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LIST OF ABBREVIATIONS 

FACEBOOK PAGE A Facebook page is defined as a public profile on the social 
networking site Facebook. Pages enable an organization or 
individual to post and share pictures, information or ideas with other 
Facebook users. (Birnbrauer & Lynch, 2012) 

LIKE A “Like” is defined as a way to give positive feedback and connect 
with things one cares about on Facebook. Someone can “Like” 
content that friends post in order to give them feedback. Others 
“Like” a Facebook page in order to connect with that page and the 
members of that page. (What is the like feature?) 

SGN Social Good Network 

SNS Social Networking Site 
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The race to understand player motivations behind the emerging social game 

industry is rapidly gaining pace and notoriety. Facebook has shown itself to be an 

emerging platform for these social network games and for what will later be defined as 

social good networks. The uses and gratifications approach has been used to identify 

motivations for both social network games and social good networks separately. 

However, this research surveys WeTopia (Facebook.com/WeTopiaOfficial) page 

members and game players, an uncommon and seldom studied population of social 

network game players within a social good network.  

A self-administered online survey asked respondents to identify motivating 

factors for “Liking” the WeTopia Facebook page and/or playing the WeTopia game. 

Results indicate entertainment as the primary motivation for both social good network 

page visits and social game play. As predicted, WeTopia game players and page 

members are best described as mature, middle-class, well-educated, white and female. 

Additional results highlight both page members’ and game players’ likeliness to recruit 

others to join the page or game as well as their likeliness to be a member of a second 

https://www.facebook.com/WeTopiaOfficial�
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group for social good on Facebook. A more robust engagement measure is derived 

from this data and investigated for future testing. 

Findings such as these provide useful evidentiary value for marketing and 

communication professionals to use to justify targeting existing members during a 

membership drive, particularly those for social causes. These findings also present 

future research opportunities to investigate what impact incentivizing recruitment may 

have on member-to-member, member-to-organization and member-to-network 

relationships.
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CHAPTER 1 
INTRODUCTION 

The media-rich environments which we interact with today are full of variety and 

versatility of meaning. An individual touches and is touched by multiple media 

messages throughout the day and each of these has the possibility of forming a more 

immersive experience. The richness of these experiences may encourage audiences to 

form lasting bonds with their media. Some of the richest and most immersive 

experiences can be found in the interaction which audiences have with online games 

and online gaming communities. From Twitter to Facebook, the social influences of 

these digital hubs can be found in both the evolution and maintenance of the 

communities and groups which form within their networks. 

Facebook is considered the largest social networking site (SNS) on the internet. 

With a reported one billion users (Grandoni, 2012), the Facebook population is larger 

than the population of North America (World Bank, 2010). Considering this membership 

statistic and Facebook's inherent news and information posting system, the possibility of 

the Facebook network to influence social change could be compared to the power and 

influence of the populace (and media) of a large country. The potential for Facebook, as 

a medium, to define culture and identity continues to grow as its membership grows. 

However, this exponential growth can hide some of the more nuanced correlations 

between Facebook’s ability to satisfy individual media needs and its ability to act as a 

social motivation system. 

The WeTopia social game and network on Facebook provide a novel 

environment to examine the uses and gratifications (U&G) approach in an emerging 

new media context. Katz (1959), a preeminent scholar in the humanistic U&G approach, 
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posits that individuals actively seek out particular mass communication channels for 

particular uses in order to gratify distinctive needs. Through the lens of the U&G 

approach, researchers work together in developing an ever growing list of individualized 

motivations for playing, consuming or participating in and with a variety of media and 

mediums. 

The game under investigation, WeTopia, is a social network game playable 

through an internet browser and only available on the Facebook platform. In the game, 

players build a virtual city and accumulate "joy points" which can be spent on donations 

to real world charities. These charities then make tangible differences in needful areas 

of the world. The purpose of this study is to explore the motivations which with players 

self-identify when playing a social network game for social good and/or participating in 

its accompanying social good network (SGN). 

In offering members a combination of informative, identity-related, social and/or 

entertaining gratifications, the WeTopia game and community is likely satisfying 

multiple, overlapping social and personal needs at once. The relative scarcity of current 

research on social good game players makes this study significant for scholars and 

professionals in mass communications and video game theory. This research is 

positioned to help build a more comprehensive understanding of social network games 

as well as SGNs. The results of this research can be used to improve the explanatory 

power of the U&G approach as well as to continue the exploration of concepts like 

narcissism and engagement within a U&G framework. 
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CHAPTER 2 
LITERATURE REVIEW 

Uses and Gratifications 

“Everything that the human race has done and thought is concerned with the 
satisfaction of deeply felt needs …” Einstein (Theory of Cosmic Religion) 
 
The U&G approach has been used to explore the intent and consequences of 

media selection since the mid-20th century. It is an approach that expects the media 

consumer to actively engage in their media selection and, after thoughtfully considering 

alternatives, choose a particular media channel to meet some purposeful need. In other 

words, it is an approach to study media use which supports the general free will of the 

audience. U&G is concerned with what people do with media as opposed to what media 

do to people and centers on: “(1) the social and psychological origins of (2) needs, 

which generate (3) expectations of (4) the mass media or other sources, which lead to 

(5) differential patterns of media exposure (or engagement in other activities), resulting 

in (6) need gratifications and (7) other consequences, perhaps mostly unintended ones” 

(Katz, Blumler, & Gurevitch, 1973).  

Media scholars prior to the 1950s were not focused on individual effects models. 

In these early stages of media scholarship, the public concern regarding media 

consumption centered heavily on the effect which media would have on society. That is, 

the mass effect of the media. The fear of these unknown (and ostensibly global) effects 

produced research focused on the persuasive nature of media with little regard for the 

free will of the audience. A turning point in the mass media versus individual effects 

scholarly debate occurred when Katz (1959) responded to a proclamation by Berelson 

(1948) that the field of communication was dead. Katz refuted Berelson’s claim by 

saying that it was not mass communication but persuasion that was dying. Although 
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there are a few origin stories for U&G, this debate is usually heralded as the controversy 

that “switched mass communication research from a passive-audience paradigm to an 

active-audience philosophy” (Bryant & Miron, 2004).  

 The historical trail of the U&G approach has identified a wide variety of concepts 

(or gratification classifications) which motivate an audience to actively choose a media 

outlet. These concepts include learning, belonging, habit, companionship, escape from 

boredom, identification, arousal and relaxation (Herzog, 1944; Joinson, 2008; Katz, 

1959; Katz, Blumler, & Gurevitch, 1974). Although an almost infinite amount of 

individual gratifications could be discovered and studied, U&G scholars continue to 

refine larger gratification categories by finding commonalities or links between sub-

gratifications. This has produced a list of commonly cited umbrella gratification 

categories within the U&G framework including information seeking, diversion, personal 

relationship building, identity and surveillance (McQuail, Blumler, & Brown, 1972). Of 

importance to this research are the specific categories of identity, relationship building, 

entertainment (or diversion) and information seeking all of which will be explored in the 

U&G applied section of this research.  

 The emergence of computer-mediated communication has also affected the 

breadth of gratifications studied. Having an accessible and intimate media delivery 

format (with the internet available in living rooms, offices and bedrooms alike), has 

helped with both availability and delivery of media content. In addition, it has expanded 

the research capabilities which these new media offer. Not only are websites intimate 

enough to reach into the homes of potential consumers or research subjects (where 

they are arguably most comfortable and possibly vulnerable) but, unlike contemporary 



 

15 

media such as television or radio, the internet also enables an unprecedented layer of 

personalization and connectedness, which may come with new gratification 

categorizations (i.e. connection) and research opportunities for U&G scholars (Chen, 

2011). However, these new developments also pose unexpected challenges as will be 

highlighted in the limitations section of this research. 

One criticism of the U&G approach is that it can be too individualistic (Elliot, 

1974) and compartmentalized (i.e. applying only to the audience studied). However, this 

criticism may assume generalizability to a larger audience whereas this research does 

not. The scope of generalization that this research can assume is within a population of 

WeTopia game players. Instead of generalizations to a larger gaming population, this 

research contributes to the growing list of individual motivations categorized into those 

umbrella concepts which have been in development since Herzog first used the term 

“gratifications” (1944) to describe the driving force behind the motivation to consume 

media.  

Investigating this population adds importance to and understanding of a niche 

audience’s needs and expectations. It contributes to the general study of the U&G 

approach by expanding the knowledge of media expectations specifically within SGNs 

and investigates the perceptions and motivations of this population (i.e. the WeTopia 

game players and community) within an emerging online game genre (e.g. social good 

games). The U&G approach provides operational definitions for the motivations 

individuals employ when deciding to use a particular media outlet. The psychosocial 

impacts of these motivations are also explored later under each gratification category. 
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Engagement 

A single definition or measure of engagement is difficult to obtain due to the 

subjective nature of the concept. Much like a definition of love, engagement can mean 

different things to different people at different points in time. To some, engagement may 

describe the feeling of attachment to or camaraderie with a thing or group. To others 

engagement represents a measure of time spent interacting with a thing or group. In 

many online media channels, engagement has been considered a composite of page 

views and unique visits, often expressed through impressions. However, since a 

uniform measure of engagement has not yet been developed, this research proposes 

the construction of a multifaceted engagement measure based on Napoli’s (2011) 

categorization of the four most common approaches to measuring audience 

engagement. 

Napoli (2011) points to the changes in mass communications toward media 

fragmentation and audience autonomy as reasons for the varied developments in 

audience engagement measures. Napoli (2011) identifies four approaches which are 

currently employed to measure audiences’ ever changing expressions through 

behaviors and attitude toward or about a media vehicle or offering. These approaches 

are driven by one or more of the following: exposure data, audience appreciation or 

emotional response, attitude (and recall), and behavioral responses.  

Napoli (2011) classifies the first approaches to measuring engagement as those 

driven by exposure data. These exposure based approaches have been the primary 

focus of those advertisers who have most valued audience “eyeballs” (Napoli, 2011). It 

is within these more traditional exposure driven approaches that frequency and duration 

are often measured because they are more readily available, easily obtained and 
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systematically collected without interrupting the audience experience. Measurements 

using exposure based approaches presume that audiences who are exposed frequently 

and for longer periods of time will produce deeper engagement measures (Napoli, 

2011). However, exposure based engagement measures do not account for 

psychosocial and sociocultural manifestations of audience engagement. Although 

Napoli (2011) does not discount the value of frequency and duration measures, Napoli 

does argue for a richer understanding of the concept of engagement to be inclusive of 

activities, attitudes and behaviors outside of these foundational exposure measures.  

