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Objectives 

Gather insights into the evolving demographics, behaviors and attitudes of social game players. 

Confirm and/or enhance Kabam’s internal game player profile data.  

Gather marketing sizing and opportunity data. 

Utilize select survey results for thought leadership purposes. 

Data Collection Overview 

Methodology: Web survey (ePanel participants) 

Audience (Game players in the US) 

Survey length: 42 questions 

Survey period: April 13th - May 2nd 2011 

2,522 Total ePanel respondents; 1,412 qualified survey respondents 

Survey Qualifications 

Live in the United States. 

Play games on desktop/laptop computer, game console, mobile phone, handheld game player, tablet 
device or social network in the past year. 

Play more than just computer-based/installed arcade or “casual” games (e.g., Solitaire, Mindsweep) 

Research Overview 
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ePanelists - An ePanel (online panel) is a group of pre-screened respondents who have expressed a 
willingness to participate in surveys and/or customer feedback sessions.  Respondents become 
“ePanelists" by completing a series of profiling questions including demographics, lifestyle characteristics 
and media habits, which provides a basis for future survey participation.  ISG uses Toluna, the world’s 
largest provider of online panels, for research requiring a representative sample of US or International 
Internet users.  

Internet Users Playing Games (IUPG): Internet Users who have played games in the past year excluding 
those who only have played computer installed games (Solitaire, Minesweep). Constitute Qualified 
Survey Participants. 

Social Game Players (SGP): For the purpose of this survey a social gamer is defined as someone who has 
played a game on a social network website like Facebook, MySpace, etc. 

Hardcore Social Gamers (HSG): For the purpose of this survey, defined as someone who has played a 
strategy, RPG, or other “core” segment games (MMO, action, FPS, MOBA) on a social network website 
like Facebook, MySpace, etc. 

Casual Social Gamers (CSG): For the purpose of this survey, defined as someone who has played only 
casual games on a social network (e.g., Bejeweled Blitz, Diner Dash, FarmVille, Texas Hold Em, etc.) ; 
have not played Hardcore Social Games on social networks. 

Core Game Players (CGP): Respondent who has played social games as well as console-based games 
(Halo, Final Fantasy, Assassin's Creed) and/or computer strategy, RPG, MMO, action/shooter games 
(Starcraft, Diablo, Civilization, WoW). 

 

Definitions 
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Game Type Definitions And Survey Qualification 

The following definitions were used for the various game types and used to identify various types of 
game players, i.e., core vs. casual, etc.  In addition, in order to participate in the survey, ePanel 
respondents were required to play more than just computer-ōŀǎŜŘ ŀǊŎŀŘŜ ƻǊ άŎŀǎǳŀƭέ ƎŀƳŜǎ (e.g., 
Solitaire, Minesweep). 

Computer-based arcade, board, casino, hidden object, puzzle, time management and word games 
that are installed or downloaded on your computer or played online in your browser, e.g., 
Solitaire, Mystery Case Files, Minesweep, Peggle, Tetris, etc.  

Casual games on social networks like Facebook and MySpace, e.g., Bejeweled Blitz, Diner Dash, 
FarmVille, Texas Hold Em, etc.  

Hardcore social games (strategy and role-playing games) on a social network like Facebook and 
MySpace, e.g., Age of Champions, Kingdoms of Camelot, etc.  

Computer-based strategy, role playing (RPG), massively multiplayer online (MMO), action/shooter 
games, e.g., Civilization, Diablo, StarCraft, World of Warcraft, Everquest, Half Life, etc.  

Console-based (Xbox, Wii and PlayStation) strategy, role playing (RPG), sports, action/shooter 
games, e.g., Assassin’s Creed, Call of Duty, Final Fantasy, Grand Theft Auto, Madden NFL, etc. 

 



Market Sizing & Demographics 
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41% of US Internet users are actively 

playing games on social networking sites. 
2,522 

ePanel 

Respondents 

2,076 

(82%) 

Internet Users Playing 
Games in Past Year 

 

664 

Only Play Computer-
Based Casual Games 

1,412 

(56%) 

Qualified Survey 
Participants 

1,022 

(41%) 

Social Game Players 
(SGP) 

• Qualified survey participants have played a game on a desktop/laptop computer, game console, mobile phone, handheld game player, tablet 

device or social network in the past year and play more than just computer-based arcade or “casual” games. 

Social Gaming Market Sizing (U.S. Internet Users) 
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Social Gamer Market in U.S. 

41% 

59% 

Social Game Players Don't Play Social Games

U.S Internet Users – Social Gamers 

Estimated 98 MM people in U.S. 
• 41% of all U.S. Internet Users 
• 72% of Internet users who have played 

more than pre-installed computer 
games (e.g., Solitaire)  
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Social Game Player Composition 

69% 

31% 

Social Game Player Composition 

Play Core Game Platforms

Don't Play Core Game Platforms

0%

10%
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30%

40%

50%

60%

70%

80%

90%

100%

Social Gamers/Play Core       
Games – Platforms Usage 

Computer Only

Console Only

Computer & Console

33% 

   8% 

59% 

7 out of 10 SGP’s also playing on core game platforms 
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Social Gamers/Core Game Platform overlap even greater 

among those playing Hardcore Social Games 

Among People who play Strategy/RPG games on  
Social Networks (HSG),  % playing games on... 

93% 

94% 

100% 

77% 

82% 

0% 20% 40% 60% 80% 100% 120%

Computer-based games (Solitaire,
Minesweeper)

Games on social networks (Farmville, Diner
Dash)

Strategy and role-playing games on social
networks (KoC)

Computer-based strategy, RPG and MMO
games (Starcraft, WoW, Diablo)

Console-based games (Xbox, PS, Wii)
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Social Gamer Demographics 

• CSG – 62% over 40 years old 
• HSG – 57% under 40 years old 

• Casual Social Gamers skews female 
• Hardcore Social Games skews male 

Gender Splits Age Breakdown 

All social gamers are NOT the same – demos vary by segment 

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

CSG HSG

18% 
33% 

19% 

24% 19% 

17% 

43% 
26% 

Under 30 30-39 40-49 Over 50

0%

20%

40%

60%

80%

100%

CSG HSG

39% 
55% 

61% 
45% 

Male Female



Social Game Player Behavior 
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71% 

100% 

0% 

15% 

45% 

93% 94% 
100% 

77% 
82% 

0%

20%

40%

60%

80%

100%

120%

Computer-based games Casual Social Games Hardcore Social Games Computer-based strategy,
RPG and MMO games

Console-based games

CSG HSG

Type of Games Played (Social Game Players Only) 

Significant cross-platform game playing taking place across all segments 

• HSGs demonstrate highest incidence of hardcore platform penetration 
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28% 

48% 

0% 
3% 

20% 21% 
23% 

19% 

14% 

23% 

0%

10%

20%

30%

40%

50%

60%

Computer-based
casual games

Casual social games Hardcore social games Computer strategy,
RPG, MMO,

shooter/action

Console RPG,
action/shooter, sports

CSG HSG

76% 

Gameplay Activity/Time By Platform 

• CSGs spend vast majority of their gameplay time playing casual social games 
(48%), computer-based casual games (28%)  

• HSGs split their gameplay evenly across the various game types, with skew 
toward core game platforms/game style. 

