digital games as compared to more tradi-
tional games than others. 

One of our central findings is that particularly the current, 
violence focused media perception of games and gamers in our 
society is one-sided and limited. “Finnish gamers” according to 
this view are just about anyone: they are a bit more likely to be 
younger in age and male in gender, but gamers also include sig-
nificant numbers of older people and women. The most typical 
sort of digital gamer in Finland according to this study is an oc-
casional player of a familiar puzzle or card game like Solitaire, 
who dedicates couple hours per week to digital play. On the 
other hand, if a “gamer” is defined more narrowly as a certain 
kind of a very active or “hardcore” game player, or game hob-
byist, then the picture changes. We are now building an image 
of a small group, less than 10 % in size of the entire Finnish 
population, which is predominantly young and male. This group 
would most likely be playing digital games that are distinctively 
different from the casual games the larger, “lighter gamers” 
group favours: e.g. extensive strategy games like Civilization, 
action-oriented sports games like NHL series games, or team 
action and shooter games like Counter-Strike. 

The uneven distribution of active engagement in these, 
more complex and challenging forms of current digital games 
and associated games cultures can even cause some concern. 
Why the majority of people are not interested in the most 
visible part of offerings from contemporary games industry? 
These more extensive games are after all those with the high-
est production values, and those which are being most actively 
marketed. There appears to be a “digital games divide” which 
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leaves more than half of the nation excluded from these con-
temporary games cultures – or, in other terms, majority of 
people within older generations appear to be alienated from 
virtual game worlds, while many young people spend signifi-
cant parts of their lives within them. There appears to be 
room for improvement both within the ways in which games 
are currently produced and marketed as art, culture and en-
tertainment, and also need for games literacy education which 
would be specifically targeted to bridge this inter-
generational divide, and make people of different ages and 
genders to share, discuss, have fun and critically play games 
together. Only this way can digital games cultures evolve be-
yond subcultural or “ghettoised” status. 
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7.2. Appendix 1: Original Finnish Questionnaire, Part A 
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7.3. Appendix 2: Original Finnish Questionnaire, Part B 
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7.4. Appendix 3: English Translation of Questions and 
Statements 

 

FORM A: Common games – the everyday life of gaming 
 
Dear recipient, 

 
We are currently conducting an international study of games cultures (InGa) at the Hypermedia Laboratory at the 
University of Tampere. Game experiences and gaming impressions of the Finns are explored in this study. We are 
interested in the opinions of both the players and the non-players. The study is especially focused on the world 
of digital games, meaning computer, video, console, mobile phone and online games. 

 
We are collecting research material with the enclosed two-part questionnaire, with which we try to reach a wide 
range of Finns of various ages living in various places. You have been chosen for this study with the help of the 
Population Register Centre. Your response is very important to us. We hope that you can spare 10-20 minutes of 
your time to fill in this questionnaire and to tell us what you think about playing. At your discretion, you can an-
swer either both forms or only form A. Return the questionnaire in the enclosed envelope to the Hypermedia Labo-
ratory at the University of Tampere, where you can also get more information about the study, if you wish. 

 
Awaiting your responses with interest, 
The InGa research group 

 
Responsible researcher: Kirsi Pauliina Kallio 
Project leader: Frans Mäyrä 

 
 

The framework of everyday life 
 

At first we would like you to give us some background information. Please pick the choice which best describes you 
or your household, or alternatively write down your answer on the line. 

 
1. Age      years 

 
2. Gender 

Female 
Male 

 
3. Native language 

Finnish 
Swedish 
Other, what? 

     
 

4. Education 
Elementary school 
High school 
Vocational school 
College-level training 
Higher vocational school 
University 

 
5. Living area 
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Capital region 
Other city region 
Municipal centre 
Population centre 
Countryside 

 
6. Position on the labour market 

Full-time job 
Full-time student 
Retired 
Part-time job 

 Part-time retirement 
 Student and part-time job 
 Unemployed / in training 

 
7. Job description 
 Employee 
 Superior 
 Functionary 
 Specialist 
 Entrepreneur 
 Student 
 Unemployed 

 
8. Family members (in the same household) 
 I live alone 
 I live with my partner 
 I live with my partner and our children 
 I live with my parents 
 I live with other relatives 
 I live with roommate(s) 

 
9. Monthly household income (gross) 
 Less than 2000 euros 
 2000 – 4000 euros 
 4000 – 6000 euros 
 6000 – 8000 euros 
 More than 8000 euros 

 
10. Primary source of income 
 Salary 
 Pension 
 Student grant 
 Unemployment benefit 
 My family takes care of my basic expenses 
 Other, what? 
        

