International Hobo is a limited company serving developers
and publishers on three continents, providing game design,
concept documents, dialogue scripts and additional
services. Offering a fast, professional service delivered to a
milestone schedule, International Hobo specialises in game
design, script writing and design-integrated narrative
services. Nominated for Best Outsourcing Company in the
2002 Develop Industry Excellence Awards, this new
research reaffirms the company’s position at the forefront of
21st century game design philosophy and business practice.
www.ihobo.com
info@ihobo.com

Over fifteen years of experience, exclusive to gaming, give
Head First the heritage and experience to deliver first class
advertising, websites and secondary materials to the global
games community. Always at the cutting edge of market
research, Head First have built a reputation for quality,
imagination and service, and are trusted by some of the world’s
largest publishers to develop and promote brand image.
www.head-first.co.uk
think@head-first.co.uk

This document is Copyright © 2004 International Hobo Ltd.

2

Why do we need Demographic Game Design?

Every game designer brings their own
subjective assumptions to the process of
game design. One way to move beyond this
dependence on personal judgements is to
view the process of game design from a
psychological perspective.
In Autumn 2003 until early 2004,
International Hobo Ltd ran a research
programme gathering data on the modern
gaming audience in terms of a well
established psychological measure, MyersBriggs typology. Over 400 people were
surveyed,
and
this
survey
was
supplemented with other data from the
academic community.
This document represents a preliminary report
on the findings. Identifying psychological
factors relating to game design allows us to
produce games tailored to the unique needs
of the audience – in essence, making game
design as vital to the business of making
games as marketing is now.

Myers-Briggs Typology

Myers-Briggs Axes

Myers-Briggs Typology is a scientific
method of classifying individuals into
sixteen different personality types, based
upon psychological preferences.

Myers-Briggs types are based on four different sets of axes, each based upon
two opposing traits. All eight of these traits are expressed in all people to
differing degrees, and it is the person’s preferences which determine their type.

Developed in the 1940s by Isabel Myers and
Kathryn Briggs, it is based upon the work of
Carl Jung, and popularised in the late 70s by
Dr. David Keirsey, a psychologist from
Princeton University.
Two million people take the Myers-Briggs
Type Indicator (a registered trademark of
Consulting Psychologists Press, Inc) each
year for career guidance, candidate
assessment and psychiatry.
Virtually all the Fortune 1000 companies in
the United States use Myers-Briggs
typology for team building and employee
relations studies.

Introversion (I) versus Extroversion (E)
50% of the population have an Introvert preference, 50% an Extrovert
preference
I-preference people…
Think then act
Recharge on their own
Focus on their internal world

E-preference people…
Act now, think later
Recharge by socialising
Focus on the external world

Sensing (S) versus Intuition (N)
70% of the population have a Sensing preference, 30% an Intuition preference
S-preference people…
Live in the present
Use “common sense”
Have rich memory detail

N-preference people…
Live in the near-future
Like new approaches
Find patterns/connections

Thinking (T) versus Feeling (F)
60% of males have a Thinking preference, 70% of females have a Feeling preference
T-preference people…
Decide logically
Focus on tasks
Act on ‘objective’ opinions

F-preference people…
Decide emotionally
Focus on consequences
Act on subjective opinion

Judging (J) versus Perceiving (P)
55% of population have a Judging preference,
45% a Perceiving preference
J-preference people…
Plan then act
Focus on single tasks
Stay ahead of deadlines

P-preference people…
Plan as they go
Multitask
Work best in the crunch

Type Codes
A person’s preferences are combined to make one of sixteen fourletter types, e.g. ISTJ (Introvert-Sensing-Thinking-Judging) or
ENFP (Extrovert-Intuitive-Feeling-Perceiving). The research
grouped similar types (in terms of game playing habits) together
into four clusters – called Type 1, Type 2, Type 3 and Type 4.
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The Demographic Game Design Model