56% 
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8% 

49% 

32% 

5% 6% 

2% 

30% 

38% 

16% 
14% 

0%

10%

20%

30%

40%

50%

60%

Less than one hour 1 - 2 hours 3 - 4 hours 5 - 6 hours More than 6 hours

CSG's HSG's

Gameplay Activity - Time Spent Playing 

Q3. On average, how many hours a week do you play games? 

68% 

57% 

HSGs exhibit significantly more game playing time than CSGs (not surprising 
given this is their hobby) 
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Engagement - Frequency 

Q1  How often do you typically play games? 

45% 

19% 20% 

17% 

48% 

23% 

18% 

11% 

0%

10%

20%

30%

40%

50%

60%

Daily 4 - 6 times a week 2 - 3 times a week Once a week or less

CSG HSG

Nearly half of social gamers play games daily, regardless of segment; vast 
majority playing multiple times per week 
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Engagement – Game play session length 

Q9: How long is your typical social network gameplay session? 

HSG’s exhibit slightly longer engagement in terms of social game session 
length 
• Less likely to play “short burst” sessions than CSGs  

30% 

24% 

26% 

17% 

3% 

1% 

20% 

24% 

26% 

20% 

7% 

3% 
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HSG CSG

21% 

4% 
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35%
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16% 

39% 

24% 

10% 11% 

7% 

34% 

27% 

14% 

18% 

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

1 2-3 4-5 6-10 More than 10

CSG HSG

Total Number of Social Games Played 

HSGs have played more social games over lifetime 
•  Over half (59%) of HSGs have played 4+ and 32% have played 6+ social games 

compared to 45% 4+/21% 6+ of CSGs 

Q10  How  many social games have you played (in total)? 
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41% 

27% 

15% 

8% 

3% 

6% 

24% 

29% 

19% 

11% 

5% 

12% 

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

1 2 3 4 5 More than 5

CSG HSG

Playing 3 or 
more games 

CSG 32% 

HSG 47% 

Number of Social Games Currently Playing 

HSGs are actively playing more social games than the CSGs 

Q11  How  many games are you currently playing on social networking sites? 
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41% 

29% 

10% 

20% 

35% 

41% 

13% 
11% 

0%
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20%
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30%

35%

40%

45%

1 - 25% 26 - 50% 51 - 75% 76 - 100%

CSG HSG

% of Time Log Into SNS Specifically To Play Games 

Social gamers in both segments indicating they go to SNS with specific 
intention of playing games 

• Suggests many social gamers are using social networks as a gaming destination, not just 
for networking. 

Q16  When logging into a social network, what percent of the time  

do you log in with the specific intention of playing games? 

Average % of Time 
CSG – 44% 
HSG – 42% 
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Social Gameplay by Device 

Majority of both segments gameplay time is spent on a desktop/laptop computer 
• HSGs devote more time to playing games on a console or mobile devices than CSGs 

Q19  What percent of the time do you spend playing games on  

social networking sites using each of the following devices? 

86% 

1% 3% 
8% 

1% 

59% 

7% 
11% 

18% 

6% 

0%
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50%
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70%

80%

90%
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computer PC/Mac

Std or web-

enabled phone

Smartphone Game console iPad or other

tablet device

CSG HSG
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Social Gameplay by Location 
Those who play social games typically play from home  

•  Playing games at work or while waiting for an appointment weak secondary locations; 
HSGs more likely to play away from home than CSGs  

Q18  Which of the following best describes where you typically play games on social networking sites? 

98% 

6% 
2% 3% 5% 

95% 

16% 

9% 11% 
15% 

0%
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30%
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50%

60%
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80%

90%

100%

Home Work School In the car, bus or

train

Waiting for

appointment

CSG HSG
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Game Platform Usage 

Vast majority of respondents played games on other platforms before social networking sites 
• Significant overlap usage of computer for gaming (in addition to social network play) 
• Console usage spread across brands – HSGs exhibit much greater console playing habits 
• HSGs indicate higher usage of mobile platforms 

Q14  Before you began playing games on social networking 

sites, did you play games on other platforms? 
Q4  Which of the following platforms have you played games 

 on in the past 12 months? 

15% 

19% 

36% 

39% 

42% 

54% 

55% 

79% 

3% 

6% 

15% 

15% 

19% 

19% 

31% 

71% 

-10% 10% 30% 50% 70% 90%

iPad or other tablet device

Standard, web-enabled

mobile phone

Handheld game player

Sony PS3

Smartphone

Xbox 360

Nintendo Wii

Desktop/Laptop computer

82% 

89% 
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100%
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Multiple Gameplay - Across All Platforms 

• HSGs more gaming involved – nearly half playing 3 or more games at any given time 
• CSGs  less involved/engaged in gaming - 43% play only one game at a time 

43% 

24% 

19% 

7% 

3% 
5% 

26% 26% 
24% 

10% 

3% 

11% 

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

1 2 3 4 5 More than 5

CSG HSG

Q6  How many games are you typically playing at any given time?  This includes games played across all platforms. 

48% 



Behavioral Impact of  
Social Games 
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Social Gameplay’s Effect On Other Gameplay 

Q15  How has your gameplay on social networking sites changed your  

gameplay on other gaming platforms over the past three months? 

