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ABSTRACT
We utilized a videographic approach to analyze and under-

stand the peculiarities of video game consumption in the context 
of hardcore players that interact in Microsoft Xbox 360 virtual 
communities. The results allowed us to infer that the virtual expe-
rience and the online interaction are key elements presently in the 
consumption of games.

InTRoduCTIon
The dawn of the video games era is linked to consoles such 

as Atari and Nintendo 8-bit in the decade of the 1980s (Shankar 
and Bayus 2003); however, the explosive growth in sales of this 
equipment is more recent. From 1996 to 2007, video games sales 
presented a growth of 700% and in 2008, in the United States, the 
games industry made a profit of $21.3 billion (Matthews 2009).

The growth of the games market is a result of the considerable 
improvement in the quality of consoles and systems. Since the 1980s, 
games producers have released new gaming systems, at five years 
interval on average, satisfying the desire of consumers that search 
constantly for more potent games (Clements and Ohashi 2005). 
It is also noticeable that the advent of the internet in the gaming 
world has altered the ways in which the interaction occurs, not only 
among consumers but also among consumers and the producers 
(Evans et al. 2001). Games with online interaction present an ex-
ponential growth and win popularity, including computer games, 
online games, and video games. These kinds of games are usually 
multiplayer allowing users to fantasize and to be entertained through 
interaction in a virtual world (Hsu and Lu 2004).

This virtual gaming world results in a new social and marketable 
structure with the sprouting of virtual communities of consumption. 
In these communities, the commitment and the trust can be consid-
ered as supporting the relationship structure amongst consumers 
themselves and also between the consumers and the organization, 
because the active members tend to be loyal and engaged to the 
product (McAlexander, Schouten, and Koenig 2002; Algesheimer 
and Dholakia 2006). 

In the video gaming industry, consoles are the mainstream and 
they represent a mature and competitive market (Williams 2002). 
This competition allows consumers to develop an optional loyalty. 
One of the leading companies in consoles is Microsoft with the 
Xbox/Xbox 360 platform (Matthews 2009). This product already 
has solid market participation, representing 18.6% of the video 
game market in 2007 and more than 100 million consoles sold (Orry 
2008). Besides the configuration of virtual communities around its 
product, the Xbox has a hedonic nature: its consumption is involved 
in stories, myths and rituals, and games are an entertainment product 
to group consumption. Since the dawn of the video game era, the 
consumption forms of these products have gone through profound 
changes, especially regarding the interconnection of players through 
the internet and the formation of virtual communities. Having this 
new scenery as our premise, our goal is to understand and analyze 
the peculiarities of video games consumption from the perspective 
of hardcore players that interact in a virtual community of Micro-
soft Xbox 360. We believe that our results are pertinent, because 
the study focused on users highly involved with the product and 

also due to our interpretative approach that allowed the reaching 
of broader results.

THE GAmES, THE GAmERZ, THE SoCIAl 
InTERACTIon, And THE foRmATIon of 

vIRTuAl CommunITIES
Online games are a type of entertainment based on the web and 

on IT. They are multiplayer games that allow the users to fantasize 
and to be entertained, more specifically the role-playing ones, that 
are similar to Multi-User Dungeons (MUDs) based on text, and are 
a hybrid of adventure games and chat. The online players appreci-
ate friendlier interfaces and multimedia effects that are available 
on traditional MUDs. Besides, the internet allows virtual players 
to fulfill a series of roles in the fantasy world, interact with others 
and even to create their own virtual worlds (Hsu and Lu 2004). 

According to Mendenhall, Napomuceno and Saad (2010), 
the characters in games can be analyzed as a form of escapism, 
because they have abilities that are incongruent with human biol-
ogy such as the ability to fly. The escapism of virtual games leads 
to users completely immerse in their cyberspace activities, which 
characterizes a flow experience (Shin and Kim 2008).

In the flow state, the consumer experiences a sensation of hap-
piness, followed by a feeling of trust and a desire for exploration. 
A consumer in a flow state also may have his vision of the passing 
of time distorted, once there is no temporal pressure conducting 
the specific activity that gives a positive feedback. As a result of 
this process, the time allocated for such activity tends to increase 
exponentially (Chou and Ting 2003). 