 
 

Routines and opinions 
 
11. When was the last time you went to…? 
(during the last couple of days / within the last month / during the last six months / sometime earlier / never) 
 Museum 
 Movies 
 Concert 
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 Theatre 
 Church 
 Game arcade 
 Food restaurant 
 Entertainment restaurant 
 Fast food restaurant 
 Walking / jogging 
 Cottage / summer house 
 Outdoor trip 
 Hobbies 
 Association meeting 

 
12. How much time do you usually spend on the following things? (   hours per week) 
 Working 
 Household chores and shopping 
 Hobbies 
 Outdoor activities 
 Reading books / newspapers 
 Watching television 
 Watching videos / DVDs 
 Playing computer / video games 

 
13. Do you have enough spare time? 

Yes, I have enough time to follow my interests and relax. 
Yes, I can arrange free time for myself. 
No, work and other chores take most of my time. 

 
14. Do you have enough money for your interests? 

Yes, I can afford to follow my interests as I please. 
 Yes, if I spend my money reasonably. 
 No, I would engage in more activities if I had the money. 

 
15. How often do you use the Internet? 
 Several times a day 
 Once a day 
 Couple of times a week 
 Couple of times a month 
 Less frequently 
 Never 

 
16. Where do you use the Internet for other things than working or studying? 
 At home 
 At school 
 At the library 
 At an Internet café 
 At a clubhouse 
 At a friend’s place 
 At work 
 With my mobile access anywhere 

 
17. What do you think about the following statements? 
(1 = completely disagree, 3 = cannot say, 5 = fully agree) 
 I work primarily because of the salary. 
 If I earned more, I would work less. 
 I am proud of my work. 
 I usually spend all the money I earn. 
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 Shopping puts me in a good mood. 
 I readily buy devices second-hand to save money. 
 I accept a high price for a new device. 
 At home, I have many devices which I seldom use. 
 Good cannot be cheap. 
 The purpose of devices and technology is to make life easier. 
 Brand products are more reliable than others. 
 Fashion and trends are not very important to me. 
 Traditions are important to me. 
 I read consumer advice to avoid bad experiences. 
 I prefer to do shopping in familiar places. 
 I try out new restaurants in my area as soon as possible. 
 The products I use match my ideology. 
 I take active part in societal activities. 
 I worry about the influence of my consumption on the environment. 
 I often get frustrated with the injustice in the world. 
 I am mostly satisfied with the Finnish society. 

 
18. When was the last time you…? 
(during the last couple of days / within the last month / during the last six months / sometime earlier / never) 
 Talked on the phone 
 Wrote an email 
 Wrote a letter 
 Met your friend 
 Had a meal with your family 
 Went out to eat with a friend 
 Watched television 
 Watched videos or DVDs 
 Listened to a music album 
 Listened to an mp3 player 
 Listened to music on a computer 
 Bought music 
 Took pictures with a film camera 
 Took pictures with a digital camera 
 Read a book 
 Bought a book 
 Read a journal 
 Read an online journal 
 Listened to radio 
 Listened to an Internet radio 
 Chatted on the Internet 
 Searched for information on the Internet (e.g. weather forecasts) 
 Used an online service (e.g. a bank) 
 Did shopping on the Internet 
 Followed stock exchange quotation on the Internet 
 Followed stock exchange quotation in a newspaper 
 Searched for entertainment services on the Internet 
 Played a parlour game 
 Played a money game 
 Played a computer game 
 Played a console game 
 Played an online game 
 Played a mobile phone game 
 Bought a parlour game 
 Bought a digital game 
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Playing 
 
The next part explores questions related to playing games and especially digital games. We would like to empha-
sise that we are interested not only in intensive gaming but also in short-term and occasional gaming. If you have 
played any digital game (e.g. computer game, mobile phone games, console games) even at some occa-
sion, we ask you to answer all of the questions. 