Shift in Gamer Behavior – decline in gameplay on core platforms  
• Kabam players reporting greatest decrease (55%)   
• SGP and HSG segments declining as well (just not as pronounced) 

30% 

63% 

7% 

24% 

64% 

12% 

55% 

40% 

5% 
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5% 

69% 

26% 
22% 

56% 

22% 

5% 

63% 

32% 
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80%
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CSG HSG Kabam

Effect of Social Gameplay On Console Game Purchases 

Console purchases negatively impacted, especially among Kabam players 
• Highest % who have decreased spending, along with highest reported % decline (65%) – 

cohort accounts for 20% decline among all Kabam players 
• While smaller, CSG and HSG declines at significant percentages 

Q27  What effect has playing social networking games had on your purchase of console games in the past year?  

Q28  Based upon your game purchases over the past year, how much have your console game purchases declined? 

% Decline 
 

CSG: 56% 
HSG: 45% 
Kabam:  65% 
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Changes In Social Gameplay - Next 6 Months 

Gameplay on social networks will continue to grow among US Internet users. 
• One-third of CSGs and 45% of HSGs expect to increase their social gameplay over 

next 6 months. 
 

Q17  Over the next six months, how do you expect the amount of time  

you spend playing games on social networking sites to change? 

13% 

19% 

43% 

18% 

7% 

20% 

25% 

33% 

16% 

6% 
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same

Decrease slightly Decrease

significantly

CSG HSG

I expect my gameplay on social networks to ê. 
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Social Gameplay’s Effect On Other Leisure Activities 

84% of HSGs and 73% of CSGs have reduced the amount of time they spend on 
other leisure activities since they began playing social games. 
• Indoor activities most impacted. 

Q26  As a result of playing social networking games, which  of the following other activities do you spend less time doing? 

  CSG's HSG's 

Surfing the Internet 31% 33% 

Doing hobbies such as arts and crafts, scrapbooking, knitting, etc. 21% 30% 

Watching TV/DVDs 32% 29% 

Exercising or playing sports 21% 28% 

Going to the movies 18% 28% 

Listening to music/radio 19% 27% 

Reading a book, magazine or newspaper 29% 27% 

Cooking 15% 26% 

Playing (non-computer) cards, board games or puzzles 19% 25% 

Gardening 13% 24% 

Talking on the phone 18% 24% 

Shopping 15% 21% 

Attending sporting events 7% 20% 

Outdoor activities like hiking, fishing 13% 20% 

Texting or IMing 11% 18% 

Spending in-person time with friends or family 16% 17% 

None of the above 27% 16% 
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Amount Spent On In-game Content In Past Year 

Q30  How much did you spend on in-game content for social games in the past year? 

HSGs display a higher propensity to purchase greater amounts of in-game content. 
•44% of HSG paying players report spending over $50 in the past 12 months vs. 22% of CSG 

segment. 

57% 

21% 

12% 
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24% 

32% 

22% 22% 
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In-Game Content Purchase Plans For 2011 

Q31  Which of the following best describes your in-game content purchase plans for 2011? 

Social Game  in-game purchases should continue steady growth driven by 
Hardcore Social Gamers 
• Over 8 out of 10 HSGs report they will increase or maintain their in-game content 

purchases this year  
• Casual Social Gamers less likely to increase, but reported data still indicates will grow 

overall 

8% 

15% 

54% 
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13% 
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28% 

23% 

12% 

7% 
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Increase significantly
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I expect my in -game 

content purchases to .........  

82% 
77% 
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Type of In-Game Content Purchased 

Q32  Which of the following in-game content items have you purchased in the past? 

The type of in-game content purchased differs between HSGs and CSGs. 
•HSGs report greater propensity to purchase power-ups, extra resources and speed-ups at 

twice the rate of CSGs 
•Reflects difference in game mechanics between casual and hardcore social games 

22% 

35% 

44% 

46% 

52% 

52% 

19% 

29% 

54% 

21% 

23% 

27% 
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Gameplay Features, Selection 
Influences 
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Importance of Social Interaction and Camaraderie 

The social interaction and camaraderie provided by social gameplay is more 
important to HSGs than CSGs 

16% 
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32% 
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CSG HSG

Q34  How important is the social interaction and camaraderie that playing games on social networking sites offers? 
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  CSG HSG vs. CSG 

Online friends 54% 66% +12 

Personal (real world) friends 65% 67%   

Online strangers 22% 30%  +8 

Other relatives 27% 24%   

Spouse 17% 20%   

Former classmates 16% 24%   

Co-workers 8% 22%   

My children (under 18) 10% 14%   

My adult children (18+) 15% 10%   

Current classmates 4% 15%   

Relationship To Other Social Gamers 

HSGs report greater willingness to play social games with a wider variety of people   
• Extend beyond their traditional relationships to build new relationships through 

the games. 
• Function of both game design and nature of the players themselves. 

Q35  Which of the following best describes the type of people you prefer to play social games with? 
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  CSG HSG vs. CSG 
I enjoy the cooperative/interactive gameplay 29% 43% +14 

I like the challenge 48% 57%   

It is a stress-reliever 51% 43%   

I enjoy the friendly competition 41% 53% +12 

I like the fun and excitement 43% 54%  +11 

It allows me to meet new people 14% 25% +11 

I like the sense of accomplishment 32% 33% +15 

I like the mental workout 28% 34%   

Allows me to connect with others in my SNs 25% 32% 

I like the opportunity to win prizes 16% 30% 

It lets me express my personality 8% 14% 

Preferred way of interacting with SN contacts 7% 13%   

I like the regularly scheduled tournaments  4% 16%   

It improves my hand-eye coordination/Manual dexterity 12% 20%   

Most Liked Aspects Of Social Gameplay 

Cooperative/interactive gameplay, competition, sense of accomplishment and the 
ability to meet new people are more important to HSGs than CSGs 

Q22  What do you like most about playing games on social networking sites? 
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Factors Influencing Selection of Social Games 

Game selection of both CSG and HSG segments is influenced most by. . .  
• Recommendations from friends, relatives or colleagues. 
• Games that are featured on social networking sites. 
• Familiarity with the title or having played a similar game elsewhere. 

Q20  When selecting which social games to try, which factors most influence your decision? 