According to Csikszentmihalyi (1991), the flow experience can 
be defined as the “ the holistic experience that people feel when they 
act with total involvement”. In the vision of Hsu and Lu (2004), this 
definition suggests that flow consists of four components: control, 
attention, curiosity and intrinsic interest. When they experience a 
flow state, people remain absorbed in the activity, their senses are 
focused on the activity itself, they lose consciousness, and they 
feel in control of the environment. Using similar reasoning, Hoff-
man and Novak (1996) characterize the flow state on the web as a 
cognitive status that occurs during virtual experience, involving: 
(1) high levels of ability and control, (2) high levels of challenge 
and activation; and (3) focused attention. This experience is also 
elevated due to interactivity and telepresence. In an analysis of the 
virtual gaming world, Hsu and Lu (2004, p.857) defined flow as “an 
extremely enjoyable experience, where an individual engages in an 
online game activity with total involvement, enjoyment, control, 
concentration and intrinsic interest”.

According to Holt (2000), players evaluate video games based 
on the fact that they provide a flow experience or not. To Chen 
(2007), the majority of current video games include flow com-
ponents, delivering a sensorial and instant feedback, and offering 
clear objectives that the player reaches through specific abilities. 
Accordingly, a well designed game transports the players to their 
personal flow zones, arousing genuine feelings of joy and happi-
ness (Chen 2007). The flow experience, social norms and attitudes 
explains approximately 80% of intentions of online gaming (Hsu 
and Lu 2004).
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Regarding norms and social influences in virtual interactions, 
Hsu and Lu (2004) argued that interpersonal interaction among play-
ers leads to the creation of virtual communities that may increase the 
business value through the propitiated participation and the loyalty 
of users. Using the same reasoning, Schubert and Ginsburg (2000) 
considers virtual communities as social aggregations that emerge on 
the internet when a sufficient number of individuals carry discussions 
for a sufficient period, with a sufficient human feeling, to develop 
networks of personal relationships in the virtual space. In the view 
of Dholakia, Bagozzi, and Pearo (2004), consumers encounter and 
interact online for the purpose of reaching personal objectives, as 
well as objectives shared with other members. Therefore, the aim 
of virtual communities is to create value and knowledge to all its 
members (Bagozzi and Dholakia 2002). One of the advantages of 
such communities for consumers is that they recognize others as 
themselves (McWillian 2000). In this way, virtual communities 
can be understood as networks of interpersonal bonds that provide 
sociability, support, information, belongingness, and social identity. 
Also, it is important to emphasize that this communities are “be-
coming defined socially and not spatially” (Wellman 2005, p.53).

According to Ellemers, Kortekaas and Ouwerkerk (1999) 
and Bagozzi (2000), social identity is formed by three elements: 
(1) a cognitive component, formed based on the consciousness of 
belonging to the group (also defined as self-categorization); (2) 
an emotional or affective component, created from the sense of 
emotional involvement with the group and the affective commit-
ment; and (3) an evaluative component, created by the connotation 
of positive or negative value connected to the feeling of belonging 
to the group, in other words, the self-esteem based on the group. 
It is important to highlight that the process of self-categorization 
accentuates similarities among the individuals and other group 
members as well as dissimilarities between non-members.

People tend to choose activities that are congruent with the 
salient aspects of their identities, as well as to support institutions 
that represent these identities (Ashforth and Mael 1989). They 
tend to find organizations attractive when their social identities 
are perceived with a sense of distinction. The higher the level of 
involvement of a person with an organization, the higher the level 
of attractiveness the organizational identity over this individual 
will be (Dutton, Dukerich, and Harquail 1994). A strong identifica-
tion with an organization makes the cooperative behavior towards 
group members to be elevated due to:  (1) the sense of trust and 
reciprocity in the community, (2) the higher social attraction among 
group members and (3) the presentation of a favorable image of 
the organization for himself and for others (Dutton et al. 1994). 