 
19. When was the last time you played the following kinds of games? 
(during the last couple of days / within the last month / during the last six months / sometime earlier / never) 
 Board and parlour games (e.g. Yatzy, Monopoly) 
 Traditional card games (e.g. Solitaire) 
 Problem-solving games (e.g. Crosswords, Sudoku) 
 Pub games (e.g. Darts, Pool) 
 Betting games (e.g. Lottery) 
 Slot machine games (e.g. Fruit machine) 
 Online money games (e.g. Online poker) 
 Outdoor games (e.g. Tag, Petanque) 
 Collectible card games (e.g. Magic the Gathering) 
 Handheld console games (e.g. GameBoy, PSP) 
 Computer games (e.g. Tetris, Sims) 
 Online role-playing games (e.g. World of Warcraft) 
 Mobile phone games (e.g. Nokia Snake game) 
 Role-playing games (e.g. GURPS) 
 Live action role-playing games (e.g. Vampire) 
 Miniature fighting games (e.g. Warhammer 40k) 

 
20. Are digital games played in your household? (You can choose several options.) 

Yes, I play myself. 
 Yes, my partner plays. 
 Yes, the children play. 
 Digital games aren’t played in our household at all. 

 
21. Which of the following devices do you have in your household? 
 Mobile phone 
 Personal computer 
 Macintosh computer 
 DVD player 
 Widescreen television 
 Home theatre system 
 Satellite / cable television receiver 
 Digital television / set-top box 
 Game console 
 Handheld game console 

 
22. What about these gaming devices? 
 Atari 
 DreamCast 
 GameBoy 
 GameCube 
 Neo Geo Pocket Color 
 Nokia NGage 
 Nintendo DS 
 Nintendo 64 
 NES (Nintendo 1986) 
 Super NES (Nintendo 1992) 
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 Personal computer 
 PlayStation 
 PS2 (PlayStation 2) 
 PS3 
 PSP (PlayStation Portable) 
 Sega Genesis 
 Sega Saturn 
 Xbox 
 Xbox 360 
 I don’t know 

 
23. How much money has been spent on purchasing these devices during the last couple of years in your house-
hold? 
 About        euros 

 
24. Which of the following statements describe your attitudes towards digital games and digital gaming? 
 Playing develops many skills. 
 Playing is a nice way to spend time together. 
 I sometimes play even when I should be doing something else. 
 I would play more if I had the time. 
 Playing can sometimes cause arguments. 
 I am sometimes worried about the amount of my playing. 
 I have been advised to reduce my playing. 
 I try to restrict my playing. 
 Someone else restricts my playing. 
 I have advised someone to reduce their playing. 
 I feel guilty about my playing every now and then. 
 I feel bad when I restrict the playing of others. 
 Playing is quite a cheap hobby. 
 The money I spend on playing is a problem. 
 Playing consumes too much money in our family. 
 The dangers related to playing are discussed too much. 
 

 
QUESTIONS 25-30 CONCERN DIGITAL GAMING. 

 
25. If you have at some point played or tried out digital games, at which age did you play for the first time? 
       years 

 
26. Which of the following best describes your own playing? 
 I play a few minutes a day. 
 I play a few hours a week. 
 I spend a couple of days a month on playing. 
 I play a few weeks per year. 
 I play only occasionally. 
 I don’t play at all (you can skip the rest of the questions). 

 
27. When do you usually play? (Choose one option.) 
 In the morning (from six a.m. to noon) 
 In the daytime (from noon to six p.m.) 
 In the evening (from six p.m. to midnight) 
 At night (from midnight to six a.m.) 
 
28. Where do you usually play? (You can choose several options.) 
 At home 
 At school or a study place 
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 At work 
 At a special hobby place 
 At the library 
 At an Internet café or club 
 At a friend’s place 
 With my mobile access anywhere 
 
29. And with whom do you usually play? (Several options.) 
 Alone 
 With my partner 
 With my children 
 With my parents 
 With my siblings 
 With my friend/friends 
 With my work/study fellows 
 With my friends on the Internet 
 With strangers on the Internet 
 
30. Do you consider yourself to be a digital game hobbyist? 
 Yes 
 No 

 
 