The goal of this
research was to
develop a demographic
model of players which took
into account psychological
factors applicable to game design.
Having chosen Myers-Briggs typology
for the underlying structure, it was
necessary to consider how best to build a
model from the elements it provided.
Cluster analysis provided very sketchy and
incomplete results, but it indicated certain trends
that were followed by more direct methods. It
became apparent that the patterns between
Hardcore and Casual gamers were almost
identical in respect of the Thinking-Feeling axis
and the Judging-Perceiving axis, whilst the other
two components (Introvert-Extrovert, SensingIntuition) showed a general trend that applied
across the whole model.
With this in mind, four demographic game design
types were identified:

Type 1 (TJ) consisting of all ISTJ, INTJ, ESTJ and
ENTJ players. Typical jobs include management,
engineering, computer programmer, scientist,
consultant

Type 2 (TP) consisting of all ISTP, INTP, ENTP
and ESTP players. Typical jobs include broker,
planner, lawyer, computer programmer, fire
fighter, architect

Type 3 (FP) consisting of all INFP, ENFP, ISFP and
ESFP players. Typical jobs include social worker,
artist, therapist, services, teacher, musician

Type 4 (FJ) consisting of all ESFJ, ISFJ, ENFJ and

Hardcore vs. Casual

INFJ players. Typical jobs include retail,
marketing, teacher, counsellor, journalist, librarian

The most commonly recognised demographic model
applicable to video games is based around a theoretical split
between Hardcore and Casual players.

(The four Myers-Briggs categories included in
each Type are listed in order of frequency of
occurrence in the survey).
Having chosen these four types as the dominant model
suggested by the data, it was possible to examine
each Type (both through the survey data, and through
follow-up case studies) and consider the nature of
each Type’s tastes and preferences in game play.

Data Collection
The survey was comprised of two components: a
32-question Myers-Briggs personality test, used to
estimate Myers-Briggs type, and a short
questionnaire, used to determine elements such
as game purchasing and playing habits.
Part of the questionnaire asked for the individual’s
assessment as to whether they considered
themselves ‘Hardcore gamers’, ‘Casual gamers’ or
whether they had no idea. In the final results, it
was assumed that any Hardcore gamer could
identify themselves as such, and everyone else
who played/purchased at least one game a year
was considered ‘Casual’.
Some individuals reported that they only
purchased games for their family, or did not play
games at all. These were considered inapplicable
to the purpose of a survey aimed at classifying the
gameplay needs of the audience, and excluded
from the results.

Previously, it was assumed that different styles of game appeal to Hardcore
and Casual players. However, the survey data shows that while there is a
distinct split between Hardcore and Casual players, each of these groups contains
a class of player which fits one of the four Types discussed (Type 1, 2, 3 and 4).
The demographic Types may be separated into two sets; Hardcore (subtypes H1, H2, H3 and
H4) and Casual (subtypes C1, C2, C3 and C4).
The following factors may be used to separate the Hardcore and Casual sets:

Hardcore Players
•
•
•
•

Buy and play many games
Enjoy longer play sessions – regularly play for long periods of time
Enjoy challenge, progression and game mastery
Tolerate a high dimensionality of control (i.e. complex controls) because they have played
many games and absorbed the skills involved
• Game playing is a lifestyle preference, and talking about games a social component of
their lives

Casual Players
• Buy fewer games; buy popular games, or play games recommended to them
(usually by Hardcore friends)
• Enjoy shorter play sessions – play in short bursts
• Prefer having fun, or immersing themselves in an atmospheric experience
• Generally require a low dimensionality of control (e.g. driving games, puzzle games),
although C1’s are often an exception
• Game playing another time-passing entertainment like TV or films; may use or refer to
games in social situations with Hardcore friends
Both Type and subtype are vital to a player’s enjoyment of a game. Type determines the
kind of gameplay they prefer, while subtype describes how they play. The game
designer must take both into account.
A Type 3 Casual player (C3), for instance, is likely to enjoy a game design that
is appealing to a Type 3 Hardcore player (H3), but they may also require an
easier difficulty level, and an allowance for shorter play sessions.
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Demographic Game Design Clusters
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Type 1: Conquerors

Type 2: Managers

TJ: Myers-Briggs Thinking & Judging Preferences
The Conqueror, or Type 1 player, is actively interested in winning and ‘beating the game’. In
single-player games, completing the game generally counts as winning, while in multiplayer
the goal is to beat the other players – either way, winning is the most important factor to these
players. They love the feeling of domination, or of knowledge, and enjoy being the person
whom their friends (or even strangers) turn to for advice about games. Games like Half Life:
Counterstrike were often listed as favourites, as well as computer RPGs such as the Final
Fantasy series.