In the view of Hsu and Lu (2004), when players play virtually, 
the interaction with other users creates a connection of continually 
growing strength. In that sense, usability through dialogue and so-
cial interaction, access and connection is the key to the successful 
management of a gaming online community (Hsu and Lu 2004). 
The key to success is the desire of consumers to interact among 
them, keeping an active community. One of the main difficulties 
to create and sustain a virtual community of any size is the time, 
energy and the commitment of consumers around one specific 
brand or product. This tends to occur only if the brand or product 
is really a determinant of the lifestyle of consumers, passion or 
hobby (Achrol and Kotler 1999).

mETHod
In this study we used an interpretative approach through the 

accomplishment of in-depth filmed interviews with hardcore players 
of Microsoft XBOX 360. The interviews were held inside the Mi-
crosoft headquarters in Brazil, in an event that assembled members 

of one of the largest Xbox communities of users in the world, the 
Portalxbox. We conducted eight in-depth interviews applying an 18 
question semi-structured questionnaire with questions regarding two 
main themes – communities and gaming. The choice of the subjects 
is due to their profound involvement with the Microsoft console as 
well as their active participation in the Portalxbox community. The 
interviews were transcribed and analyzed, afterwards we edited a 42 
minute videography, and, based on this videography we re-analyzed 
the data for this paper. In consonance with the pragmatic perspective, 
to interpret the data gathered, we used discourse analysis following 

the guidance of Pêcheux (1969).
In the past, consumer behavior researchers had the tendency 

to minimize or simply to ignore the importance of the audiovisual 
aspect of their studies (Kozinets and Belk 2006). However, this 
atmosphere is changing. The use of videographies as a research 
method in marketing academic studies is being disseminated recently. 
In the consumer behavior area, we can cite the studies of Smith, 
Fisher and Cole (2007), Kimura and Belk (2005) and Bengtsson, 
Ostberg and Kjeldgaard (2005) among others. 

The filmed interview has strong advantages over the one 
that is audio-recorded or directly transcribed (Belk and Kozinets 
2005). It allows the researcher to analyze the body language of the 
interviewee and also to analyze the tone of a determined answer, 
generating a better content analysis. According to Spanjaard and 
Freeman (2006), the videography allows a bigger understanding 
and richer results than conventional in-depth interviews.

Another advantage of the videographic technique is that it 
opens more interpretative venues than the written analysis (Smith 
et al. 2007). Regarding consumer behavior research it is a given fact 
the visual information are cognitively more complex than textual, 
and that the learning is facilitated when information is presented 
in a varied form. Therefore, studies that combine visual and textual 
elements are more comprehensive for knowledge dissemination 
(Heisley 2001).

Using the same reasoning, Sherry and Schouten (2002) inferred 
that one of the most convincing advantages of the validity of this 
method is its ability to engage the audience in a multisensory set 
of materials, facilitating the gain of knowledge, not only cognitive, 
but also emotional and resonant. Last but not least, the videography 
allows that a study initially intended for the academic audience 
reaches a broader audience, working as a bridge between the aca-
demia and the world outside its boundaries.

RESulTS
To advance on the understanding on videogames and their 

hardcore players, specifically the users of Xbox 360, we now 
present the analysis of the eight filmed interviews. It is important 
to consider that the respondents José, Maurício and Paulo are the 
administrators and the creators of the community. The other subjects 
are active users.

THE BEGInnInG of EvERYTHInG
The video games industry had its boom in the decade of 1970. 

In the first development phases, the industry was characterized by 
very low performance consoles, until 1974, when Sears released the 
Atari Pong, pioneering a new market. In 1977, the popular Atari Video 
Computer System was released, creating a new gaming concept. 
According to the interviewees, the video game culture is directly 
linked to Atari, since these was the first console of several gamers.

In the beginning, playing video games was susceptible to 
prejudice and even taboo. In the view of our informants some 
prejudices endures until today. Maurício comments that, when he 
started to play, he used to it hidden from his parents:
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 [...] at that time there was some prejudice [...] even today 
there still is some [...] but at that time existed not only 
prejudice, but also some tales, like the one that said that 
the video game damages the television… so, when my 
parents went out, we used that free time to play and since 
then I’ve been playing [...] since the Atari I had almost all 
the video games consoles [Maurício]

Another taboo related to games consumption highlighted by the 
interviewees is the fact that it is related to a childish entertainment. 
One informant talks about these taboos, especially in the view of his 
fathers and how they considered video games as something meant 
for children and that adults playing would be a sign of regression 
to childhood.