  CSG HSG 

Recommendation from friends, relatives or colleagues 61% 51% 

Featured on a social network site 36% 36% 

Familiarity with the title/Played similar game elsewhere 40% 30% 

Online search through Google, Yahoo!, AOL, Bing, etc. 10% 20% 

Online advertisement 7% 19% 

Comes from a brand or company I trust 9% 14% 

Review or article online, e.g., blog or website other than social 
network 

5% 14% 

Saw/shown on TV 3% 13% 

Promotional email 6% 12% 

Article in newspaper or magazine 1% 9% 

Other 1% 1% 
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Importance Of Game Content In Decision To Play A Game 

Overall, HSGs tend to place greater emphasis on game style, themes, genre, art 
quality than CSG segment  
• Reflects higher overall expectations given past experience with games on other platforms 

and over time 

Q25  How important are each of the following in your decision to play a game? 
% Very Important 
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Game Player Profiles 
• ePanel Social Game Players 

• ePanel Casual Social Game Players  

• ePanel Hardcore Social Gamers 

 



ePanel Social Game Players 
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Profile of ePanel Social Game Players (n=1,022) 

Segment Description ePanelists playing games on social networking sites like Zuma Blitz or Diner Dash 

and/or playing RPG/Strategy games like Age of Champions or Kingdoms of Camelot 

on social networks. 

Segment Size 41% of 2,522 US Internet users.  49% of all game players (2,076), including those 

playing only computer-based casual games.  72% of those who have played more 

than just computer-based casual games in the past year (1,412). 

Market Size 98.3 million Internet users in the US play social games (41% of 239.7 million) 

 

Social Gameplay is Replacing Device -based Gameplay as well as Other Leisure Time Activities  
 

The individuals within this segment represent the typical US game player who has expanded his/her 

daily/weekly gameplay beyond computer-based “casual” games and/or console-based games to include 

playing games on social networks.  Instead of surfing the Internet, watching TV/DVDs, reading or spending time 

doing hobbies, almost half (47%) are playing games daily, with 42% playing social games daily, of which 18% 

play several times a day.   

In addition to playing social games (97%) like Bejeweled Blitz, Farmville or Diner Dash, 82% play computer-

based casual games and 64% play console-based games.  Computer-based RPG/strategy and hardcore social 

games are less popular at 51% and 46% respectively.  Almost nine out of ten (86%) played games on other 

platforms before playing social games, with one-fourth (27%) indicating their gameplay on other platforms has 

declined in the past three months as a result of playing social games.  One-third (32%) expect their gameplay 

on social networks to increase in the next six months, while 43% said it will remain the same. 

Three-fourths (72%) of their social gameplay is on a desktop/laptop computer, while 13% of their gameplay is 

on a console.  Genre (54%) is most important to social gamers, while other aspects like graphics (49%), 

story/plot (42%), theme (35%) and a main character (28%) are less important.  Social gamers typically play 

games within the arcade (57%), card (36%), trivia (35%) and puzzle (34%) genres. 
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Profile of ePanel Social Game Players (n=1,022) 

Half (48%) have played less than four social games, while 26% have played more than five social games. When 

looking for a new game to play, social gamers typically select games that have been recommended by a friend, 

relative or colleague (56%), featured on a social network (36%) or ones they have played on other platforms and 

are familiar with (35%). 

More than half (56%) typically play a social game for a month or less before moving on to a new game, with 

relaxing gameplay (54%), achievement (49%), and earning awards (45%) the game characteristics motivating 

them to play the same game multiple times.  These individuals like the challenge (53%), fun and excitement 

(48%), friendly competition (47%) and stress-relief (47%) offered by social games, and indicated that four out of 

ten (43%) times they log into social networks, they do so with the specific intention of playing games.  

These social gamers are less focused on the “social” part of playing these games including connecting with 

others and meeting new people through their gameplay.  Only one-fourth (25%) said the social interaction and 

camaraderie of social games is very important to them. 

Social Gamers Moving Their Entertainment Dollars From Console -based Games to Social Games  

Among those who have played console games, one-fourth (24%) said their purchase of these games has 

declined an average of 50% over the past year.  These individuals have instead chosen to spend money on 

social games, with one-third (31%) having used Facebook credits or virtual currency and one-fourth (23%) 

having purchased in-game content.  Four out of ten (39%) have spent more than $50 on in-game content in the 

past year with power-ups, extra resources and in-game currency the most popular items purchased.  Half (50%) 

expect to increase their purchase of in-game content , with 25% increasing them significantly (more than 

$20.00) this year.    

Social Gamer Demographics  

Females slightly outnumber males within this segment (53% vs. 47%) and average 40.9 years old.  Three out of 

five (60%) are married/living with partner, while 26% are single.  Almost half (45%) work full-time/self-employed, 

while close to one out of ten are retired, homemakers, students or currently unemployed.  More than half (54%) 

earn less than $50,000 annually compared to the median US household income of $51,425 in 2009. 



44 Kabam Social Gaming Research - Confidential - Prepared by Information Solutions Group - 2011 

Profile of ePanel Social Game Players (n=1,022) 

Demographics 

Gender  Q36 47% Male 

53% Female 

Age  Q37 Average  40.9 

26% < 30 years 

22% 30-39 

52% 40+ 

Marital Status  Q38 60% Married/Living together 

26% Single 

13% Divorced/Widowed 

Employment  Q39 45% Full-time/Self-employed 

12% Retired 

11% Homemaker 

11% Unemployed 

  9% Student (HS, college, grad school) 

Education  Q40 42% College graduates 

34% Some college/trade school 

23% High school or less 

Income  Q41 22% < $25K 

32% $25K-$49K 

33% $50K-$99K  

14% $100K + 

General Game Player Behavior 

Gameplay Frequency  
Q1 

47% Daily 

40% Multiple times a week 

13% Once a week or less 

Daily Gameplay  Q2 44% 2 hours or less 

35% 3-4 hours 

21% 5 or more hours 

Favorite Game 

Platforms Q5 

27% Desktop 

22% Social network sites 

15% Nintendo Wii 

14% Xbox 360 

  9% Sony PS3 

  8% Mobile phone (std & smartphone) 