Given the profusion of new outlets for audience expression and interaction, 

Napoli (2011) presents alternative engagement measurement approaches which work 

to capture some of the more ephemeral or emotional engagement interactions. The 

second set of approaches to measuring audience engagement is driven by audience 

appreciation and emotional response. Among other things, appreciation and emotional 

response are said to be the byproducts of the previously discussed exposure measures 

(Napoli, 2011). Some appreciation and emotional response approaches have been 

measured using new tools and concepts, such as “buzz metrics,” which monitor and 

evaluate the online chatter found in discussion groups, online networks, comments and 

blogs. Although the impact of “word of mouth” has been difficult to accurately measure, 

the latest “word of mouse” interactions may allow for less intrusive tracking and 

monitoring of conversations and discussions that were previously difficult, if not 

impossible, to record and analyze. 

The third set of engagement measures Napoli (2011) presents are those driven 

by attitude and recall. These engagement measures have been prevalent in advertising 
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and other media outlets which call the audience to action for either a purpose or a 

product. Many of the traditional research methods such as interviews, surveys and 

focus groups have been used to measure audience recall and attitude. After exposure, 

audiences under investigation are commonly asked to recall a name or feature of a 

product or advertisement and may be asked questions about their feelings or attitude 

toward the advertisement, message or product as well. The measure of whether an 

audience is engaged through these approaches can be found in the salience of the 

audience member’s attitude as well as in the accuracy of their recall. These attitude and 

recall measures are most often valued by those requiring quantifiable evidence of 

mental engagement. Although Napoli (2011) classifies both attitude and recall within the 

same set of umbrella approaches, this research will present the new composite 

engagement measure using an attitude measure only. Here, attitude (and recall) 

investigates the depth and permanence of engagement with an audience which may, in 

turn, lead to the final set of approaches – behavioral responses.  

The fourth and final set of engagement measures is driven by audience behavior. 

Traditional behavioral responses (such as product purchases) are highly sought after 

and not easily obtained, which makes them a commodity in the media marketplace. 

Online behavioral responses may manifest themselves in the form of clicks, shares, 

likes and other common behaviors found in participatory culture. These measurement 

approaches are found at the end of Napoli’s (2011) audience engagement sequence 

and represent the culmination of all previous engagement efforts to achieve some 

audience action or reaction. 
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Although all of the previously mentioned engagement measures have reasonable 

scientific support to consider them as sole engagement measures, this research 

focuses on using the foundational post-exposure measures of frequency and duration to 

evaluate the research questions and hypotheses. However a newly created and more 

robust measure of engagement is also being tested. Taking advantage of Napoli’s 

(2011) classification of engagement measurement approaches, this research proposes 

an amalgam of the four approaches to calculate an engagement “score” for the 

WeTopia audiences. Further information regarding this new engagement measure may 

be found in the measurement instruments section of this research. 

Engagement can be considered a measure of the investment which an audience 

has given or is willing to give media content. It is a sense of being connected or 

emotionally involved with something. Mersey, Malthouse and Calder (2010) refer to 

engagement as the “overall experiences of a vehicle” with experience being “a set of 

thoughts and beliefs that [consumers] have about how a [media vehicle] fits into their 

lives” (p.41). According to Mersey et al. (2010), engagement is composed of 

experiences which are composed of interactive actions such as visits, time spent and 

number of views. These visits, time spent, and number of views can be translated using 

frequency and duration estimates to produce a multi-dimensional measure of 

engagement through time investment. The experiences can then be considered 

reflections of the gratifications and motivations (i.e. information, identity, entertainment 

and community) an individual ascribes when using a particular media or medium over 

the myriad choices available. 
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The question of what keeps consumers returning to a media offering is one that, 

like the U&G approach, presupposes exposure. That is, in order to reliably predict 

repeat behavior or exposure, a consumer should have some experience or point of 

reference prior to engaging with any media or medium. As Napoli (2011) points out, “It 

is important to recognize that basically all of the post-exposure dimensions of audience 

behavior have been associated with one or more definitions and operationalizations of 

engagement” (p.90). This implies that engagement can be considered a dimension of 

audience exposure, attitude and behavior which may then be used to buy, sell or 

produce audiences in the media marketplace. It is an especially applicable dimension 

within new media where a persistent digital record of audiences is both economical and 

prevalent. Although the definition of engagement can be considered more complex than 

just loyalty and attentiveness (Napoli, 2011), a common thread among most definitions 

typically involves some measure of “stickiness” (Napoli, 2003), where frequency of visits 

as well as time spent per visit become key stickiness indicators within the larger concept 

of engagement. Within the U&G approach of the current research, engagement can be 

considered an influential meta-factor for the expectancy of particular gratifications to be 

satisfied by the selected media offering. 

Social Network Games 

Online social network games have been a recent development of social media 

and are positioned to be one of the most pervasive game genres to date. According to a 

Mashable article (O'Dell, 2010), findings from an NPD (marketing research company) 

study indicate that “one out of every five Americans over the age of six has played an 

online social game at least once,” equating this number to “nearly 60 million Americans, 

adults and kids alike.” Social network games may be considered casual by the more 
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discerning gamer. However, it is the business side of these games that really 

differentiate them from their casual game cousins. With an emphasis on micro 

transactions, virtual goods, subscriptions, and sponsorships, the business end of social 

network games behaves more like a massively multiplayer online (MMO) game (Chen, 

2009) than a casual game (e.g. Tetris or Pac-Man). This presents a fiscal opportunity 

for the game industry as the same NPD study also found that 11 percent of the 

respondents planned to spend money playing social network games in the future 

(O'Dell, 2010).  

Most social network games are played through an internet browser via a SNS 

and are within a persistent world, much like an MMO game (Yee, 2006). However, Hou 

(2011) cites some “key components which differentiate social [network] games from 

other computer games,” (What are social games? section 1, para. 1) including being 

social platform–based and multiplayer as well as having players use their real identity 

and encouraging casual gameplay. Literature on social network games is currently 

emerging however the social function of games has a longer history. Green and 

McNeese (2008) employed uses and gratifications theory to identify predictors of digital 

game play. Green and McNeese used secondary data from The National Center for 

Education Statistics to look at 15,000 students and their video game use (2008). They 

found that race, gender, and the need for social gratification were all indicators of game 

play. In addition, they found that students who played with other people, like friends or 

parents, played more than those who played alone. 

Importantly and excitingly, females represent 55 percent of the social network 

game players in the United States (Information Solutions Group, 2010) and account for 
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58 percent of SNS users as well (Hampton, Goulet, Rainie, & Purcell, 2011). It would 

not be surprising then to find that females make up the majority of the social good game 

players on the Facebook social network. In seeking ways to best target and encourage 

female game players, social network games could prove to be an unexpected portal to 

engage with the wives, mothers, sisters and daughters of the current male dominated 

game marketplace. As such, we come to our first research hypothesis. 

H1: A majority of WeTopia game players will be female. 
 
Gratifications of Social Network Games. Unlike traditional video games, the 

expected gratifications for social network games are considered less competitive and 

more social or cooperative in nature (Hou, 2011). The social nature of the games makes 

them inherently different from more traditional video games where competition is the 

driving motivation (Hou, 2011). As is often the case in social network games, posting 

requests for assistance and recruiting other players serves to develop cooperative 

relationships and foster community as well as progress the game. Branston and Bush 

(2010) also found evidence that users entice others to join their SGNs which leads to 

the next set of research hypotheses:  

H2: WeTopia Facebook page members are more likely than unlikely to recruit 
others to “Like” the official WeTopia Facebook page.  
 
H3: WeTopia Facebook game players are more likely than unlikely to recruit 
others to play the WeTopia game. 
 
A survey commissioned for PopCap games also uncovered a large percentage of 

social network game players who form long term attachments with their games. This 

survey by the Information Solutions Group (2010) found that 56 percent of the 

respondents in both the United States and the United Kingdom have played a social 
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network game for at least one year. Almost all (95 percent) of those same social 

network gamers play these games multiple times a week with 34 percent stating that 

they are passionate enough to play several times a day (Information Solutions Group, 

2010). Although a majority of the players frequently play social network games, the 

duration of game play is more varied and harder to correlate. Approximately 33 percent 

of social network game players will spend less than one hour a week playing social 

network games, while the majority (38 percent) will spend between one and five hours 

each week (Information Solutions Group, 2010). Digging deeper, each session of game 

play is also quite variable with the majority (62 percent) of game players staying in the 

game somewhere between 11 minutes and one hour (Information Solutions Group, 

2010). 

Specifically, WeTopia players’ levels of engagement may increase after they 

have been exposed to the game (or SGN) and have made the active decision to invest 

continued time and effort. Although the definition of engagement is “complex and 

persistently ambiguous” (Napoli, 2011, p. 90), there are some prominent metrics which 

have been repeatedly used to measure media exposure such as frequency and duration 

(Napoli, 2011). It can be argued that patterns and time spent per session may not be 

the most robust measures of engagement, however, they are two of the most frequently 

used measures in engagement literature (Napoli, 2011) and are likely to be good 

indicators of audience commitment or loyalty over time. With this in mind, we present 

the following hypothesis and sub-hypotheses regarding engagement and social network 

game play.  

H4: Engagement through exposure will be positively correlated to amount of time 
committed since first game played. 
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H4a: Length of time since first game play will be positively correlated to 
frequency of game play sessions. 
 
H4b: Length of time since first game play will be positively correlated to 
duration of game play sessions. 
 

Social Good Networks 

An appeal of playing a social network game on Facebook can arguably be the 

availability of one's pre-existing social network. This social capital can help a player to 

progress more easily and faster through an online social network game. Above and 

beyond game assistance is the ability of the player’s network to coalesce for the benefit 

of a cause. Branston and Bush (2010) coined the term "social good networks" to 

describe those social networks created to share information and ideas in the hopes of 

calling to action for the benefit of some social good. Branston and Bush (2010) describe 

a SGN as “a viable tool for building broader, long term relationships” but found that 

these SGNs “may not have a significant impact on short term fund raising” (p.1). 

Interestingly, females also comprise the majority of SGN users with the average 

user being "white, well-educated and global" (2010). Additionally, SGN users are 

engaged with their network, as evidenced by the 68 percent of them who stay involved 

weekly (2010). In light of this research the following hypotheses will be investigated. 

H5: A majority of WeTopia Facebook page members will be female. 
 
H6: Engagement through exposure will be positively correlated to amount of time 
committed since first joining the WeTopia SGN. 

 
H6a: Length of time invested in the social good network will be positively 
correlated to frequency of page visits. 
 
H6b: Length of time invested in SGN will be positively correlated to 
duration of SGN page visit session.  
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The influence of a SGN may be capitalized on by marketing and communication 

professionals to cross-support digital campaigns and assist in developing brands. By 

leveraging a single community member's social influence as well as the social influence 

of the larger group, the moderators and media professionals within SGNs can bolster 

the perceived credibility and engagement of their brand, campaign and/or cause. 