TP: Myers-Briggs Thinking & Perceiving Preferences
The Manager, or Type 2 player, is generally looking for a strategic or tactical
challenge. They are interested in the mastery of the game – that is, the processoriented challenge of learning how to play well. Winning is to some extent meaningless
to the Manager-type player if they have not earned it. They enjoy open games (games with
no specific endpoint), especially strategy and construction/management games.

Hardcore (H1)
Predominantly INTJ, ISTJ
The H1 cluster is often interested in completely understanding and completing the game. The
idea of not completing a game that they have committed to is somewhat alien to them. Action
games are popular, as are computer RPGs among the more Intuitive H1 players. The MyersBriggs types that dominate this cluster (INTJ, ISTJ) are two of four types that research has
shown to be common to programmers.
Sally: “I won’t finish the game until I’ve seen everything.”

Hardcore (H2)
Predominantly INTP, ISTP
Players in the H2 cluster are especially motivated by a desire for strategic gameplay. Games such as
Civilisation and Homeworld occurred on the ‘favourite game’ lists of many players in this cluster. They are
looking to be presented with a set of tools and a series of challenges which they can master by acquiring
or honing their skills. Adventure games were also listed as favourites for many H2 players. This cluster
includes the other two Myers-Briggs types (INTP, ISTP) that are common to programmers.
Len: “I’m looking for games that allow you to play for hours without getting bored. To be challenging, but
not impossible, and to have a lot going on without being overwhelming.”

Casual (C2)
Casual (C1)
Predominantly ISTJ
These players are really interested in winning (or having fun by competing to win). They are
proportionally more Sensing than their Hardcore counterparts, and therefore likely to be
involved in direct competition. First person shooters and competitive racing games appeal to
the C1 audience.
Pete: “I want a way to crush my opponents – a skill level with no roof.”

Predominantly ISTP
Similar in their needs to their H2 brethren, the C2 players are less Intuitive, and hence less imaginative in
general. Realism is desired, and construction and management games are enormously popular. These are
the players that helped drive Sim City to success.
Leo: “I want a feeling of steady progress, no matter how crap I am at playing it – I want the game to adjust
to my level, giving me a sense of being challenged but not walked over. I prefer strategy to arcade.”

Style of Play
Style of Play
• Progress: Rapid Advancement
Want to improve abilities in the game world – to get stronger and better.
• Story: Plot or Irrelevant
Focus on plot events, or believe that story is not important in a game.
• Social: Online
Type 1 players are the “vocal hardcore” who enjoy arguing with other players about games
at online websites and the like – even in social situations they feel a need to ‘win’ (in this
case, win the argument). They can and do play in online competitive games far more than
any of the other types in the survey.
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• Progress: Steady
Want to feel they are making steady progress – want a
challenge, but will often give up if it gets too hard for them.
• Story: Plot
Enjoy the story of a game on an intellectual level.
• Social: None?
If there is a social side to Type 2 player game activities,
it was not found in this survey.
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Type 3: Wanderers
FP: Myers-Briggs Feeling & Perceiving Preferences
The Wanderer is a player in search of a fun experience. Whereas the Type 1 and
2 players are looking for a challenge, the Type 3 player is looking for fun, or an
experience. They won’t play a game they aren’t enjoying, and will in fact stop playing
the moment it ceases to be fun. Genre did not seem to be an issue for these clusters –
although Super Monkey Ball and games in the Zelda series were often mentioned.

Demographic Game Design Clusters

Hardcore (H3)
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Predominantly INFP
The most Intuitive of all the groups looked at – H3’s are dreamers, who want the game to dream with them.
They consider themselves Hardcore because they play a lot of games, but unlike H1 and H2 players they
often consider games to be too hard. They are often interested in finesse – completing a section of the
game is not as important as having ‘done it right’, i.e. in an aesthetically or stylistically pleasing manner.
Story and setting are of vital importance.
Barry: “After I grow tired of a game or get stuck, if there is a story, I always cheat through the rest of the
game to find out what happens!”