Game Types Played  Q8 97% Casual social 

82% Computer-based casual 

64% Console 

51% Hardcore social 

46% Computer-based RPG/Strategy 

# Game Types Played 
Q8 

  8% One 

25% Two 

20% Three 

12% Four 

34% Five 

% of Gameplay by 

Game Type  Q8 

35% Casual social 

25% Computer-based casual 

22% Console 

10% Hardcore social 

  9% Computer-based RPG/Strategy 
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Most Important Game Characteristics 

by Platform  Q24 

Desktop/Laptop Computer  50% Relaxing gameplay 

47% Game genre 

45% Unlimited gameplay 

41% Compete with others 

41% Addictiveness 

41% Enhanced graphics 

Game Console 53% Game genre 

51% Enhanced graphics 

46% Engaging story line 

46% Unlimited gameplay 

46% Addictiveness 

46% Extra levels/modes 

Mobile Phone 39% Relaxing gameplay 

36% Game genre 

33% Addictiveness 

28% Unlimited gameplay 

Social Network 58% Compete with others 

51% Relaxing gameplay 

48% Play with current friends 

46% Earn awards 

43% Game genre 

42% Unlimited gameplay 

Social Game Player Preferences 

Most Liked Aspects   
Q22 

53% Challenge 

48% Fun and excitement 

47% Stress-reliever 

47% Friendly competition 

36% Cooperative/interactive 

        gameplay 

Characteristics 

Motivating Gameplay  
Q21 

54% Relaxing gameplay 

49% Achievement 

45% Earn awards 

40% Finish an “adventure” 

Type of Social Games 

Preferred  Q23 

66% Original social games  

32% Console games now available  

        on social networks 

33% Games with popular brands/  

        characters 

Game Content  

% Very Important Q25 

54% Genre 

49% Quality of graphics 

42% Story/plot 

35% Theme 

28% Main character 

Genre Preferences  
Q12 

57% Arcade 

36% Card 

35% Trivia 

34% Puzzle 

32% Board 

32% City/Building 
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Profile of ePanel Social Game Players (n=1,022) 

Social Game Player Behavior 

% Time Play Social Games 

on Devices Q19 

72% Desktop/laptop computer 

13% Game console 

11% Mobile phone 

 4% iPad/tablet 

Importance of Social 

Interaction  Q34 

25% Very Important 

52% Somewhat Important 

Relationship to Others 

Playing Games With  Q35 

66% Personal (real world) friends 

60% Online friends 

27% Online strangers 

26% Other relatives 

Purchase Behavior 

Facebook Credits  Q33 

In-Game Content 2010 Q29 

31% Yes 

23% Yes 

$ Spent in Past Year Q30 31% < $25 

30% $26-$50 

19% $51-$100 

20% $101 + 

2011 In-Game Purchase 

Plans  Q31 

50% Increase (25% significantly) 

30% Same as 2010 

19% Decrease 

In-Game Content 

Purchases  Q32 

47% Power-ups 

46% In-game currency 

45% Extra resources 

40% Speed-ups 

34% Special items 

22% Packages of items 

Social Game Player Behavior 

Frequency  Q7 42% Daily (18% several times/day) 

31% Several times a week 

10% Once a week 

Session Length  Q9 48% 30 minutes or less 

26% 31-60 minutes 

19% 1-2 hours 

  7% 3+ hours 

Total # Social Games 

Played  Q10 

11% One 

37% Two-Three 

25% Four-Five 

26% More than Five 

# Social Games 

Currently Playing  Q11 

32% One 

28% Two 

17% Three 

22% More than Three 

Length of Gameplay 

Before Moving to New 

Game  Q13 

27% 1 week or less 

19% 2-3 weeks 

10% 1 month 

20% 2-6 months 

23% More than 6 months 

% Time Log into Play 

Games on Social 

Networks  Q16 

Average 43% 

38% 1%-25% 

35% 26%-50% 

27% > 50%  

Change in Gameplay 

in Next 6 Months  Q17 

32% Increasing (13% significantly) 

43% Remain the same 

25% Decreasing 
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ePanel Casual Social Game Players 
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Profile of ePanel Casual Social Gamers (n=503) 

Segment Description ePanel gamers who play “casual” games on social networks, e.g., Bejeweled Blitz, 

Diner Dash, CityVille, FarmVille, Texas Hold Em, etc. as well as games on other 

platforms, but do not play hardcore social games. 

Segment Size 21% of 2,522 US Internet users.  24% of all game players (2,076), including those 

playing only computer-based casual games; 36% of those who have played more 

than just computer-based casual games in the past year (1,412); 50% of those who 

play games social networks (1,022). 

Market Size 50 million Internet users in the US playing “casual” social games (21% of 239.7 million) 

Casual Only Social Gamers  Are Your Typical òSoccer Momó Or Grandmother Who Started Playing PC-

based Casual Games And Have Migrated To Playing Games On Social Networks  

These individuals are very similar to those within the social game player segment who have expanded their 

daily/weekly gameplay beyond computer-based “casual” games and/or console-based games to include 

playing games on social networks.  Instead of surfing the Internet, watching TV/DVDs, reading or spending 

time doing hobbies, 45% are playing games daily, with 41% playing social games daily, of which 17% play 

several times a day.   

In addition to playing social games like Bejeweled Blitz, Farmville or Diner Dash, 71% play computer-based 

casual games and 45% play console-based games.  At 15%, computer-based RPG/strategy games are less 

popular  within this segment.  More than eight out of ten (82%) played games on other platforms before 

playing social games, with 30% indicating their gameplay on other platforms has declined in the past three 

months as a result of playing social games.  One out of five (19%) expect their gameplay on social networks to 

increase in the next six months, while half (53%) said it will remain the same. 

The majority (86%) of their social gameplay is on a desktop/laptop computer, with another 8% on a console.  

Genre (51%) is most important to casual only social gamers, followed by graphics (40%) and story/plot (33%).  

Theme (25%) and a main character (18%) are less important.  Casual social gamers typically play games within 

the arcade (54%), card (30%), trivia (30%) and puzzle (30%) genres. 
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Profile of ePanel Casual Social Gamers (n=503) 

More than half (56%) have played less than four social games and when looking for a new game to play, 

casual only social gamers typically select games that have been recommended by a friend, relative or 

colleague (61%), ones they have played on other platforms and are familiar with (40%) or games featured on a 

social network (36%). 

More than half (52%) typically play a social game for a month or less before moving on to a new game, with 

relaxing gameplay (54%), achievement (49%), and earning awards (40%), the game characteristics motivating 

them to play the same game multiple times.  These individuals like the stress-relieving aspects as well as the 

challenge (48%), the fun and excitement (43%) and the friendly competition (41%) offered by these games, 

and indicated that four out of ten (44%) times they log into social networks, they do so with the specific 

intention of playing games.  

These social gamers are less focused on the “social” part of playing these games, including connecting with 

others and meeting new people through their gameplay, with only 16% indicating the social interaction and 

camaraderie of social games is very important to them. 