Where SGNs are interested in relationship building, the trend for ePhilanthropy 

and online activism is aimed more towards the financial gain which can be harnessed 

from these benevolent social connections by providing supporters with novel ways to 

donate. Eller (2008) looked at a close relative to SGNs by examining solidarity websites 

where the only action required of a donor is to click a button which both symbolically 

and literally makes a donation of food, clothing or cash to the associated cause. An 

example of a solidarity website would be The Hunger Site (www.thehungersite.com) 

which is similar in principle to WeTopia but lacks the two-way interaction and cumulative 

reward system which a social network game provides.  

However, not everyone is enthusiastic about ePhilanthropy and online activism. 

To some, eActivists perform these digital acts in order to make themselves feel 

important but, in reality, have little to zero social impact. Morozov (2009) is one such 

person who states that the problem with contemporary digital activism (or “slacktivism” 

as Morozov coins it) is that the granularity of the act makes it too easy to gratify simple 

altruistic needs. That is, “you can donate a penny where you may otherwise donate a 

dollar” (Morozov, 2009). 

Even so, charitable giving through online channels has become increasingly 

popular over the last decade. Users interested in humanitarian causes are more 
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consistently going online to search for information, engage in social fundraising, show 

support, find volunteer opportunities and engage in online conversations (Branston & 

Bush, 2010). In hindsight, this “ePhilanthropy revolution” may have actually been more 

of an evolution (Hart, 2001) – from single-minded solidarity sites seeking donations to 

the more sophisticated relationship building focused SGNs.  

The Intersection of Social Network Games and Social Good Networks Online 

With little research on the impact of social network games and related SGNs, 

little is known regarding their potential as immersive, online stewards of relationship 

building for offline cause marketing. Information and data hypothesized in this research 

can help to justify the use of social network games and SGNs as a non-traditional but 

engaging marketing channel. Hart (2001) highlighted this point in an article on the early 

stirrings of the ePhilanthropy revolution by offering the advice that non-profits can not 

only use the internet as a tool to raise money but also as a channel to create and 

encourage relationships. 

Additionally, civic engagement may rise as a result of interacting with 

humanitarian networks and sites on the internet. Users may see others participating 

within the humanitarian network and begin to form a new social reality where helping 

the less fortunate through online sites and, in this context, games may become a 

socially accepted form of digital humanitarianism. However this may or may not 

translate into real world action, Branston and Bush (2010) found that the least popular 

action on a SGN is in using it to find volunteer opportunities or donate money. As 

WeTopia seemingly allows players to donate their time through gameplay which, in turn, 

is used to fund real world goods, it may be the case that WeTopia players and 
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community members believe their playing is equivalent to volunteering and donating. 

This presents us with our first research question. 

RQ1: Do WeTopia game players believe they have (a) volunteered or (b) 
donated to these social good causes through playing the WeTopia game? 
 

About Facebook 

With more than 800 million users in a given 30 day period (Ostrow, 2011; Wyld, 

2012), Facebook also arguably takes the lead as the most visited SNS. Although 

Facebook can be viewed as a platform for managing and possibly intermixing an 

individual’s multiple identities online, the normative influence which this social network 

has on the expectation and interaction with other digital or non-digital social networks is 

enormous. If that is not enough to warrant investigation, Facebook is also an important 

network in the daily lives of its members as indicated by the 52 percent of users who 

engage with their Facebook network every day (Hampton et al., 2011). According to a 

study conducted by Nielsen (2010), the world now spends 22 percent of their online 

time browsing sites like Facebook, Twitter or YouTube. The same study (Nielsen, 2010) 

also discovered that the average global citizen logs approximately 6 hours per month on 

Facebook which is more than any of the other sites investigated.  

The psychological need for connection and social support may be at the heart of 

what makes Facebook so appealing to such a large audience. As Hampton et al. (2011) 

found, “Facebook users report significantly higher levels of social support” (p.35). 

Specifically, “someone who uses Facebook multiple times per day gets about half the 

boost in total support that someone receives from being married or living with a partner” 

(Hampton et al., 2011). This is not to imply that Facebook users need more support but 
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serves as a demonstration of the inherent support which is provided by engaging in 

online communities and networks like Facebook. 

What Makes Facebook “Likes” Meaningful? 

One aim of this research is to identify the common motivations that community 

members may have for connecting to the WeTopia Facebook page. Community 

membership, in this context, is quantified through a tally of the number of page likes. In 

order to become a member of a Facebook page, one must click on the “Like” button for 

that page. The effect of this "Like" button has no comparison in modern society. It can 

be both a vehicle for communication and a “badge of honor.” The liking of a community 

Facebook page serves as an innovative relationship building tool for the page 

moderators as well. Through posting and sharing, a community Facebook page may 

influence its members to also like the information and causes it posts about. The 

community members who post and share the information from WeTopia onto their walls 

or timelines then become active stewards of the causes and/or disseminators of 

information. 

 The social, cultural and personal needs which drive the choice to "Like" a page 

may also provide a snapshot into the collective psyche of that pocket of society. With 

special regard to SGNs, rationally and morally, the concern for a common social good is 

logical for a society to evolve. Motivation and gratification for performing an action, like 

volunteering to promote human welfare, has been explored at length in psychology, 

biology, and sociology. The argument for actions in the name of the “greater good” has 

been documented as far back as the Greek philosophers Socrates, Plato and Aristotle. 

The unlimited agape love which friendship and community involvement can spur in the 

hearts of the compassionate represents one possible gratification (i.e. good feelings) 
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users may receive when connecting with SGNs or humanitarian communities. However, 

there may be “darker” gratifications such as those found in the altruistic narcissist who 

does the right thing for the wrong reason. The reasons why an altruistic narcissist 

chooses to do good and ethical things may indeed be for self-serving purposes or as a 

means to an end, but one could argue that every experience can be transformative 

regardless of motivation or gratification so the negative aspect of this personality type 

may be short-lived. Ulterior motives aside, to some it is simply the act of caring that 

counts and the altruistic narcissist may then be an accepted personality trait in the 

interest of the greater good. 

What motivates a user to engage with a SGN may also be influenced by a 

psychosocial need to connect with others through community and establish a sense of 

identity. If privacy settings allow friends and connections to view one’s liked pages, then 

the user is directly linked, both figuratively and literally, to these humanitarian 

communities. The “Like” button can then serve as a way to promote or call attention to 

objects which a user would like to present to their social network. By clicking the “Like” 

button, a user indicates that he/she is highly interested in the cultural object (e.g. page, 

post, image, video, etc…) and motivated enough to express this interest. Much like 

grade school children in the United States have grown up doing in the classroom, the 

“Like” button allows Facebook users to play “show and tell” well into their adult years.  

The WeTopia game may be considered a cultural object in itself but a user’s 

connection with the WeTopia page may also satisfy needs outside of the game. In 

offering members informative, identity, social and/or entertaining methods of 

engagement, the WeTopia Facebook page may satisfy its audience’s various needs by 
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engaging the audience through both passive awareness (via wall or timeline posts) and 

active participation (via enticement to play the game or comment). 

The social nature of liking a page or liking content allows Facebook users to 

express their preferences and attitude for cultural objects. A survey conducted by 

Papacharissi and Mendelson (2011) found a majority of the respondents (37.9%) 

belonged to between six and 15 Facebook groups. Although labeled “groups” in the 

aforementioned study, Facebook has since rebranded and reclassified some of these 

groups as “pages” and retained those which were user community focused as “groups” 

but with no official connection implied. This is all to say that a user who likes the 

Facebook page of a game for social good may be simultaneously receiving identity, 

social, information and entertainment gratifications in addition to the warm, fuzzy feeling 

they get from playing the game. Additional information on the particular aspects of these 

gratifications will be discussed in detail later. With this in mind, we offer the following 

hypothesis and research question. 

H7: WeTopia Facebook page members are likely to be members of another 
social good page on Facebook. 
 
RQ2: How likely are WeTopia Facebook page members or game players to 
share social cause posts from WeTopia? 
 
The act of liking content or a page may be considered a non-traditional but 

quantifiable measure of repeat behavior, attitude and online engagement. ChompOn 

(2011), an e-commerce platform, conducted an analysis of its Facebook and Twitter 

traffic and found that likes on Facebook are worth approximately eight dollars towards 

the next immediate sale. According to Facebook, people who click the “Like” button are 

more engaged, active and connected than the average Facebook user (The value of a 
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liker. September 29, 2010). In their research proposing a system of mining the power of 

‘likes’ in a social network, Jin, Wang, Luo, Yu and Han (2011) claim that the ‘like’ has 

become “an accurate way of estimating user interests and an effective way of 

sharing/promoting information in social media” (p.1). 

The choice to like a Facebook page is also a choice to subscribe to the (often 

frequent) communication which the page may post. This offers a meaningful 

communication and relationship building stream for the organizations with Facebook 

pages. Posting content and news helps to form and maintain connections within a social 

network. These updates can appear on an individual’s Facebook news feed. This news 

feed is similar to an RSS (really simple syndication) feed in that it aggregates individual 

news stories from one’s various friends and connections. Reading the content of one’s 

news feed is often a part of everyday life for the 59% of online Americans who use at 

least one SNS (Hampton et al., 2011).  

The communication tie to page likes was rolled out in October 2009 

(Pipatsrisawat, October 19, 2009) as a purposeful decision by Facebook to give 

meaning to the “Like” button by connecting it with news and relationship building. The 

previous option to become a “fan” of a Facebook group was a one-sided act essentially 

void of meaning. To become a fan, an individual would click the “Like” button and a link 

would appear on their profile. However the interaction between the page and the 

community might have ended there if the user did not actively visit the group page after 

becoming a fan (note that the “news feed” function had not yet been developed in 

Facebook at this point). This meant that a relationship between members and the page, 

as well as among members themselves, was not easily cultivated because no further 
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communication was integrated into the process; with the new button functionality, 

Facebook gave the “Like” button an action and purpose.  

About WeTopia 

WeTopia is a social network game playable through an internet browser and 

currently only available on the Facebook platform. The WeTopia game was launched in 

May 2010 and released for beta on November 30, 2011. In the game, players build a 

virtual city and use their Facebook connections to hire staff members and construct 

special items. Players also harvest crops and collect goodwill through houses and 

shops located in their game world. This goodwill is the currency of WeTopia and allows 

players to purchase additional in-game market items (e.g. houses, shops, playgrounds 

or "joygrounds", decorations, etc.). Through building and harvesting their virtual city, 

players accumulate "joy points,” as shown in Figure 2-1, which can be spent on 

donations to real world charities in order to make a real world difference. The exact joy 

point to dollar exchange rate is currently unpublished but it is generally accepted by the 

WeTopia community that someone accumulating a million joy points is at the top of the 

player ranking and has been playing for a longer period of time. This is evidenced in the 

exclusive membership groups on Facebook that joy point millionaires are invited to join. 