However, it is noticeable that since the acquisition of the first 
console, the interviewees evolved along with the games industry of 
games – the childish play stayed behind and the systems evolved to 
become an entertainment form full of diverse meanings. We observed 
that the majority of our subjects tried to follow the evolution of 
the video games industry – when a new product was released, they 
bought it, and experimented new forms of play. However, in front 
of the diversity of options aroused preferences related to games 
forms, types and brands. In the view of the interviewees, specific 
functionalities of the Xbox strengthen the preference for this console.

Therefore, the Xbox community consists in an attribute for 
the users of the Microsoft console. The online interaction enabled 
by the Live environment of the Xbox 360 conquered users since 
its releasing, what is noteworthy, given the fact that Microsoft had 
no tradition in video games.

The Xbox online environment enabled the creation of bonds 
among users and generated affinity to the brand. The integration 
promoted by Live results in virtual communities that imply in value 
for the product given the participation that the environment creates 
and users loyalty, an outcome of identification with the product, 
because this congregates users with mutual interest around one 
community.

SoCIAl BondInG
The social relationships that are developed in the Xbox 360 

made the video game more than just a gaming environment. It 
became an interaction environment, developing social bonding 
and emotion sharing. This new dynamics provided by the console, 
attract consumers to beyond the game, as for instance, the online 
chat, that even can became more important than the game itself:

You can ask several players why they turned their video 
games on the past week and several of them will tell that 
they did so just to chat [Bruno]

It is also noticeable the strength of the friendships that are 
created in Live, especially due to the sharing of references, as in 
the solving of doubts regarding the games. This social interaction 
sometimes even surpasses the technical questions of a game, for 
instance, the low graphic quality being minimized due to a good 
interaction environment. Also, it even surpasses the dissatisfaction 
with the console itself:

I already lost a console due to its defects and I bought 
another due to the friends that I’ve made [...] I have more 
contact with the friends that I’ve made in the Xbox than 
with my so-called physical friends [Alessandro]

It is obvious the extension of the utility of the game as a tool 
of social interaction. This interaction is a tendency of current video 
games, making the game a social experience and not an individual 
one. Allied to that, through the formation of communities, the 
interaction with other users creates a connection of continually 
growing strength. 

Talking about this belongingness feeling regarding the com-
munity – that even utilizes a common language – the interviewees 
emphasized the fact that on the moment that the game became a 
social experience, this experience is transposed beyond the playing 
moment. Due to the involvement in the online games communi-
ties, the user encounters commonalities with other users that are 
interested in sharing feelings towards the game. The socialization 
through the communities creates the opportunity to performing 
activities online and offline, information exchange, recommenda-
tion and knowledge dissemination.

The involvement with the game became a fundamental element 
of its consumption. One informant even mentioned that, in his view, 
to quantify the game consumption nowadays it is impossible just 
to take into account the time that the player is playing, but how 
much time in life of a player is related to the game. Commonly, it 
is perceivable that the users play daily, with a signifying increase 
of gaming time during the weekends. The concern regarding the 
excess of time dedicated to the game is constant in their lives, even 
with some self-imposed limits.

 One interesting discovery is that the interviewees consider 
the game as a healthy form of spending their time, an escape valve 
and not an addiction:

[...] I simply love it [...] today I play more as an escape 
valve of the real life, the work, the stress, the financial 
difficulties [Felipe].

Games nowadays demand a bigger dedication, because they 
are becoming more complexes and requiring more gaming time. 
In this way, it is possible to observe a thin line that separates being 
a hardcore gamer and an addict gamer. The interviewees demon-
strated concern regarding being in the limit of addiction and not 
to exchange real life for the digital one, using reasons to justify 
their long time of use as well as the complacency of people of their 
social circle outside the game.

mARKET ComPETITIon
The video game market is a multimillionaire industry. Currently, 

in the configuration of this market, three companies are predomi-
nant: Microsoft, with the Xbox 360, Sony, with the Playstation 3 
and Nintendo, with the Wii.