Casual Social Gamers Spend Less on Game Content Than Other Game Players  

Although fewer of these game players have previously played console-based games (64%), one-fourth (26%) 

of those who have played console games said their purchase of these games has declined an average of 56% 

over the past year.  These game players tend to spend less on in-game content, with only 21% having used 

Facebook credits or virtual currency and only 10% having purchased in-game content.  57% have spent $25 or 

less on in-game content in the past year, with in-game currency the most popular item purchased.  Half (54%) 

expect their purchase of in-game content to remain the same, while only 23% expect it to increase this year.    

Casual Social Gamer Demographics  

Females outnumber males within this segment (61% vs. 39%), and their average age is much older than 

hardcore social gamers at 46.4 years old.  Almost two-thirds (62%) are married/living with partner, while 23% 

are single.  With only one-third (36%) working full-time/self-employed, this segment includes more 

housewives (15%) and retired people (16%).  Another 15% are currently unemployed.  Two-thirds (67%) earn 

less than $50,000 annually compared to the median US household income of $51,425 in 2009. 
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Profile of ePanel Casual Social Gamers (n=503) 

Demographics 

Gender  Q36 39% Male 

61% Female 

Age  Q37 Average  46.4 

18% < 30 years 

19% 30-39 

19% 40-49 

43% 50+ 

Marital Status  Q38 62% Married/Living together 

23% Single 

15% Divorced/Widowed 

Employment  Q39 36% Full-time/Self-employed 

15% Unemployed 

7% Student (HS, college, grad school) 

15% Homemaker 

16% Retired 

Education  Q40 36% College graduates 

39% Some college/trade school 

25% High school or less 

Income  Q41 32% < $25K 

35% $25K-$49K 

30% $50K-$99K  

11% $100K + 

General Game Player Behavior 

Gameplay Frequency  
Q1 

45% Daily 

39% Multiple times a week 

37% Once a week or less 

Daily Gameplay  Q2 57% 2 hours or less 

32% 3-4 hours 

11% 5 or more hours 

Favorite Game 

Platforms Q5 

30% Social network sites 

30% Desktop 

13% Nintendo Wii 

  8% Xbox 360 

  8% Mobile phone (std & smartphone) 

  6% Sony PS3 

Game Types Played  Q8 100% Casual social 

71% Computer-based casual 

45% Console 

15% Computer-based RPG/Strategy 

  0% Hardcore social 

# Game Types Played 
Q8 

16% One 

47% Two 

28% Three 

  9% Five 

% of Gameplay by 

Game Type  Q8 

48% Casual social 

28% Computer-based casual 

20% Console 

  3% Computer-based RPG/Strategy 

  0% Hardcore social 
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Most Important Game Characteristics 

by Platform  Q24 

Desktop/Laptop Computer  58% Relaxing gameplay 

51% Game genre 

50% Unlimited gameplay 

44% Ability to compete with 

        others 

43% Addictiveness 

Game Console 56% Game genre 

49% Enhanced graphics 

47% Unlimited gameplay 

47% Addictiveness 

44% Extra levels/modes 

42% Engaging story line 

Mobile Phone 47% Relaxing gameplay 

42% Game genre 

40% Unlimited gameplay 

37% Addictiveness 

Social Network 55% Relaxing gameplay 

53% Compete with others 

47% Unlimited gameplay 

46% Play with current friends 

43% Earn awards 

42% Game genre 

Social Game Player Preferences 

Most Liked Aspects   
Q22 

51% Stress-reliever 

48% Challenge 

43% Fun and excitement 

41% Friendly competition 

32% Sense of accomplishment 

Characteristics 

Motivating Gameplay  
Q21 

54% Relaxing gameplay 

49% Achievement 

40% Earn awards 

33% Finishing an “adventure”  

Type of Social Games 

Preferred  Q23 

66% Original social games  

25% Games with popular brands/  

        characters 

14% Console games now available  

        on social networks 

Game Content  

% Very Important Q25 

51% Genre 

40% Quality of graphics 

33% Story/plot 

25% Theme 

18% Main character 

Genre Preferences  
Q12 

54% Arcade 

30% Card 

30% Puzzle 

30% Trivia 

26% Board 

24% City/Building 
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Profile of ePanel Casual Social Gamers (n=503) 

Social Game Player Behavior 

% Time Play Social Games 

on Devices Q19 

86% Desktop/laptop computer 

  8% Game console 

    4% Mobile phone 

    1% iPad/tablet 

Importance of Social 

Interaction  Q34 

16% Very Important 

52% Somewhat Important 

Relationship to Others 

Playing Games With  Q35 

65% Personal (real world) friends 

54% Online friends 

27% Other relatives 

22% Online strangers 

Purchase Behavior 

Facebook Credits  Q33 

In-Game Content 2010 Q29 

21% Yes 

10% Yes 

$ Spent in Past Year Q30 57% < $25 

21% $26-$50 

12% $51-$100 

10% $101 + 

2011 In-Game Purchase 

Plans  Q31 

23% Increase (8% significantly) 

54% Same as 2010 

23% Decrease (13% significantly) 

In-Game Content 

Purchases  Q32 

54% In-game currency 

29% Special items 

27% Power-ups 

23% Extra resources 

21% Speed-ups 

19% Packages of items 

 

Social Game Player Behavior 

Frequency  Q7 41% Daily (17% several times/day) 

27% Several times a week 

10% Once a week 

Session Length  Q9 44% 30 minutes or less 

26% 31-60 minutes 

20% 1-2 hours 

  1% 3+ hours 

Total # Social Games 

Played  Q10 

16% One 

39% Two-Three 

24% Four-Five 

21% More than Five 

# Social Games 

Currently Playing  Q11 

41% One 

27% Two 

15% Three 

17% More than Three 

Length of Gameplay 

Before Moving to New 

Game  Q13 

26% 1 week or less 

15% 2-3 weeks 

11% 1 month 

19% 2-6 months 

30% More than 6 months 

% Time Log into Play 

Games on Social 

Networks  Q16 

Average 44% 

41% 1%-25% 

29% 26%-50% 

30% > 50%  

Change in Gameplay 

in Next 6 Months  Q17 

19% Increasing (5% significantly) 

53% Remain the same 

28% Decreasing 
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ePanel Hardcore 

Social Game Players 
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Profile of ePanel Hardcore Social Game Players 

Segment Description ePanelists playing RPG/Strategy games like Age of Champions or Kingdoms of Camelot on 

social networks. 