This is the end of the general part of our questionnaire. Now we ask you to consider if you also want to answer the 
part which primarily concerns digital gaming. Form B is used to find out what kinds of games Finns play and 
what kinds of attitudes they have towards gaming. We hope to gain information about all kinds of digital gaming – 
solitaire which is played during breaks from work is as interesting as a LAN session over a weekend. Thus, it would 
be nice if as many kinds of gamers as possible would answer. But if you decide to finish here, we thank you for 
your participation. Every filled form is worth its weight in gold to us! Thank you for being a part in building a dis-
cussing games culture in Finland. 
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FORM B: Digital games – the everyday life of gaming 
 

It is nice that you decided to also answer the second part of our questionnaire concerning digital gaming. We are 
interested in finding out what kinds of games you enjoy, when and how you play, and – above all – what kinds of 
experiences, opinions and feelings you have related to gaming. At first we chart a few things about your favourite 
games, and after that we move on to more general questions about gaming. The questions have been composed 
with various kinds of gamers in mind, and thus they may seem strange to you in some parts. The most important 
thing is that you answer the questions on the basis of your own experiences. In this way, we can collect in-
formation as diverse as possible about digital games cultures in Finland. 

 
 

1. Which game have you played the most during the past year? 
 
         

 
2. Which things do you consider to be successful and important in this game? 
(1 = not very important, 3 = I cannot say, 5 = very important) 
 Theme 
 Background story 
 Sounds and music 
 Graphical appearance 
 Problem-solving 
 Strategic elaboration 
 Development of game skills 
 Improvement of other skills 
 Fighting and winning 
 Building and governing 
 Playing together 
 Killing time 
 Game characters 
 Game world 
 Exploration 
 Humour 
 Excitement 
 Appropriate challenges 
 Easiness and controllability 

 
3. How much time do you usually spend on playing this game continuously? 
 A few minutes 
 Less than fifteen minutes 
 Less than an hour 
 An hour or two 
 Many hours 
 Entire day 
 A couple of days 
 A week or longer 

 
4. Where do you usually play it? (You can choose several options.) 
 At home 
 At a friend’s place 
 At school 
 At work 
 At the library 
 At an Internet café or a game arcade 
 With my mobile device in various places 
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5. Which game have you played the second most during the past year? (If you have played only one game, move 
on to question 13.) 
 

        
 

6.-8. These questions are similar to the questions 2-4. 
 

9. Which game have you played the third most during the past year? (If you have played only one or two games, 
move on to question 13.) 
 
         

 
10.-12. These questions are similar to the questions 2-4. 

 
13. Do you usually play games “through” or from the beginning to the end at one sitting? 
 Yes, as fast as possible. 
 Yes, if I have time. 
 I don’t usually play games through. 

 
14. Do you tend to discuss gaming with your friends? 
 Yes, I start discussions. 
 Yes, if the topic comes up. 
 Not very often / not at all. 

 
15. When you lose a game or suffer a significant defeat, do you try to play again? 
 Yes, as fast as possible. 
 Yes, if I have time. 
 I don’t usually continue playing. 

 
16. If you have decreased the playing of digital games during the past year, is the reason one or more of the fol-
lowing: 
 Playing is too expensive. 
 Game devices and games are too complicated. 
 I think that playing is embarrassing. 
 Playing has a bad reputation. 
 I used to play too much. 
 I have been forbidden to play. 
 Games are too difficult. 
 It is hard to acquire new games. 
 Games repeat themselves too much. 
 My friends have decreased their playing. 
 I no more have time to play. 
 I don’t have suitable equipment. 
 Games are worse nowadays. 
 I’m not successful in games. 
 I’m too old to play nowadays. 
 Other reason, what? 
      
 
17. If you have instead increased the playing of digital games during the past year, is the reason one or more of 
these: 
 I have more money at my disposal to spend on games. 
 I have more time to play. 
 My friends play more. 
 Playing is trendy. 
 New games are more accessible. 
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 I have moved into a new neighbourhood. 
 Games are cheaper. 
 I get more out of games than I used to. 
 Games are better nowadays. 
 There is more play content in games nowadays. 
 I have gotten new games. 
 I am a better player nowadays. 
 I have good gaming equipment nowadays. 
 I have moved on to different kinds of games. 
 I’m more successful in games. 
 Other reason, what? 
      