Type 4: Participants
FJ: Myers-Briggs Feeling & Judging Preferences
Despite being the largest group in the population at large, these
were the smallest cluster in both the survey and the online data. In
truth, we know very little about them except that the more Intuitive Type 4’s
are very story-oriented, and the more Sensing Type 4’s will generally only play
games as a social experience, for example, something like Dance Dance
Revolution. They wish to participate either in the story the game is offering, or
participate with other players in some emotional context.

Hardcore (H4)
Predominantly ESFJ?
Little data arose from players in the H4 cluster, making it difficult to say anything about them
in confidence. Myers-Briggs FJ-types are very much focussed on ‘doing the right thing’ in the
real world, and games may feel frivolous to them. The more Intuitive Participants seemed very
focussed on computer RPGs – perhaps because these were the closest they could find to a
game that would give them a feeling of participating in the development of the story.
Perry: “I like games where collaboration is primary and competition only secondary.”

Casual (C3)
Predominantly ENFP
The C3 Wanderers have similar tastes to the H3’s, but usually are less game-literate. They need their
games to be easy. They want to feel they are accomplishing something in the game world, but do not
specifically need to be challenged. Games for the C3 player are supposed to be a way to relax. The Sims
almost certainly succeeded thanks to the support of C3 players.
Alice: “Games should be relaxing in every way while still giving you the feeling of accomplishing something.”

Casual (C4)
Predominantly ESFJ?
These players seem mostly to enjoy playing games as part of a group. They may enjoy
playing co-operative games, but they also seem to enjoy competitive multiplayer games –
provided the other players are in the same room.
Rupert: “I want either a strong multiplayer element (on consoles, not online), or an
interesting, immersive storyline in single player.”

Style of Play
• Progress: New Toys
The Wanderer wants new and fun things to do – they don’t want to complete everything, they
generally want to try new things. They are more interested in ‘Toyplay’ than ‘Gameplay’.

Style of Play
• Progress: Narrative
They are interested in the changing emotional state – either of a group of players, or of a
group of characters within the game world.

• Story: Character/Emotion
They are generally not interested in the plot so much as the character and emotional elements. In many
games, they will invest their own emotional meaning to the game world (especially in toyplay games
like The Sims).

• Story: Character/Emotion
Much like the Type 3 player, the Participant is interested in the characters in the
game – but is more likely to want to feel to be in control of how the story advances.

• Social: Talk about what they like
H3 players will talk to other gamers about what they like and enjoy; C3 players may show other
players what they are enjoying. Arguments are hated and avoided at all costs.

• Social: Multiplayer
Participants thrive on a good multiplayer game. They do not tend to enjoy
online play, however – they must relate with other players face to face.
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Basic Type Data

probably represents a sampling error (the
Bartle data is probably more accurate in this
case), but the Type 2 and Type 3 players do
appear to exist in large numbers.

Introversion versus Extroversion

Survey Results

Gender

This chart shows numbers of each type in
the survey. It is difficult to know from a
single survey how much of the bias towards
the Type 3 is a result of an underlying bias in
the population, and how much a bias in the
sampling, but it is clear that the pattern is the
same in both Hardcore and Casual players.

Looking at the degree of Introversion, the pattern is striking. The online players were the most Introverted,
then the Hardcore, then the Casual. There is a continuum between these groups towards the population
norm – this fits the prediction that game players are predominantly Introverted (the anomaly with H4 players
probably results from the small number found in the survey).

Introverts (I)
In the Myers-Briggs terminology, Introverts are people who spend long periods of time alone to ‘recharge
their batteries’ – ideal orientation for single-player games. The results showed that the Casual players too
were slightly more Introvert than the population as a whole, suggesting quite strongly that Introversion is a
trait which predisposes people to game playing of all kinds.