However, it is also generally accepted by the WeTopia game community that it takes 

many millions of joy points to fund any one campaign as becomes apparent as players 

donate to the same campaigns for weeks or months at a time but see only small gains 

toward the overall campaign goal each week. These real world differences are actual 

donations of food and clothing (Hernandez, 2012) to various needful areas of the United 

States, Haiti and Africa. They are chronicled through the in-game Reel World Theater's 

pictures and videos as well as on the WeTopia Facebook page. 
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The aesthetic style of the game can be described as ‘chibi’ sweet using 

characters with oversized heads and vibrant colors as shown in Figure 2-1. The upper 

portion of the game screen has various gauges and heads-up displays which indicate 

the player’s current levels and meters. Above the gauges and meters are seven tabs 

which provide the player with links to interact, communicate and/or find additional 

information about the game, the causes and the community. The “real impact” tab takes 

players to a map which not only highlights the areas of the world that have been 

positively affected by WeTopia but also provides an on-going tally of the type of 

donations which have been given to these areas on behalf of all WeTopia players.  

Four of the remaining tabs are social in nature and allow the player to send gifts, 

invite friends, access the community message boards, and review requests for 

assistance from other friends. The lower portion of the game screen displays all of the 

player’s neighbors (or friends in their social network whom they can target to join 

WeTopia) as well as links to perform additional actions such as visiting a neighbor’s 

WeTopia community. Easy access buttons are located on the bottom right of the 

screen. These buttons give players access to edit their community layout, donate joy, 

buy things at the market or recall items from storage. The left side of the screen lists all 

of the available quests which can be completed for more joy, items and/or experience 

points. Finally, the right side of the screen is used to highlight specific campaigns and 

limited time offers currently available to all game players. 

Both experience and joy have attainable levels associated with them. Experience 

levels are based on the tasks performed in the game (harvesting and collecting) while 

joy levels are associated with the amount of joy given to charitable projects. Each level 



 

34 

of joy is associated with a positive nickname (e.g. caregiver or joy champion) and 

players are given a reward for attaining each level. Currently, the highest level of joy 

attainable is level 50 but players may continue to give joy to charitable projects after 

reaching this level. To encourage frequent and continued giving, WeTopia also offers 

special project buildings, as shown in Figure 2-3, for each milestone a player meets (1k, 

5k, 10k, 25k and 50k) in donating joy points to a single organization. The player can 

track his/her joy points through their joy meter which not only displays the amount of joy 

currently accumulated but also the amount of joy the player has donated over time. Joy 

points are donated virtually through the game interface by each player after they have 

selected which charity(ies) to support. Energy is also tracked through a meter at the top 

of the screen and one energy point (which may be used to perform the action of 

harvesting and collecting goodwill from buildings and crops) is freely given to the player 

every five minutes. Players may add more goodwill (increasing game currency) or 

energy points (extending game play) by purchasing these items in the market using 

Facebook credits. Facebook credits can be purchased with real money through 

Facebook or earned by watching video advertisements. 

Information sharing opportunities are provided both in-game and through the 

WeTopia Facebook page. Posts regarding the latest social good agencies to partner 

with WeTopia and the real-world impact of the game players’ efforts are typically shared 

through the WeTopia Facebook page and re-shared by page members and players 

using the functions built into Facebook posts. Players are able to send items and visit 

friends within the game, but sharing information among game players and page 

members is most often encouraged through the Facebook page.  
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Throughout the game, players are encouraged to recruit others to join and learn 

more about the causes and charities that WeTopia supports. Figure 2-4 gives an 

example of a charity information window in WeTopia. A highlight video for each active 

charity is also available at the in-game theater. Each video includes the option to share 

this information with others in one's Facebook network which enables players to 

become active stewards of the social causes as well. Additional posts from the WeTopia 

Facebook page regarding social good achievements, news and game information may 

also show up in a community member's Facebook news feed. All of this works together 

to tell a compelling story of the good that has been or will be achieved through playing 

the game, informing others about the campaign and donating joy or purchasing in-game 

items. Interestingly, the developers of WeTopia have disclosed a preference in their 

solicitation for charitable partners or projects which excel at storytelling through photos, 

videos, and social media (Sojo about.). This storytelling factor may be one of the 

greatest differences between humanitarian websites and SGNs. Both humanitarian 

websites and SGNs can bolster a continuous two-way dialog and provide a multimedia 

experience. However, a SGN is especially good at telling the story of the relationship 

between its members and the charitable which is constantly being cultivated and spun 

into an ongoing and interactive story line. 

WeTopia is developed by Sojo Studios and operates in many of the same ways 

that other social network games function. Sojo Studios is a for-profit, privately-held 

company that generates revenue from advertisers and the sale of virtual goods within 

the game and from other digital platforms. A detailed breakdown of the company’s 

revenue stream is not publicly available. However, WeTopia and Sojo Studios have 
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publicly claimed that WeTopia gives 50 percent of its profit to its nonprofit partners and 

no less than 20 percent of its revenue (Ramos, 2011). As is common with the rapid 

pace of digital development, Sojo Studios has recently ventured into a new business 

model where players now sign up to a larger "SojoGivingplace" community outside of 

Facebook. Players may still accumulate joy points in the WeTopia game on Facebook, 

but now players can deposit their joy points for "Sojo" points at the "SojoGivingplace." 

Players can then use those Sojo points to donate to charities through their 

“SojoGivingplace” account. The money collected in the "SojoGivingplace" can also 

come from sites and streams thus removing Facebook as an intermediary platform. 

Although the revenue models for Sojo Studios and WeTopia are not publicly 

available, all of the causes and campaigns in the game are ostensibly linked to not-for-

profit organizations helping children. The altruistic lure of helping children by playing a 

game is apparently appealing to humanitarian celebrities as well. Both Ellen DeGeneres 

(Heinz, 2011) and Justin Bieber (JustinBieber, 2011) have publicly supported WeTopia. 

Ellen DeGeneres has even offered to become virtual friends with other WeTopia 

players. In connection with the support provided by Ellen, limited-time, in-game items 

have been created with special “Ellen” branding and/or meaning (Figure 2-5). 

WeTopia is not the first or the only game for social good (Table 2-2). In addition 

to real world philanthropic impacts like those found in WeTopia, other games for good 

include games which have been used to understand infectious disease control (Plenda, 

2011) and ones used to restructure civic participation (Kahne, Middaugh, & Evans, 

2006). A larger “Games For Change” movement encompasses these games for social 

good, all of which support the hope that games, gamers and game communities can 



 

37 

make positive differences in society. Researchers like Jane McGonigal believe that 

games can save the world (McGonigal, 2011) and others such as Ian Bogost believe in 

the persuasive nature of games to change the rhetoric of the players’ experience both 

inside and outside of the game environment (Bogost, 2007). The “Games For Change” 

movement highlights games which do good in the world in order to breakdown the 

ideological frame of games as only entertainment machines.  

Uses and Gratifications Applied 

Information seeking: Facebook has been considered a busy and opaque 

social-information system (Baresch, Knight, Harp, & Yaschur, 2011). According to a 

Pew Internet and American Life Project poll (Purcell, Rainie, Mitchell, Rosenstiel, & 

Olmstead, 2010), “people use their social networks and social technologies to filter, 

assess, and react to news” (p.2) with 51 percent of those surveyed getting their news 

from another individual or organization on a SNS like Facebook.  

Users are not just interested in consuming media from multiple sources but may 

also share the media which they find in their SNS’s news stream, thus making 

themselves conduits for information. The role of gate keeping is shifting from the 

professional media organizations to peer groups via the tried and true method of word-

of-mouth (or word-of-mouse as the case may be). The news consumer who has 

accounts on Facebook and Twitter subsequently has access to a news alert system 

which constantly receives information and makes it easy to pass information along. A 

striking “75 percent” of the respondents surveyed in the Pew Internet and American Life 

Project poll “get news forwarded through email or posts on social networking sites” (p.4) 

and the flow of information continues to snowball as a majority (52 percent) will share 

news and information links on their wall or timeline as well (Purcell et al., 2010). These 
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emergent news consumption strategies empower users to read and share information 

they feel is relevant, valuable, entertaining and/or insightful. In the new media 

landscape, a Facebook user has access to an anytime, anywhere, personalized news 

alert system. Thus the WeTopia game and its Facebook community can serve as a de 

facto news service for their community members.  

Interestingly, this appears to be the direction in which exposure to news and 

information is already progressing. According to a New York Times article (Stelter, 

2008), the “social media generation” expects multiple streams of news following them 

through any device that is handy and connected to the internet. In this sense the 

individual is increasingly relying on the serendipity of their connections to keep them 

informed as well as the rationalized decisions they make as to which news items to 

consume and engage with. They follow posts and links suggested by their network in 

their news feeds from friends and communities like WeTopia. As one unnamed college 

student in the New York Times article (Stelter, 2008) states, “If the news is that 

important, it will find me.” Based on the inherent news stream available in Facebook and 

the WeTopia page’s direct connection with its members’ walls or timelines, the following 

hypothesis is offered: 

H8: Members of the WeTopia Facebook community for social good will report 
information seeking as their primary motivation for liking the page. 
 
Entertainment: According to Hou (2011), “respondents played social [network] 

games more frequently and became more engaged in different kinds of game activities 

for the purpose of diversion” (Discussion and conclusions section, para. 2). Although 

Hou (2011) found that diversion was a good predictor for the frequency of game play, 

the research also showed that diversion was not a good indicator for duration of game 
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play. This could mean that an individual may play social network games, like WeTopia, 

as a form of entertainment, relaxation or escape from boredom but that the need for 

diversion may be fulfilled in a short period of time. 

Entertainment as motivation for media use is as old as the U&G approach itself 

(Katz, 1959) and seems an especially appropriate gratification to attribute to game play. 

Taking the results from Hou (2011) into consideration, this research hypothesizes that 

the frequency of game play will be positively correlated to a psychological need to play 

games for entertainment.  

H9: WeTopia game players will report entertainment as their primary motivation 
for playing the WeTopia game. 
 
H10: The frequency of game play will be positively correlated to an entertainment 
gratification. 
 
The idea here is that if the game were not fun, then players would likely not 

return to the game even if returning meant an increase in social good. Although an 

entertainment motivation may be positively linked to social network activity, it is an 

unlikely motivation for liking a Facebook page as the entertainment value of a social 

good Facebook page may be limited by the seriousness of its subject matter (which in 

this case are needy children). However, the fact that the WeTopia page is connected to 

a social network game is reason enough to include this as a possible motivation since 

content regarding entertaining features of gameplay may also be included in news feed 

posts.  