Segment Size 21% of 2,522 US Internet users.  25% of all game players (2,076), including those playing only 

computer-based casual games.  37% of those who have played more than just computer-based 

casual games in the past year (1,412). 

Market Size 50.3 million Internet users in the US play RPG/strategy style social games (21% of 239.7 million) 

 

Hardcore Social  Games are Gaining Popularity  

The individuals within this segment are a subset of the social gamer segment who play strategy and role-playing games 

on social networks, similar to those produced by Kabam.  Instead of surfing the Internet, watching TV/DVDs or spending 

time on hobbies, 43% play social games daily, of which 19% play several times a day.   

These gamers are active across multiple game types in addition to hardcore social games.  94% play games like Farmville 

and Bejeweled Blitz on social networks, 93% play computer-based casual games, 82% play console-based games, and 

77% play computer-based RPG/strategy games.  Nine out of ten (89%) played games on other platforms before playing 

social games and one-fourth (24%) said their gameplay on other platforms has declined in the past three months as a 

result of playing social and hardcore social games.  Almost half (45%) expect their social gameplay to increase in the next 

six months, while 33% said it will remain the same. 

The gameplay behavior of hardcore social gamers is more active and varied than the typical social gamer, with increased 

gameplay on consoles and mobile devices.  While the majority of their social gameplay is on a computer (59%), 18% is 

on a game console and 18% is on a mobile phone.  In addition to playing social games at home (95%), these individuals 

are more likely to play at work (16%), while waiting for an appointment (15%) or in the car/bus/train (11%). 

Quality of graphics (58%) is the most important factor when hardcore social gamers are selecting a game to play, 

followed by genre (57%).  In addition to arcade (61%), card (42%), trivia (39%) and puzzle (39%) games, these social 

gamers also enjoy playing city/building (40%) and crime games (39%).  Two-thirds (65%) prefer games originally 

designed for social networks, half (49%) prefer games that were originally released and played on a game console and 

40% prefer games that feature popular, well-known brands or entertainment characters. 
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Profile of ePanel Hardcore Social Game Players  

Hardcore  social gamers tend to play more games with 59% having played more than three games.  62% play a 

social game for a month or less before moving on to a new game, with game characteristics including relaxing 

gameplay (53%), achievement (50%), and earning awards (50%) motivating these social gamers to play the 

same game multiple times, followed by finishing an adventure (46%) and graphics (39%).  In addition to relying 

on recommendations (51%), trying games featured on social networks (36%) or selecting games they have 

played on other platforms (30%), hardcore social gamers also rely on a variety of online sources when looking 

for a new game to play, including online ads, reviews/articles and Google searches. 

In addition to the challenge (57%), fun and excitement (54%) and friendly competition (53%), these game 

players are more focused on the “social” aspects of playing social games with cooperative/interactive gameplay 

(43%), and the ability to connect with others (32%) increasing in importance.  One-third (34%) said the social 

interaction and camaraderie of social games is very important to them. 

Hardcore Social Gamers Splitting  Their Gaming Expenditures Between Social and Console Games  

Almost one-fourth (22%) of those who have played console games said their purchase of these games has 

declined an average of 45% over the past year, indicating that these gamers continue to play and purchase 

console games but social games are making inroads.  41% have used Facebook credits or virtual currency and 

35% have purchased in-game content.  Power-ups, extra resources, and in-game currency are the most popular 

in-game items purchased by these hardcore social gamers.  44% have spent more than $50 on in-game content 

in the past year, with 31% planning to increase their purchases significantly (more than $20.00) this year and 

28% increasing their purchases slightly. 

Social Gamer Demographics  

There are more males than females within this segment (55% vs. 45%) and with an average age of 36.8 years, 

the hardcore social gamers are younger than mainstream social gamers.  55% are married/living with partner, 

while 29% are single.  More than half (55%) work full-time/self-employed, 11% are students, and 8% each are 

retired, homemakers or unemployed.  Half (51%) earn more than $50,000 annually compared to the median US 

household income of $51,425 in 2009. 
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Profile of ePanel Hardcore Social Game Players  

Demographics 

Gender  Q36 55% Male 

45% Female 

Age  Q37 Average  36.8 

33% < 30 years 

24% 30-39 

43% 40+ 

Marital Status  Q38 58% Married/Living together 

29% Single 

12% Divorced/Widowed 

Employment  Q39 55% Full-time/Self-employed 

11% Student (HS, college, grad school) 

 8% Retired 

 8% Homemaker 

 8% Unemployed 

Education  Q40 48% College graduates 

30% Some college/trade school 

21% High school or less 

Income  Q41 21% < $25K 

27% $25K-$49K 

35% $50K-$99K 

16% $100K + 

General Game Player Behavior 

Gameplay Frequency  
Q1 

48% Daily 

41% Multiple times a week 

11% Once a week or less 

Daily Gameplay  Q2 32% 2 hours or less 

38% 3-4 hours 

30% 5 or more hours 

Favorite Game 

Platforms Q5 

23% Desktop 

18% Xbox 360 

17% Nintendo Wii 

15% Social network sites 

12% Sony PS3 

  8% Mobile phone (std & smartphone) 

Game Types Played  Q8 100% Hardcore social 

  94% Casual social 

  93% Computer-based casual 

  82% Console 

  77% Computer-based RPG/Strategy 

# Game Types Played 
Q8 

  5% Two 

11% Three 

16% Four 

68% Five 

% of Gameplay by 

Game Type  Q8 

23% Casual social  

23% Console 

21% Computer-based casual 

19% Hardcore social 

14% Computer-based RPG/Strategy 
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Most Important Game Characteristics 

by Platform  Q24 

Desktop/Laptop Computer  44% Enhanced graphics 

43% Relaxing gameplay 

43% Game genre 

41% Unlimited gameplay 

39% Compete with others 

39% Addictiveness 

Game Console 52% Game genre 

52% Enhanced graphics 

48% Engaging story line 

47% Extra levels/modes 

46% Unlimited gameplay 

46% Addictiveness 

Mobile Phone 35% Relaxing gameplay 

33% Game genre 

31% Addictiveness 

27% Earn awards 

26% Engaging story line 

Social Network 63% Compete with others 

47% Relaxing gameplay 

49% Play with current friends 

49% Earn awards 

44% Game genre 

44% Meet new people 

41% Addictiveness 

Social Game Player Preferences 

Most Liked Aspects   
Q22 

57% Challenge 

54% Fun and excitement 

53% Friendly competition 

43% Stress-reliever 

43% Cooperative/interactive 

        gameplay 

Characteristics 

Motivating Gameplay  
Q21 

53% Relaxing gameplay 

50% Achievement 

50% Earn awards 

46% Finish an “adventure” 