In this market configuration, the Xbox 360 and the Playstation 
3 are preferred by hardcore players, and both platforms have a simi-
lar quality, while the Nintendo Wii is preferred by casual players:

I place the Wii in a relatively inferior level, precisely due 
to the fact that it has a different focus [...] it is a casual 
console. You invite some friends over, you take that con-
trollers and shake them. It’s a group experience that can 
be boring individually [Fábio].

Among the differences in consoles, the subjects also emphasized 
the option of playing online existent in the Xbox 360 and in the 
Playstation 3, that is not available on the Wii. On the other hand, one 
interviewee analyzed that the Nintendo console is directly towards 
a different social interaction, the one that happens physically. The 
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Wii is considered a product directed to have fun with friends, in a 
reunion or a party.

We noticed that the users consider the three main options of 
consoles available in the market to be in two distinct segments. 
While the Xbox and the Playstation is directed at the hardcore 
gamer, that demand more complex and long games, with better 
graphic quality, the Wii satisfy casual gamers that use it as a tool 
to have fun, mainly with friends.

These differences are confirmed in the games. In the view of 
the gamers, the Playstation and the Xbox titles have similarities in 
their libraries and also similar characteristics and quality. The Wii, 
however is highlighted to have a broader games library, however, 
with worst games and a stronger focus on games for children.

The Playstation 3 and the Xbox 360 are consoles with similar 
characteristics. Given the fact that they are directed at a hardcore 
audience, the companies choose not to do announce in the traditional 
mass media, while Nintendo use it to publicize the Wii. Due to the 
focus on the casual user, the promotion of the Wii helps to boost 
its sales, while the other consoles rely on their network of users to 
spread the word on their product, generating a positive effect on 
their consumption. 

This element distinguishes even more the difference among 
the profile of users. In the case of video games, the relationship 
of the users to the brand is heightened, especially due to the com-
munity that it is formed around the product, once that, in this 
interaction they recognize others as themselves and the formation 
of a group. In this way, products directed towards a large-scale of 
users, such as Xbox and Playstation, the building of a network of 
users guarantees a relationship with the brand and the perenniality 
of the product consumption.

GAmE ExPERIEnCE
Games are designed in a way that make consumers feel so 

strongly involved with them to the point that they perceive the 
games as reality (Mendenhall, Nepomuceno, and Saad 2010). The 
insertion in the gaming environment incorporates feelings of the 
real life in the virtual environment. The experience suppresses 
passions, desires and dreams: 

[...] driving games are my favorites, they suppress my 
desires [...] I strongly value the immersion that outcomes 
from the game [...] in the moment you turn your TV vol-
ume up, you feel yourself as if you were a driver [Bruno]

[...] my biggest passion are cars and the video game is a 
form of living, at least partially, this passion, because I 
don’t have the money to afford a high performance car, 
so at least I can drive one virtually [Fábio]

Conversely, the experiences provided by the game are also 
transposed to outside the virtual world. One subject mentioned 
that the simulation games brings several elements from reality, as 
for instance, the racing games in which you have to adjust your 
car to improve its performance and that they are very similar to the 
real competition environment. Consequently, the gamers end up 
searching for information on the real racing environment in order 
to apply them in the game.

In the view of the interviewees, the consumption experience 
provided by the video game takes the gamer on a travel to a paral-
lel world and to forget everything else. This is a characteristic of 
the post-modern consumer in the conception of Firat and Dholakia 
(1998). The immersion in consumption experiences that differ from 
the quotidian that enables the opportunity to experience lifestyles 

different from the ones daily lived and difficult to bare. These ex-
periences enables the creation of an imaginary in a world of fantasy 
beyond the real one, creating their own virtual worlds that up to a 
point may be incongruent with the human abilities.