Community building: This motivation involves social interaction, community 

building and the development of support systems. The need for community building was 
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investigated by Hou (2011), who found that “social interaction predicted both frequency 

and duration” (Discussion and conclusions section, para. 4) of game play. 

Social capital is the value an individual may place on the social ties of his/her 

network. An individual may like a Facebook page in order to increase one’s social 

network or social support system and thus increase one’s social capital. Based on the 

responses to their survey of social activity on Facebook, Papacharissi and Mendelson 

(2011) found that time spent online in these social networks allows one to “maintain or 

increase their level of social connectivity” (p.17). According to Joinson (2008), “enabling 

Facebook users who are not currently linked to friends to view personal aspects of 

one’s profile may also be a strategy to increase the size of one’s social network” 

(p.1028). Based on this research, we propose the following hypotheses. 

H11: The frequency of game play will be positively correlated to a community 
building gratification. 
 
H12: The duration of game play will be positively correlated to an individual’s 
need for community building. 
 
In playing the WeTopia game, players may be using an unconventional media 

channel to increase their social network, social capital and social support system. This 

is evidenced in the finding that a large majority (91 percent) of visitors to the Facebook 

“causes” application (a social application integrated into Facebook which connects 

people with social good groups or pages) have recruited others (Branston & Bush, 

2010) to join the application network.  

Both bridging (inter-network) and bonding (intra-network) social capital have 

been found to be a use and benefit of increasing the size of one’s social network 

(Putnam, 2000). Papacharissi and Mendelson (2011) also found a significant 
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relationship between bridging social capital and relaxing entertainment as well as 

expressive information sharing in the motivation to use Facebook. Eighty-six percent of 

the respondents in the Branston and Bush (2010) survey indicated agreement or strong 

agreement that SGNs make them “feel that they are part of a larger effort to influence 

positive social change” (p.9). This exchange relationship is part of a larger communal 

relationship which is kept active and engaging through the development of social capital 

and can be classified under the umbrella gratification category of community building. 

H13: WeTopia Facebook page members are likely to report community building 
as a motivation for liking the WeTopia Facebook page more so than other 
motivations. 
 
Social identity: Social identity theory is governed by the idea that group 

categorization, and by extension individual social categorization, is facilitated by in-

group and out-group comparisons. This is important within the context of this study 

because group and individual categorization is a customary occurrence in Facebook 

through interaction within and between liked pages or groups. Tajfel and Turner (1986) 

first formally postulated social identity theory in response to research methods which 

they felt were too institutionalized and explicit to truly reflect the natural phenomena 

occurring when a group was in conflict. Specifically, Tajfel and Turner raised objections 

against earlier studies (Sherif, 1956) which claimed that the mere presence of in-groups 

and out-groups caused competition and intergroup hostility. Tajfel and Turner added 

depth by introducing the impact of psychosocial variables and proposing that these 

variables were especially relevant for in-group and out-group members who experience 

implicit conflict as part of their group membership. 
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According to Tajfel and Turner (1986), group members engage in a cognitive 

process of categorizing their membership and forming their social identity. The group 

membership may be viewed as a positive or a negative to the individual’s social identity 

depending on the group’s salience in the mind of the member. It is this cognitive 

process of weighing the group’s social capital against an individual’s social identity that 

may have the most influence on the individual’s behavior. Tajfel and Turner (1986) go 

on to say that “this positive social identity is based to a large extent on favorable 

comparisons” (p.7) and when “unsatisfactory” comparisons arise, the individual will 

attempt to leave the group or make the group more positively distinctive in their mind. 

To achieve positive distinctiveness, the group member may have to mentally adjust their 

frame of reference from individual distinctiveness to collective distinctiveness and 

identify the group as a positive aspect of oneself (Turner, Brown, & Tajfel, 1979). As 

Turner (1982) later states, “what matters is how we perceive and define ourselves and 

not how we feel about others” (p.16). 

The blending of theories from mass media and social group psychology has 

encouraged the concept of “social identity” as a categorical unit within the U&G 

framework (Harwood, 1999). Identity within the context of U&G has been explored by 

uses and gratifications scholars such as Blumler as early as 1979 who went on to more 

directly explore the concept of social identity again in 1985. More recently, Cheung, 

Chiu and Lee (2011) found that social factors had the most impact as motivations for 

using a social network. Additional results found no significant relationship between 

social identity and social network membership and attributed this to the “numbers of 

communities the users have joined” (Cheung et al., 2011). 
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The careful cultivation of one’s cultural objects on Facebook (i.e. liking a 

Facebook page) can directly affect social identity since social identity theory posits that 

individuals’ identities are major factors in determining group membership (Hogg & Reid, 

2006). Characteristically, members may be influenced by their need to self-categorize 

their identity. This would indicate that an individual may like a Facebook page in order to 

positively affect their social identity by categorizing themselves within a positively 

distinctive social group. Individuals may also project the meaning of liking a page into 

their personal value system. This projection of meaning may act as a reinforcement of 

common social values (Katz et al., 1974) such as the value of helping the 

disadvantaged or less fortunate and may also bend the common into new forms such as 

the general acceptance of online philanthropy. In their study of sociability and social 

oriented activity on Facebook, Papacharissi and Mendelson (2011) found that these 

platforms “promote multimediated identity-driven performances that are crafted around 

the electronic mediation of social circles and status” (Chapter 12, para.1). According to 

Donath and Boyd (2004), “a public display of connections is an implicit verification of 

identity” (p.3) signaling the reliability of one’s identity to other connections in the 

network. Given the inherent social interaction among WeTopia game players, the 

following research questions will be investigated. 

RQ3: Will WeTopia Facebook page members report social identity as a likely 
motivation for liking the page? 
 
RQ4: Will WeTopia game players report social identity as a likely motivation for 
playing the game? 
 
Narcissism: In addition to studying two personal motivations (i.e. entertainment 

and information seeking) and two group motivations (i.e. social identity and community 
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building), narcissism was selected to represent a personal yet anti-social gratification 

dimension. The construct of narcissism within a uses and gratifications approach is 

especially interesting given the altruistic narcissists’ self-centered motivations when 

interacting with a SGN or a social game.  

Narcissism is traditionally studied as an antisocial personality trait and for the 

purposes of this research can be operationalized as describing a person’s belief in their 

grandiosity and superiority as well as their belief in their own entitlement. An often cited 

study of personality traits comes from Goldberg (1990), who applied an empirical 

method to determining an individual’s personality tendencies thus producing the “Big-

Five” personality factor inventory. However, the Big Five did not cover antisocial 

personality traits. These antisocial traits are more often identified as part of the dark 

triad (Paulhus & Williams, 2002) which includes narcissism, Machiavellianism and 

psychopathy and whose members share a “common core of disagreeableness” and 

whose concepts are generally studied outside of pro-social personality tests. 

The Narcissism Personality Index (NPI) is “the most widespread measure used 

by non-clinical researchers” (Ames, Rose, & Anderson, 2006) and the long form of the 

test (NPI-40) uses 40 bipolar statements to measure normal to borderline narcissistic 

personality traits (Raskin & Terry, 1988). A shorter test of 16 statements or the NPI-16 

(Ames et al., 2006) has been vetted by previous research as being an appropriate 

alternative for measuring narcissism and thus the NPI-16 will be used in this research. 

However, it is not a diagnostic tool to determine personality disorder and has been 

selected precisely for its validity outside of a clinical setting. This means that the NPI-16 

test will not determine if the respondent has a narcissistic personality disorder but will 
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instead give a measure of the respondent’s narcissistic personality traits or tendencies 

on an assumed spectrum. Scoring highly on the NPI-16 is neither good nor bad and 

should not mark the respondent as either a good or bad person. Those who scored 

higher on the NPI-16 test are said to have more narcissistic personality traits than those 

who score lower. The validity of measuring narcissistic traits using the NPI-40 and/or 

NPI-16 has been contested by some scientists and so interpreting it as any indication of 

a clinical measure is dubious. Interestingly, scoring highly on the NPI-16 has been 

found to predict higher levels of social activity in online communities (Buffardi & 

Campbell, 2008). Finally, and in light of the research on narcissism, the following 

research question will be investigated. 

RQ5: Do WeTopia game players or page members who present themselves as 
narcissistic on the Narcissistic Personality Inventory (NPI) reveal a preference for 
narcissism as a primary motivation for playing the game or liking the page? 
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Table 2-1.  Online social good networks 

Name Impact Launch 
Date 

URL 

Network for good $734 million in 
donations 

2001 Networkforgood.org 

Care2 21,146,223 members 1998 Care2.com 
Nabuur 29,700 registered 

volunteers 
2001 Nabuur.com 

Volunteer Match 6,524,376 volunteer 
referrals 

1998 Volunteermatch.org 

Do Something 300,000 members 1993 Dosomething.org 
Idealist $3.6 million revenue 

in 2011  
1995 Idealist.org 

One World 1.6 million webcast 
views 

1994 Oneworldgroup.org 

Change 20 million users 2007 Change.org 
Razoo $125,000,000 raised 2007 Razoo.com 
Facebook 1 billion users 2004 Facebook.com 
Six Degrees $5 million in 

donations 
2007 Sixdegrees.org 

Donor Rally $939,077 raised 
since 2010 

2004 Opensourcery.com/donor-
rally 

Indiegogo $200,000 raised for 
Hurricane Sandy 
victims 

2008 Indiegogo.com 

  
 

  

Table 2-2.  Online social good games 

Name Population Release 
Date 

URL 

A Better World  104,971 likes 2011 Facebook.com/abetterworld 
Food Force  425 likes 2011 Facebook.com/foodforce 
Half the Sky 

Movement: 
The Game 

405 likes 2013 Facebook.com/HalftheGam
e 

Lemonopoly 125 likes 2012 Facebook.com/Lemonopoly 
Raise the Village 40,000 registered 2012 Raisethevillage.com 
 

http://www1.networkforgood.org/�
http://www.care2.com/�
http://www.nabuur.com/�
http://www.volunteermatch.org/�
http://www.dosomething.org/�
http://www.idealist.org/�
http://oneworld.org/home�
http://www.change.org/�
http://www.razoo.com/�
https://www.facebook.com/�
http://www.sixdegrees.org/�
http://www.opensourcery.com/donor-rally�
http://www.opensourcery.com/donor-rally�
http://www.indiegogo.com/�
https://www.facebook.com/ABetterWorld�
https://www.facebook.com/FoodForce�
https://www.facebook.com/HalftheGame�
https://www.facebook.com/HalftheGame�
https://www.facebook.com/Lemonopoly�
http://www.raisethevillage.com/�
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Figure  2-1.  How joy works in WeTopia © 2013 Sojo 

 

Figure  2-2.  WeTopia game world © 2013 Sojo 
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 Figure 2-3. WeTopia special project buildings © 2013 Sojo 

 

Figure  2-4. WeTopia project information window with option to learn more © 2013 Sojo 

 

Figure  2-5. WeTopia celebrity endorsement and in-game item branding © 2013 Sojo 
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CHAPTER 3 
METHODOLOGY 

An online survey of adult respondents (N=205) was conducted from January 9 to 

February 15, 2013, using the Qualtrics™ online survey tool. Members of the WeTopia 

Facebook page were solicited through a link posted within the comments on the 

WeTopia Facebook page timeline as well as in posts on 10 additional WeTopia fan 

group pages. A list of the targeted pages may be found in Table 3-1. 