Type of Social Games 

Preferred  Q23 

65% Original social games  

49% Console games now available  

        on social networks 

40% Games with popular brands/  

        characters 

Game Content  

% Very Important Q25 

58% Quality of graphics 

57% Genre 

51% Story/plot 

44% Theme 

37% Main character 

Genre Preferences  
Q12 

61% Arcade 

42% Card 

40% City/Building 

39% Crime 

39% Trivia 

39% Puzzle 
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Profile of ePanel Hardcore Social Game Players  

Social Game Player Behavior 

% Time Play Social Games 

on Devices Q19 

59% Desktop/laptop computer 

18% Game console 

18% Mobile phone 

 6% iPad/tablet 

Importance of Social 

Interaction  Q34 

34% Very Important 

53% Somewhat Important 

Relationship to Others 

Playing Games With  Q35 

67% Personal (real world) friends 

66% Online friends 

30% Online strangers 

24% Other relatives 

24% Former classmates 

Purchase Behavior 

Facebook Credits  Q33 

In-Game Content 2010 Q29 

41% Yes 

35% Yes 

$ Spent in Past Year Q30 24% < $25 

32% $26-$50 

22% $51-$100 

22% $101 + 

2011 In-Game Purchase 

Plans  Q31 

59% Increase (31% significantly) 

23% Same as 2010 

19% Decrease 

In-Game Content 

Purchases  Q32 

52% Power-ups 

52% Extra resources 

46% Speed-ups 

44% In-game currency 

35% Special items 

22% Packages of items 

Social Game Player Behavior 

Frequency  Q7 43% Daily (19% several times/day) 

34% Several times a week 

10% Once a week 

Session Length  Q9 44% 30 minutes or less 

26% 31-60 minutes 

20% 1-2 hours 

10% 3+ hours 

Total # Social Games 

Played  Q10 

 7% One 

34% Two-Three 

27% Four-Five 

32% More than Five 

# Social Games 

Currently Playing  Q11 

24% One 

29% Two 

19% Three 

28% More than Three 

Length of Gameplay 

Before Moving to New 

Game  Q13 

29% 1 week or less 

23% 2-3 weeks 

10% 1 month 

22% 2-6 months 

16% More than 6 months 

% Time Log into Play 

Games on Social 

Networks  Q16 

Average 42% 

35% 1%-25% 

41% 26%-50% 

24% > 50%  

Change in Gameplay 

in Next 6 Months  Q17 

45% Increasing (20% significantly) 

33% Remain the same 

22% Decreasing 



Appendix 
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Respondent’s Gender 

Q36  Gender 

39% 

61% 

55% 

45% 
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30%

40%

50%

60%

70%

Male Female

CSG HSG
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Respondent’s Age 

Q37  Age 

6% 

12% 

19% 19% 

22% 
21% 

13% 

20% 

24% 

17% 
16% 

10% 

0%

5%

10%

15%

20%

25%

30%

< 21 22 - 29 30 - 39 40 - 49 50 - 59 60+

CSG HSG
Average Age 
CSG:   43.4 
HSG:   36.8 
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Living Situation 

Q38  Living situation 

62% 

23% 

15% 

58% 

29% 

12% 

0%

10%

20%

30%

40%

50%

60%

70%

Married or living with

partner

Single, never married Divorced, separated,

widowed

CSG HSG
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Employment 

Q39  Employment status 

1% 

3% 

7% 

8% 

8% 

8% 

8% 

55% 

1% 

1% 

5% 

15% 

15% 

16% 

8% 

30% 

0% 10% 20% 30% 40% 50% 60%

College - Grad/Post Grad

Student - High School

College - Undergraduate

Not currently employed

Homemaker

Retired

Work part-time (outside or from home)

Work full-time/self-employed

CSG

HSG
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Education 

Q40  Education 

25% 

39% 

24% 

5% 
6% 

1% 

21% 

30% 
31% 

5% 

10% 

2% 

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

High school or

less

Some

college/trade

school

College graduate Some graduate

work

Master’s degree Doctorate or Prof

degree

CSG HSG
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Household Income 

Q41  Annual household income 

38% 

20% 20% 

10% 
11% 

33% 

15% 

23% 

12% 

16% 

0%

5%

10%

15%

20%

25%

30%

35%

40%

< $35K $35K-$49,9K $50K-$74,9K $75K-$99,9K $100K +

CSG HSG



Social Gameplay Preferences 
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Relationship To Other Social Gamers 

HSGs report slightly greater likelihood to play with people outside their traditional 
relationships -  build new relationships through the games 

• Function of both game design and nature of the players themselves. 

Q35  Which of the following best describes the type of people you prefer to play social games with? 

  CSG HSG 

Personal (real world) friends 65% 67% 

Online friends 54% 66% 

Online strangers 22% 30% 

Former classmates 16% 24% 

Other relatives, e.g., sister, brother, cousin, etc. 27% 24% 

Co-workers 8% 22% 

Spouse 17% 20% 

Current classmates 4% 15% 

My children (under 18) 10% 14% 

My adult children (18+) 15% 10% 
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Most Important Game Characteristics - Game Console 

Q24  Which of the following game characteristics are most important to  

you when selecting a game to play on a social network? 

  CSG HSG 
Enhanced graphics 49% 52% 

The game is in a genre I like 56% 52% 

Engaging story line 42% 48% 

Extra levels/modes 44% 47% 

Addictiveness 47% 46% 

Unlimited gameplay 47% 46% 

Ability to compete with others 40% 45% 

Comes from a brand I am familiar with 35% 45% 

Enhanced sound 34% 45% 

Relaxing gameplay 40% 45% 

Ability to customize outcomes 28% 44% 

The images and/or screen shots are compelling 36% 44% 

Extra characters 30% 42% 

The text description of the game is compelling 24% 40% 

Ability to play with current friends 32% 39% 

Ability to earn awards 19% 33% 

Ability to meet new people 10% 30% 

Ability to use the same currency 12% 29% 