The experience enabled by the game also arouses memories 
associated with determined moments of life, as well as feelings and 
emotion for the players. These feelings are aroused not only by the 
gaming context, but also by sound and visual effects that are part of 
the game; especially when they aggregate elements of interactivity:

[...] this is a game that I consider to be a great art, as if it 
were a film. They managed to create such a unique gam-
ing environment that you end up involved in it, wanting 
or not, you will be involved with the story and it is very 
difficult to turn off and go to sleep [...] when that specific 
music plays, it boost up your energy, not your character’s 
but your own [Renato]

The stimulation of feelings and emotions proportionate to the 
players a flow experience. During a flow experience an individual act 
with total involvement with the experience, having in mind anything 
except overcoming a determined challenge. The diverse element 
existent in current games, such as music and interactive elements, 
allied to the fast growing competence of game developers have 
enabled more intense flow experiences through means of greater 
demands of learning and high levels of challenge, strengthening 
constantly the playing desire.

This desire can even overcome the individual rationality in 
front of what is socially accepted, generating behaviors that are 
strange even for the gamers themselves. Several interviewees talked 
about situations in which they felt the urge to play. 

A newly released game arrived in the afternoon at work 
and then you went out to play. It’s nothing that will 
compromise your work performance, but you manage 
somehow to flee from work to enjoy the new game [Ales-
sandro]

It is clear that the gamers have an exorbitant consumption 
desire, having the constant need to immediately have in their hands 
the latest version of their favorite games. But in their conception, 
this attitude are not characteristics of addiction, because a gamer 
would only be and addict in the moment that he started to bring 
emotions from the game to the real world.

The consumption experience is connected to social interaction. 
In the analysis of the interviews we observed that actions such as 
stay up all night playing is a social moment, in which, the interaction 
with the friends group has a great amount of importance. One subject 
mentioned that the social group creates the propitious environment 
for the gaming consumption, eliminating possible apprehensive-
ness and prejudices from others, in other words, during the game, 
everyone, no matter how different they may be, is sharing the same 
experiences, probably with a similar intensity.

fInAl dISCuSSIon
Our goal in this study was to analyze and understand the 

peculiarities of video game consumption in the view of hardcore 
gamers that interact in Xbox 360 virtual communities. We used 
an interpretative approach through a videography to capture the 
nuances of this form of consumption.

Based on what was aforementioned, we may conclude that the 
interaction and the insertion in a specific environment such as the 
one that exists in the current generation of video games (Playstation 
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3 and Microsoft Xbox 360) has consequences on the feelings and 
emotions of players through mechanisms such as social interac-
tion, imaginary construction and flow experience. Nevertheless, 
the virtual communities that sprout from the online environment 
aggregate and enhance several artifacts in the use of video games.

The video games – that were initially produced with the objec-
tive of entertain solely individuals, or sometimes groups, as long as 
they were in the same place – evolved in the last years to became 
one of the main tools of social interaction, creating strong bonds 
among users, sometimes even stronger than the physical ones. In 
the view of our informants, we can infer that gone are the days in 
which video games were an individual entertainment, now it is the 
era in which they became a social interaction tool.

This form of entertainment, once considered to be designed 
for children, finds today its main target among youngsters of A 
and B classes, reaching a profitability of US$18 bi in the year of 
2007 only in the U.S. (Matthews 2009). This figure is even more 
impressive if we compare it to the profitability from the movies 
industry in the U.S. in the same period: US$ 9.6 bi (MPAA 2007).

The characteristics that we use in the present study do not 
allow us to extrapolate its results and are limited to players of 
Microsoft Xbox 360. New researches should be conducted along 
with hardcore players of other consoles or of PC games, aiming at 
understanding similarities and differences among platforms. We 
also instigate others to conduct consumer behavior videographies, 
given its power to capture non-verbal elements that may help in 
broadening the scope of the studied phenomenon.

Last but not least, it is important to emphasize that leisure, play 
and entertainment are themes of high importance nowadays and 
in order to offer a greater comprehension on these sub-areas more 
researches should be carried, aiming not only at understanding the 
consumer experience but also using this understanding to support 
advances in the production side that fulfill the desire of consumers. 
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