The comment and link contained standardized verbiage asking respondents to 

volunteer their time, with no compensation, to complete a self-administered online 

survey. In most cases, the ability to post on these group pages was limited to 

administrators and, as such, another group member may have had to post the exact 

verbiage on behalf of the researcher. The WeTopia group pages sampled were 

approached based on both the recommendation of a senior WeTopia staff member 

(Rougeux, January 8, 2013. Personal communication.) and through a key word search 

on Facebook of groups containing the word “WeTopia.” The group pages returned in the 

search were then separated based on membership size and all groups with 400+ 

members were approached. This membership size was selected in order to allow for a 

reasonable amount of groups to be represented. The membership size of all groups 

within the sample population may be found in Table 3-1.  

As a courtesy, group moderators and administrators were contacted prior to 

posting the survey link to the group’s Facebook. This was especially important in cases 

of closed group fan pages where only members can post and respond to content on the 

group’s Facebook page.  
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Surveys are an effective tool for U&G research which examines the individual 

motivations and gratifications sought in personal media use. Online surveys have 

become more prevalent in recent years and are particularly suited for this study due to 

their relative ease of access for “online individuals in distant locations, the ability to 

reach difficult to contact participants, and the convenience of having automated data 

collection,” (Introduction section, para.2) all of which “reduces researcher time and 

effort.” Self-selection bias may have occurred as a result of being a voluntary sample, 

but no link to causation is made in this research, therefore the risks of this bias are 

minimal. Although there may be differences between those people who chose to take 

the survey and those who did not, the researcher feels that the best possible sample of 

a general population of WeTopia page members and players (available at this time) has 

been approached. 

Questions screened participants who have previously played WeTopia and/or 

have "Liked" the WeTopia Facebook page. Survey logic was used in order to 

accommodate a variety of player and non-player types and to reduce the time needed 

to complete the survey. Modified scales (Blumler, 1979; Branston& Bush, 2010; Hou, 

2011) were used to measure expected gratifications, frequency and duration. Additional 

information, including a list of survey questions, can be found in Appendix A. A list of all 

independent and dependent variables is available in Table 3-2 for reference. 

Population and Sample 

The target population for this research is WeTopia game players and page 

members 18 years of age and older and, as of February 15, 2013, the number of 

WeTopia game players exceeds 2.5 million (Rougeux, January 8, 2013. Personal 

communication.) and the number of WeTopia page members is 153,159.  
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As a non-probability indicator of the target population, a snowball sample of 205 

respondents was used for data analysis. Although the research began as a purposive 

sample, during the course of the data collection period at least one volunteer is known 

to have “shared” the survey link to individuals ostensibly outside of the target 

population. Due to the uncontrollable nature of some hyperlinked surveys in online 

media research and given the action of this respondent, this survey sample is most 

adequately labeled as a snowball sample.  

Sample Demographics 

A majority (71 percent) of the total 205 respondents claimed residency in the 

United States (N=145). Twelve percent resided in Canada (N=24) while the remainder 

of the respondents resided in other parts of the globe including Australia (N=5), United 

Kingdom (N=7), South Africa (N=3), Germany (N=1), India (N=1), Ireland (N=1), 

Malaysia (N=1), Netherlands (N=1) and Sweden (N=1). Respondents ranged in age 

from 18-70 years of age with the majority, 37 percent, falling into the 46-55 (N=75) age 

range. Another majority of the respondents were college educated with 33 percent 

(N=68) receiving some college education, 20 percent (N=41) receiving a bachelor’s 

degree, 11 percent (N=22) receiving an associate’s degree, six percent (N=13) 

receiving a master’s degree and three percent (N=7) receiving a doctorate or 

professional degree. Altogether, 74 percent of the sample were college educated adult 

respondents (N=151). Additionally, a striking majority, 85 percent, of respondents 

(N=174) marked their race as white and, although many (27 percent) preferred to not 

indicate their income, 16 percent of the respondents indicated that they made between 

$50,000 and $74,999 dollars annually with 14 percent of the respondents making less 
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than $15,000 in household income. Additional demographic information may be found in 

Table 3-3. 

Measurement Instruments 

Narcissism: The Narcissism Personality Index (NPI) is “the most widespread 

measure used by non-clinical researchers” (Ames, Rose, & Anderson, 2006). The NPI-

16 (Ames et al., 2006) has been vetted by previous research as being an appropriate 

alternative for measuring narcissism and is being used in its entirety within the current 

survey tool.  

Participants were asked to choose the one statement from each bipolar pair (a 

total of 16 statements) which they most agreed with (even if it was not a perfect fit). The 

pair order was randomized so that participants could not easily detect a pattern. A key 

for the 16 statements may be found in Table 3-4. Scoring was completed by computing 

the proportion of responses consistent with narcissism. 

 Engagement: A new measurement instrument is also being introduced through 

this research. Using frequency and duration of page visits (exposure), as well as page 

member status (attitude) and the likelihood to share or post content (appreciation and 

emotional response), along with the likelihood to recruit others to the page (behavioral 

response), this research will present a robust measure of WeTopia page members’ 

engagement levels. 

Although the often cited “mantra” of the uses and gratifications approach directly 

mentions engagement in reference to “differential patterns of media exposure (or 

engagement in other activities)” (Katz, Blumler, & Gurevitch, 1973), the connotation of 

engagement in this context implies a simple act of exposure. However, the additional 

proposed engagement measure will add complexity beyond exposure data to create a 
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richer composite scale. This scale is calculated by reducing each mapped approach into 

three universal levels: low, medium and high. For example, the measure of frequency 

was reduced to low (monthly or more), medium (weekly) and high (daily). Duration was 

reduced to low (15 minutes or less), medium (15 minutes to 1 hour) and high (more than 

1 hour). Likelihood of sharing or reposting information was reduced to low (unlikely), 

medium (neither likely nor unlikely) and high (likely). Likelihood of recruiting was 

reduced to low (unlikely), medium (neither likely nor unlikely) and high (likely). And, 

finally, page member status was modified to fit using low (not a page member), medium 

(undecided), and high (page member). 

Restating the above into a calculable statement, we have the following composite 

Facebook engagement measure where  

[Exposure ([frequency + duration]/2) + Appreciation and Emotional Response 

(likelihood of sharing information) + Attitude (page member status) + Behavioral 

Response (likelihood to recruit to others)]/4 

Analysis using this proposed composite engagement measure may be found in 

the results and discussion sections of this research. 
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Table 3-1.  Targeted Group/Page List 

Group URL Post Dates 
Group 
Type 

No. Group Members 
(taken February 15) 

WeTopia Official  
https://www.facebook.com/WeTopiaOfficial 

01/09, 01/10, 01/24,  
02/05, 02/07, 02/09,  
02/11, 02/14, 02/15 

N/A 153,159 

WeTopia Meet and Greet Fan Club 
https://www.facebook.com/groups/Wetopiafriends/ 

01/17 Open 4,063 

WeTopian Warriors 
https://www.facebook.com/groups/wetopianwarriors/ 

01/22 Closed 1,924 

WeTopia Joy Givers 
https://www.facebook.com/groups/112837178846459/ 

01/16 Open 761 

WeTopia Angels of Joy 
https://www.facebook.com/groups/WeTopiaAngelsofJo
y/ 

01/22 Closed 493 

WeTopia Helping Hands 
https://www.facebook.com/groups/300890103349657/ 

01/22 Closed 445 

WeTopia’s Joyful Millionaires 
https://www.facebook.com/groups/WeTopiaJoyMillionai
res/ 

02/06 Closed 577 

WeTopia Energy Help 
https://www.facebook.com/groups/307954795917422/ 

02/02 Open 496 

Fix “WeTopia” For Locked Out Players! 
https://www.facebook.com/groups/387134384703038/ 

02/05 Open 429 

WeTopia Friends 
https://www.facebook.com/groups/170894573016385/ 

02/06 Closed 518 

WeTopia friends helping the world 
https://www.facebook.com/groups/159693474145264/ 

02/06 Open 1,478 

    
 
  

https://www.facebook.com/WeTopiaOfficial�
https://www.facebook.com/groups/Wetopiafriends/�
https://www.facebook.com/groups/wetopianwarriors/�
https://www.facebook.com/groups/112837178846459/�
https://www.facebook.com/groups/WeTopiaAngelsofJoy/�
https://www.facebook.com/groups/WeTopiaAngelsofJoy/�
https://www.facebook.com/groups/300890103349657/�
https://www.facebook.com/groups/WeTopiaJoyMillionaires/�
https://www.facebook.com/groups/WeTopiaJoyMillionaires/�
https://www.facebook.com/groups/307954795917422/�
https://www.facebook.com/groups/387134384703038/�
https://www.facebook.com/groups/170894573016385/�
https://www.facebook.com/groups/159693474145264/�
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Table 3-2.  Independent and dependent variable list 

Variable Name Type 
Related Hypotheses and/or 
Research Questions Level 

Gender IV H1,5 Nominal 
Game player (status) IV H1,3,9; RQ1,2,4 Nominal 
Page member (status) IV H2,5,7,8,13; RQ2,3 Nominal 
Page recruiting likeliness DV H2 Ordinal 
Game recruiting likeliness DV H3 Ordinal 
Game play frequency DV H4a,4b,10,11 Interval 
Game play duration DV H4a,12 Interval 
Time since first game play IV H4,4b Interval 
Time since first liking page IV H6,6b Interval 
Page visit frequency DV H6a, 6b Interval 
Page visit duration DV H6a Interval 
Membership with another SGN DV H7 Nominal 
Page like motivation: info seeking DV H8 Ordinal 
Game play motivation: entertainment DV H9, H10 Ordinal 
Game play motivation: community building DV H11,12 Ordinal 
Page like motivation: community building DV H13 Ordinal 
Page like motivation: social identity DV RQ3 Ordinal 
Game play motivation: social identity DV RQ4 Ordinal 
Game play is like volunteering  DV RQ1 Ordinal 
Game play is like donating  DV RQ1 Ordinal 
Likeliness of WeTopia information repost DV RQ2 Ordinal 
Frequency of WeTopia information repost DV RQ2 Ordinal 
NPI scale  DV RQ5 Nominal 
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Table 3-3.  Demographic data 