Comparisons to the
Control Data

Extroverts (E)
Unsurprisingly,
all
Types
were
predominantly male, but Casual players
included many more female players – 37%
female overall rather than 11% in the
Hardcore.
Survey data represents this study, whilst
Bartle data is from an independent study of
players of MMORPGs which included
Myers-Briggs data. The biggest surprise
here is that the Type 4 personality is the
most common in the population at large,
but rare in both sets of survey data.
The low proportion of Type 1
players in the survey
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C4 was the only group in which women
outnumbered men (56% female, 44% male),
but this may reflect the bias in the
population at large (65% of Type 4 people in
the general population are female).

Extroverts do play computer games – but usually only when there is no-one else around. This is equivalent
to the way these people use TV and films, as a means of passing time enjoyably. They are exceptionally
unlikely to undertake long play sessions of games in the way that Introvert players will.

Implications
Earlier computer games were largely targeted at Introverts, but as
the mass market has been tapped, a greater balance has been
achieved – it has been recognised, for instance, that many
players want to play games only for short period of times in
each session (an Extrovert-style approach). We have even
begun to tap directly into Extrovert style games, such as
Dance Dance Revolution, something the market has
largely ignored up until this point.
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Intuition
versus Sensing

vital, as is familiarity of setting (real world, or a
familiar license setting). Sensors are also more
motivated by issues of branding and popularity. Unlike
Intuitives, when a game seems like ‘the next big thing’,
a Sensing-preference player is more likely to buy it –
they often enjoy participating in fads and crazes.

Survey Results

Implications

In the population as a whole, Intuitive-preference
is outnumbered 3:1 by Sensing-preference. Not so
among gamers. There is a continuum between the
online players (most Intuitive), through the
Hardcore players to the Casual players – who
show a similar distribution to the population as a
whole. Clearly, Intuition constitutes an important
factor in Hardcore and Online players.

Intuitives (N)
Intuitives are pattern-seekers. In games, they enjoy
working things out for themselves – Type 1 & 2
players with an Intuitive preference enjoy puzzle
solving and lateral thinking, while Type 3 players
embrace more abstract game play. Intuitive players
persevere with longer learning curves and more
complex game mechanics. They are imaginative,
and drawn to creative, original settings.

Sensors (S)
People who are Sensing-dominant want to know
what they are supposed to be doing at all times. Clear
instructions and (often) a lower level of complexity are
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Older computer games were very much focussed
on Intuitive-style gameplay - especially Type 1 & 2
style puzzles. However, publishers such as EA
have recognised the value of targeting the
Sensing audience (without identifying them as
such) by, for instance, taking the abstract content
of a game such as Quake and repackaging it in a
familiar setting for Medal of Honor.

The Advantages of
Demographic Game Design
Making games to please a specific audience has always been a
goal of the games industry, but audience requirements have formerly
been judged by the assessment of sales and of the apparent popularity of
previously released games of a similar genre. Thus, large numbers of games
are created to satisfy Type 1 and 2 players (specifically H1 and H2 players), as
these players are served by the video games specialist press and are also the types
that correspond to the vast majority of game programmers.
In recent years, due to the growing availability of gaming systems (driven by the success of
Sony’s PlayStation brand, and the increasing ubiquity of both PCs and consoles in the home),
many more people have become exposed to video games. For instance, one widely
documented trend involves girlfriends of game-playing males taking up the controller out of
curiosity. As gaming continues to lose its ‘geek’ tag, such trends will continue.
In order to expand the market for video games, wider audiences are required, but it will not
be possible to target these directly. A new approach is required, designing games that will
still appeal to the core demographic, but will also appeal to a wider market whose needs can
be very different.
Demographic Game Design allows game designers to assess the needs of all likely
players, and so create game designs which are more likely to appeal to wider
audiences. By assessing the required audience of a product before design
is initiated, the chance of catalysing sales to a wider audience will be
greatly increased, relative to a game which is focussed on one small
part of the audience.

The Future of Demographic Game Design
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This document only briefly covers the
concept of demographic game design, and
more details will be published in a book
later in 2004. This is just the beginning – the
research raises as many questions as it
provides answers. For example, does the
lack of Type 4 players mean that this is an
untapped market, or just that Type 4 players
are less interested in games in general?
It would be useful for another party to
follow up this data with a new survey to
verify the results (perhaps in the United
States where Myers-Briggs data is widely
known already), although the underlying
observations are independent to the
distributions of each Type.
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