 
 
18. Next we present you with a group of statements concerning digital gaming. We hope that you commit yourself 
to the statements based on your feelings, meaning that you choose the first option which comes to your mind. 
(1 = does not match my experiences at all, 3 = I cannot say, 5 = matches my experiences entirely) 

 
Playing cheers me up. 

 I preferably play in company. 
 I learn new skills from games. 
 I gain new knowledge from games. 
 Games contain too much needless violence. 
 When I play, time passes unnoticed. 
 When I play, I feel I am important. 
 I can forget my own worries while I am playing. 
 I tend to play in certain situations. 
 Playing is relaxing. 
 Playing is sometimes frustrating. 
 Playing is one of my everyday routines. 
 I play when I am bored. 
 I play at work to relax. 
 I like to watch others play. 
 Playing makes me feel energetic. 
 Playing can sometimes also rouse negative feelings. 
 Sometimes I reward myself with playing. 
 When I play, I am my ‘own master’. 
 When I play, I know what I am doing. 
 I can be entirely myself in games. 
 I enjoy beating others in games. 
 Winning is not important to me. 
 Concentration is important in playing. 
 Events in games can be touching. 
 Violence in games is harmless. 
 Game worlds are too similar. 
 When I play, I only concentrate on the events in the game world. 
 The characters in games have qualities which I would like to have for myself. 
 I bond with my character. 
 I empathise with my character. 
 Sometimes the events in games seem to happen to me. 
 Some game characters feel alive. 
 I get annoyed when my character dies. 
 I easily lose myself into thinking about games’ problems. 
 We compare our success in games in my circle of friends. 
 We share hints and experiences with my friends. 
 It is important to me to be a part of a game team or a guild. 
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 The success of my team is more important to me than my own. 
 I am happy to do a lot for my game team. 
 If I skip playing, I feel I am letting my team down. 
 I am proud of the experiences I have gained from playing. 
 Sometimes I think about games when I am not playing. 
 I have clear goals in games. 
 I play until I get my name on the high score list. 
 I play games “in the wrong ways”, meaning the ways I have invented myself. 
 I often plan game strategies in advance. 
 When I have become good enough in a game, I play it again in a different way. 
 There are too few alternative courses of action in games. 
 I like to plan improvements for games on my own. 
 Playing challenges me to push my skills to the limit. 
 In games, I can do things I otherwise could not. 
 Playing is a way to spend time with friends. 
 When I am playing, I feel I am interacting with others without prejudices. 
 I often talk with someone while I play. 
 I typically also do something else while I am playing (e.g. watch TV, answer the phone). 
 I especially enjoy games in which the controller is not used merely with the fingers (e.g. Eyetoy, Dance 
mats). 
 I like crooked and cunning characters. 
 I enjoy the fantasy and the story in games. 
 I am free to do whatever I want in games. 
 When I play, I feel that I truly exist. 
 People are unequal in games. 
 When I play, I enjoy doing things I otherwise could not do or afford to do. 
 Game worlds are too unrealistic. 
 There are no societal problems in games. 
 In games, I am free of the restrictions set by age, gender, status and social group. 
 Games mean a time and a place without outside pressure for me. 
 
19. Do you and your gaming companions have common habits or traditions? 
 No, we don’t. 
 Yes, what are they like?          

 
20. Do you use game-related words or expressions, which are not common language and thus not familiar to other 
people? 
 No. 
 Yes, what are they like?          

 
 

Thank you for answering our questionnaire! You can mail both forms in the enclosed envelope to the Hypermedia 
Laboratory at the University of Tampere. The postage has been paid. Your answers will be handled anonymously 
following the ethical principles of research, meaning that it will not be possible to recognise individual respondents. 

 
In the fall 2007 we will begin to carry out thematic interviews based on this questionnaire. These interviews aim to 
chart the meanings and ways of digital gaming in Finland more deeply and intimately. We hope that the range of 
gamers partaking in the interviews will be broad. Whether you are a friend of Tetris, The Sims or World of Warcraft, 
we would like to hear more about your game experiences and thoughts related to gaming. Please leave your con-
tact details in the lower part of the form if you are also interested in taking part in the interview phase. Small game 
and book rewards will be drawn out between those who leave their names and postal addresses. Leaving your 
contact details does not bind you in any way into participating, but it gives us a possibility to inquire about the mat-
ter from you as the study goes on. 
 