Variable Level N 
Age 51-55 47 
 46-50 28 
 56-60 26 
 41-45 24 
 61-65 17 
 36-40 14 
 No Answer 13 
 26-30 11 
 31-35 11 
 21-25 7 
 66-70 5 
 18-20 2 
Hispanic, Latino or Spanish origin No 180 
 No Answer 13 
 Yes 7 
 Prefer to not say 5 
Race White  174 
 No Answer 13 
 Prefer to not say 5 
 Two or more races 4 
 Some other race 3 
 American Indian or Alaska Native 2 
 Black, African American, or Negro 1 
 Asian Indian 1 
 Chinese 1 
 Other Asian 1 
Education Level Completed Some college 68 
 Bachelor’s degree 41 
 High school degree / GED 32 
 Associate degree 22 
 No Answer 13 
 Masters degree 13 
 Doctoral degree 5 
 Prefer to not say 5 
 Less than high school 4 
 Professional degree (e.g. JD, MD) 2 
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Table 3-3.  Continued   
Variable Level N 
Income level Prefer to not say 55 
 $50,000-$74,999 33 
 Under $15,000 28 
 $35,000-$49,999 23 
 $15,001-$24,999 17 
 $75,000-$99,999 14 
 No Answer 13 
 $25,000-$34,999 12 
 $100,000 or more 10 
Country of residence United States 145 
 Canada 24 
 No Answer 14 
 United Kingdom 7 
 Australia 5 
 South Africa 3 
 Germany 1 
 India 1 
 Ireland 1 
 Malaysia 1 
 Netherlands 1 
 New Zealand 1 
 Sweden 1 
 

Table 3-4.  NPI-16 Key 

Pair Narcissistic response Non-narcissistic response 
1 I know that I am good because 

everybody keeps telling me so. 
When people compliment me I 
sometimes get embarrassed. 

2 I like to be the center of attention.  I prefer to blend in with the crowd. 
3 I think I am a special person. I am no better or no worse than most 

people.  
4 I like having authority over people. I don’t mind following orders. 
5 I find it easy to manipulate people. I don’t like it when I find myself 

manipulating people. 
6 I insist upon getting the respect that is 

due me. 
I usually get the respect that I 
deserve. 

7 I am apt to show off if I get the chance. I try not to be a show off. 
8 I always know what I am doing. Sometimes I am not sure of what I 

am doing. 
9 Everybody likes to hear my stories. Sometimes I tell good stories. 
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Table 3-4.  Continued 
Pair Narcissistic response Non-narcissistic response 
10 I expect a great deal from other people. I like to do things for other people. 
11 I really like to be the center of attention. It makes me uncomfortable to be the 

center of attention. 
12 People always seem to recognize my 

authority. 
Being an authority doesn’t mean that 
much to me. 

13 I am going to be a great person. I hope I am going to be successful. 
14 I can make anybody believe anything I 

want them to. 
People sometimes believe what I tell 
them. 

15 I am more capable than other people. There is a lot that I can learn from 
other people. 

16 I am an extraordinary person.  I am much like everybody else 
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CHAPTER 4 
RESULTS AND ANALYSIS 

This section presents the results and analysis of the study. Each hypothesis and 

research question has been restated for convenience. 

H1: A majority of WeTopia game players will be female. A total of 189 eligible 

responses (i.e. those who have played the WeTopia game for at least 15 minutes) were 

analyzed, indicating 93.7 percent (N=177) of the game players were female and 6.3 

percent (N=12) were male (Figure 4-1). These results support this hypothesis indicating 

that females comprise a majority of WeTopia game players. 

H2: WeTopia Facebook page members are more likely than unlikely to 

recruit others to “Like” the official WeTopia Facebook page. Descriptive statistics 

were used to determine if WeTopia Facebook page members were likely to recruit 

others to “Like” the official WeTopia Facebook page. A total of 193 respondents 

indicated that they have liked or will like the WeTopia Facebook page. More 

respondents indicated that they are somewhat likely (24.4 percent) or very likely (23.3 

percent) to recruit others to “Like” the WeTopia Facebook page than were unlikely (10.9 

percent) or very unlikely (21.2 percent). Another 20.2 percent (N=52) were neither likely 

nor unlikely to recruit others to “Like” the WeTopia Facebook page (Figure 4-6). These 

results support this hypothesis indicating that WeTopia Facebook page members are 

more likely to recruit others to “Like” the official WeTopia Facebook page. 

H3: WeTopia Facebook game players are more likely than unlikely to recruit 

others to play the WeTopia game. Descriptive statistics were used to determine 

whether WeTopia game players were more likely than unlikely to recruit others to play 

the WeTopia game. Of the 186 respondents who indicated that they have played the 



 

60 

WeTopia game for at least 15 minutes, 31.2 percent are somewhat likely (N=58) and 

another 31.2 percent very likely (N=58) to recruit others to play the WeTopia Facebook 

game. Another 20.4 percent (N=38) were neither likely nor unlikely, 7.5 percent were 

somewhat unlikely (N=14) and 9.7 percent were very unlikely (N=18) to recruit others to 

play the game (Figure 4-7). This hypothesis was supported indicating WeTopia 

Facebook game players are more likely than unlikely to recruit others to play the 

WeTopia game. 

H4: Engagement through exposure will be positively correlated to amount 

of time committed since first game played. Based on the data analysis presented 

below, this hypothesis was partially supported. 

H4a: Length of time since first game play will be positively correlated to 

frequency of game play sessions. An ANOVA was conducted to determine if length of 

time since first game play correlated to the frequency of game play sessions. An 

ANOVA was the most appropriate measure due to its examination of group differences. 

Respondents who indicated that they have not played the WeTopia game for at least 15 

minutes were excluded from analysis. The results of the analysis were not significant 

with F(4, 186)=.1.72, p=.148 and this hypothesis was not supported. 

H4b: Length of time since first game play will be positively correlated to 

duration of game play sessions. An ANOVA was conducted to determine if length of 

time since first game play correlated to the duration of game play sessions. 

Respondents who indicated that they have not played the WeTopia game for at least 15 

minutes were excluded from analysis. Game play investment period and game play 

duration were recoded to match directional order. A respondent who has been playing 
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the game for 10 or more months (game play investment period) is represented by an 

eight and a respondent who has been playing the game for 3-4 weeks is represented by 

a four; no responses with a game play investment period less than 3-4 weeks were 

eligible for this analysis. A respondent who plays the game for less than 10 minutes 

each session was coded as a two and a respondent who played the game for one to 

two hours was coded as a six; no responses were eligible with durations above 2 hours. 

A significant effect of time since first game play on duration of game play sessions was 

found with F(4,186)=2.88, p<.05 (Figure 4-8). Additionally, responses indicated that 51 

percent (N=104) of game players were of the long duration type (one to two hours per 

session). Based on the results outlined above, this hypothesis was supported. 

H5: A majority of WeTopia Facebook page members will be female. A total 

of 180 eligible respondents (i.e. those who like or plan to like the WeTopia Facebook 

page) were analyzed, indicating that 93.9 percent (N=169) were female and 6.1 percent 

(N=11) were male (Figure 4-9).These results support this hypothesis indicating that 

females make up a majority of WeTopia page members. 

H6: Engagement through exposure will be positively correlated to amount 

of time committed since first joining the WeTopia SGN. This hypothesis was not 

supported and will be explored through the two sub-hypotheses below.  

H6a: Length of time invested in the social good network will be positively 

correlated to frequency of page visits. An ANOVA was conducted to determine if 

length of time since first liking the WeTopia Facebook page correlated to the frequency 

of page visits. Respondents who indicated that they were undecided, did not currently 

like, were not members of, or did not plan to like the WeTopia Facebook page were 
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excluded from analysis. The assumption of equal variances was not met for this 

analysis and the analysis was not significant with F(6,189)=.916, p=.485. This 

hypothesis was not supported.  

H6b: Length of time invested in SGN will be positively correlated to 

duration of SGN page visit session. An ANOVA was conducted to determine if length 

of time since first liking the WeTopia Facebook page correlated to the duration of the 

SGN participation. Respondents who indicated that they have never visited the 

WeTopia Facebook page were excluded from analysis. The results of the analysis were 

not significant with F(6,189) =1.194, p=.311 and this hypothesis was not supported. 

H7: WeTopia Facebook page members are likely to be members of another 

social good page on Facebook. Descriptive statistics were used to determine whether 

WeTopia Facebook page members were likely to be members of another social good 

page on Facebook. Respondents who were not members or were undecided about 

membership with the WeTopia Facebook page were not included in the analysis. A total 

of 193 respondents were analyzed and findings reveal that 73 percent (N=141) are 

members of a second group for social good. These results support this hypothesis 

indicating that a majority of WeTopia page members also belong to a second SGN on 

Facebook. 

H8: Members of the WeTopia Facebook community for social good will 

report information seeking as their primary motivation for liking the page. The 

Cronbach’s alpha value for the five gratification categories was calculated and results 

are listed in Table 4-2. As the Cronbach’s alpha value for all gratification levels was 

above an appropriate level (i.e. greater than.89), the four levels were collapsed into a 
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single category measure with those who scored nearest one being very unlikely to feel 

motivated to “Like” the page for the particular gratification and those with a score closer 

to 5 being more likely to feel that particular motivation for liking the WeTopia Facebook 

page. A table of means (Table 4-2) is provided for each information seeking level as 

well as the grand mean for the information seeking category and all other categories. 

Respondents who indicated that they did not like or plan to like the WeTopia Facebook 

page were excluded from analysis. Results show entertainment as the primary 

motivation for liking the WeTopia page (M=3.1792, SD=1.01032) and information 

seeking as a close secondary motivation (M=3.0159, SD=1.01413). These are followed 

by social identity (M=2.7066, SD=.97550), community building (M=2.5303, SD=.96269) 

and narcissism (M=1.9855, SD=1.00750) respectively (Table 4-4). This hypothesis was 

not supported. 

H9: WeTopia game players will report entertainment as their primary 

motivation for playing the WeTopia game. Collapsed game play gratification scores, 

as described in hypothesis eight, were used to determine the rank order of players’ 

game play motivations (Table 4-3). Respondents who indicated that they had not played 

the WeTopia game for at least 15 minutes were excluded from analysis. Results show 

entertainment as the primary motivation for playing the WeTopia game (M=3.8700, 

SD=.85595) and social identity as a secondary motivation (M=2.4557, SD=.06713). 