Thank you for your participation, 
The InGa research group 
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Name            
Postal address          
Email address           
Phone number          
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7.5. Appendix 4. The sum variables created from the 
statements related to different aspects of digital gaming 

Commitment or casualness 
 Presence of games in life (0.88)* Playing is one of my everyday routines. 
  I easily lose myself into thinking about games’ problems. 
  We compare our success in games in my circle of friends. 
  We share hints and experiences with my friends. 
  I am proud of the experiences I have gained by playing. 
  Sometimes I think about games while I am not playing. 
  I often plan game strategies in advance. 

  
When I have become good enough in a game, I play it again in a different 
way. 

  I like to plan improvements for games on my own. 

 Casual play style (0.33) I play at work to relax. 
  I typically do something else while I am playing. 
  When I play, I concentrate only on the events in the game world.** 
   

Social aspects 
 Playing with others (0.83) Playing is a way to spend time with friends. 
  I often talk with someone while I am playing. 
  I prefer to play in the company of others. 
  When I am playing, I feel I am interacting with others without prejudices. 

 Team play (0.85) It is important for me to be a part of a game team or a guild. 
  The success of my team is more important to me than my own. 
  I am happy to do a lot for my game team. 
  If I skip playing I feel I am letting my team down. 

 Common interest with friends (0.87) We compare our success in games in my circle of friends. 
  We share hints and experiences with my friends. 
   

Meanings attached to games 
 Immersion (0.33) Time passes unnoticed while I am playing. 
  While I am playing, I concentrate only on the events of the game world. 

 Empathy and emotional attachment (0.86) Events in games can be touching. 

  
The characters in games have qualities which I would like to have for my-
self. 

  I bond with my character. 
  I empathise with my character. 
  Sometimes events in games seem to happen to me. 
  Some game characters feel alive. 
  I get annoyed when my character dies. 

 Fantasy and story (0.86) I can do things in games I otherwise could not. 
  I like crooked and cunning characters. 
  I enjoy the fantasy and the story in games. 
  I am free to do what I want in games. 
  People are unequal in games. 

  
When I play, I enjoy doing things my money or my skills would not be 
enough for in real life. 

  
In games, I am free of the restrictions set by age, gender, status and social 
group. 

 Importance of winning (0.63) I enjoy beating others in games. 
  Winning is not important to me. 

 Negativity towards violence (0.67) Games contain too much needless violence. 
  Violence in games is harmless.** 



GAMING NATION? THE PILOT CASE FINLAND: INTERNATIONAL STUDY OF GAMES CULTURES 
 

UNIVERSITY OF TAMPERE, HYPERMEDIA LABORATORY 

154 

 The relaxing effect of games (0.72) I can forget my own worries when I play. 
  Playing is relaxing. 
  I sometimes reward myself with playing. 
  Games mean a time and a place without outside pressure for me. 

 The refreshing effect of games (0.63) Playing cheers me up. 
  Playing makes me feel energetic. 

 Negative feelings roused by games (0.47) Playing is sometimes frustrating. 
  Playing can sometimes invoke negative feelings. 

 Empowerment or independence (0.74) I feel I am important when I play. 
  I am my ‘own master’ when I am play. 
  When I play I know what I am doing. 
  I can be entirely myself in games. 

 Perceived benefit from gaming (0.79) I learn new skills from games. 
  I gain new knowledge from games. 
 * The value of Cronbach’s alpha for the sum variable. A value higher than 0.7 means that the measure is quite reliable. 
 ** The scales of these variables were inverted before creating the sum variables. 
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7.6. Appendix 5. Factors of the important elements in games 

 Content and appearance (0.91)* Theme 

  Background story 

  Game world 

  Game characters 

  Exploration 

  Graphical appearance 

  Sounds and music 

  Humour 

 Challenges and competition (0.78) Development of game skills 

  Improvement of other skills 

  Appropriate challenges 

  Excitement 

  Fighting and winning 

 Control and planning (0.64) Building and governing 

  Strategic elaboration 

 Casualness of game play (0.33) Killing time 

  Easiness and controllability 

 Shared social environment (0.05) Playing together 

  Problem-solving** 

 * The value of Cronbach’s alpha for the sum variable. A value higher than 0.7 means that the measure is quite reliable. 

 ** The scale of this variable was inverted before creating the sum variable. 

 