These are followed by community building (M=2.3114, SD=.96386), information seeking 

(M=2.1686, SD=1.01999) and narcissism (M=1.7057, SD=.89649) respectively (Table 

4-5). This hypothesis was supported. 
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H10: The frequency of game play will be positively correlated to an 

entertainment gratification. The collapsed game play gratification score for 

entertainment was calculated in hypothesis eight and reused in an ANOVA to test the 

effect of the entertainment gratification of game play on the frequency of game play 

sessions. Respondents who indicated that they had not played the WeTopia game for at 

least 15 minutes were excluded from analysis. No significant effect was found with 

F(1,181)=1.627, p=.204 and this hypothesis was not supported. 

H11: The frequency of game play will be positively correlated to a 

community building gratification. The collapsed game play gratification score for 

community building (calculated for hypothesis eight) was used to conduct this ANOVA. 

The ANOVA tested the frequency of game play sessions by the scaled indication of a 

community building gratification as motivation for game play. Respondents who 

indicated that they had not played the WeTopia game for at least 15 minutes were 

excluded from analysis. No significant effect was found with F(5,179)=1.954, p=.088 

and this hypothesis was not supported. 

H12: The duration of game play will be positively correlated to an 

individual’s need for community building. The collapsed game play gratification 

score for community building (calculated in hypothesis eight) were used to conduct this 

ANOVA. The ANOVA tested the effect of the community building motivation for game 

play by the duration of game play sessions. Respondents who indicated that they had 

not played the WeTopia game for at least 15 minutes were excluded from analysis. A 

significant effect of the community building motivation on duration of game play was 

found where F(5,180)=4.060, p<.05. As such, this hypothesis was supported. 
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H13: WeTopia Facebook page members are likely to report community 

building as a motivation for liking the WeTopia Facebook page more so than 

other motivations. Respondents who indicated that they did not like or plan to like the 

WeTopia Facebook page were excluded from analysis. Results show community 

building as a tertiary motivation (M=2.5303, SD=.96269) for liking the WeTopia 

Facebook page (Table 4-2). As described in the results for H8, entertainment was the 

primary motivation for liking the WeTopia page (M=3.1792, SD=1.01032) with 

information seeking coming in a close second for page like motivation (M=3.0159, 

1.01413). The two least likely motivations were social identity (M=2.7066, SD=.97550) 

and narcissism (M=1.9855, SD=1.00750) respectively. This hypothesis was not 

supported. 

RQ1: Do WeTopia game players believe they have (a) volunteered or (b) 

donated to these social good causes through playing the WeTopia game? A total 

of 192 responses were analyzed using descriptive statistics to determine whether 

WeTopia game players believed that they had volunteered or donated to social good 

causes through their game play. Responses revealed that (a) 43.2 percent (N=83) 

agreed and 24.5 percent (N=47) strongly agreed that playing the WeTopia game was 

just like volunteering their time to a worthy cause (Figure 4-15). Additionally, (b) 48.4 

percent (N=93) agreed and 27.1 percent (N=52) strongly agreed that playing the 

WeTopia game was just like donating to a social good cause (Figure 4-15).These 

results indicate that a majority of WeTopia game players believe they have volunteered 

their time and donated to a social good cause through their WeTopia game play. 
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RQ2: How likely are WeTopia Facebook page members or game players to 

share social cause posts from WeTopia? Descriptive statistics were used to 

determine whether WeTopia Facebook page members and/or game players were likely 

to share posts from WeTopia. Respondents who did not like or were undecided about 

liking the WeTopia Facebook page were not included. Out of 193 total respondents, 

24.4 percent (N=47) and 23.3 percent (N=45) of page members were likely or very likely 

(respectively) to share a post from WeTopia (Figure 4-16). Twenty-three percent (N=45) 

of the qualified game players (i.e. those who have played WeTopia for at least 15 

minutes) were somewhat likely and 22.3 percent (N=43) were very likely to repost 

content from the WeTopia Facebook page (Figure 4-16). Nearly 20 (19.79 percent) 

percent (N=38) of the game players and 20.2 percent (N=39) of the page members 

were neither likely nor unlikely to re-post WeTopia page content. Finally, 11.4 percent 

(N=22) and 23.3 percent (N=45) of the game players were somewhat unlikely or very 

unlikely (respectively) to repost content and 10.9 percent and 21.2 percent of the page 

members were somewhat unlikely or very unlikely (respectively) to repost content. 

Based on these findings, about half of the WeTopia Facebook page members and 

Game Players are likely to repost content from the WeTopia Facebook page.  

RQ3: Will WeTopia Facebook page members report social identity as a 

likely motivation for liking the page? Collapsed gratification categories calculated in 

hypothesis eight were used to determine Facebook page members’ agreement in 

reporting social identity as their motivating factor for liking the page. Respondents who 

indicated that they did not like or plan to like the WeTopia Facebook page were 

excluded from analysis. Results show entertainment was the primary motivation for 
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liking the WeTopia page (M=3.1792, SD=1.01032), with information seeking coming in a 

close second for page like motivation (M=3.0159, 1.01413). Community building 

(M=2.5303, SD=.96269), social identity (M=2.7066, SD=.97550) and narcissism 

(M=1.9855, SD=1.00750) were found to be motivators in that order as well (Table 4-2).  

RQ4: Will WeTopia game players report social identity as a likely 

motivation for playing the game? A total of 193 respondents were analyzed. 

Respondents who indicated that had not played the WeTopia game for at least 15 

minutes were excluded from analysis. Results show entertainment as the primary 

motivation for playing the WeTopia game (M=3.8700, SD=.85595) and social identity as 

a close secondary motivation (M=2.4557, SD=.06713). However, the mean of the social 

identity gratification is below three, indicating that respondents disagreed with the 

presumption that social identity was a motivating factor for game play. 

RQ5: Do WeTopia game players or page members who present themselves 

as narcissistic on the Narcissistic Personality Inventory (NPI) reveal a preference 

for narcissism as a primary motivation for playing the game or liking the page? 

The collapsed game play gratification score for narcissism (calculated in hypothesis 

eight) was used in the statistical analysis of this research question. The Cronbach’s 

alpha value for the NPI levels (Table 4-6) were all above .70 with the overall Cronbach’s 

alpha = .982. This allowed for the collapsing of all 16 pairs into a single narcissism 

measure. Those who scored nearest 1 demonstrated a closer affinity for narcissism and 

those with a score closer to 0 did not. Respondents who indicated that they did not like 

or plan to like the WeTopia Facebook page or who had not played the WeTopia game 

for at least 15 minutes were excluded from analysis. An ANOVA was then used to 
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compare the effect of game player (or page member) narcissistic personality inventory 

score on narcissism as a game play (or page “Like”) motivation. Results did not produce 

any significance with F(11,167) = .131, p=.341.The results for page member narcissism 

motivation score by narcissistic personality inventory score were also not significant with 

F(11,160) = 1.022, p=.430. 

Composite Facebook engagement measure: A total of 204 responses were 

analyzed. A composite ratio of exposure measures for engagement including duration 

(M=1.66) and frequency (M=2.25) were combined to produce a general exposure 

engagement score (M=1.95) for the WeTopia page audience. A richer composite 

measure was also produced using the proposed composite equation where the mean of 

the likelihood of sharing or reposting (M=2.11, capturing engagement via appreciation 

and emotional response) was added to the mean of the likelihood of recruiting (M=2.23, 

capturing engagement via audience behavior), which was added to both the mean of 

the page member status (M=2.92, capturing engagement via attitude) as well as the 

combined mean of the exposure measures (M=1.95) and then divided by the total 

number of approaches used (N=4) to get a composite Facebook engagement score of 

2.30 for WeTopia Facebook page members. 
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Table 4-1.  Descriptive statistics 
Variable Item Number of Cases Percentage 
Gender  Female 180 87.81% 
 Male 12 5.85% 
 No Answer 13 6.34% 
Page Membership Member 193 94.15% 
 Non-Member 5 2.44% 
 Undecided 7 3.41% 
Game Player Type Player 193 94.15% 
 Non-player 3 1.46% 
 No answer 9 4.39% 
 
Table 4-2.  Page “Like” gratification levels 
Variable Level N Mean S.D. Cronbach’s α 
Narcissism 173 1.9855 1.00750 1.00 
 I “Like” the WeTopia 

Facebook PAGE because 
it will attract my friends to 
view my status and my 
photos. 

 2.10 1.214 1.0 

 I “Like” the WeTopia 
Facebook PAGE because I 
will be able to let my 
friends know my updates. 

 2.36 1.320 1.0 

 I “Like” the WeTopia 
Facebook PAGE because I 
will be more popular 
among friends. 

 1.64 .982 1.0 

 I “Like” the WeTopia 
Facebook PAGE because 
my friends will think I am 
very active in a charitable 
group. 

 1.84 1.112 1.0 

Social Identity 173 2.7066 .97550 .988 
 I “Like” the WeTopia 

Facebook PAGE because 
it gives me support for my 
ideas. 

 2.57 1.330 .989 

 I “Like” the WeTopia 
Facebook PAGE because I 
will belong to the group. 

 2.76 1.371 .964 

 I “Like” the WeTopia 
Facebook PAGE because 
it will decrease the 
likelihood of being left out. 

 2.16 1.284 .989 
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Table 4-2.  Continued 
Variable Level N Mean S.D. Cronbach’s α  
Social Identity 173 2.7066 .97550 .988 
 WeTopia 

Facebook PAGE members 
are people like me. 

 3.33 1.157 .939 

Community Building 173 2.5303 .96269 .981 
 I “Like” the WeTopia 

Facebook PAGE because I 
will reconnect with people 
I’ve lost contact with. 

 1.83 1.059 .910 

 I “Like” the WeTopia 
Facebook PAGE because I 
will maintain relationships 
with people I may not get 
to see very often. 

 2.06 1.204 .957 

 I “Like” the WeTopia 
Facebook PAGE because I 
want to participate in 
discussions. 

 2.89 1.241 .957 

 I “Like” the WeTopia 
Facebook PAGE because 
it shows others 
encouragement. 

 3.35 1.242 .983 

Entertainment 173 3.1792 1.01032 .977 
 I “Like” the WeTopia 

Facebook PAGE because 
it is entertaining. 

 3.36 1.230 .930 

 I “Like” the WeTopia 
Facebook PAGE because 
it is enjoyable. 

 3.64 1.156 .980 

 I “Like” the WeTopia 
Facebook PAGE because 
it helps me to get away 
from everyday worries. 

 2.95 1.382 .955 

 Reading the WeTopia 
Facebook PAGE is a good 
way of passing the time 
when I have nothing better 
to do. 

 2.76 1.260 .907 

Information Seeking 173 3.0159 1.01413 .993 
 I “Like” the WeTopia 

Facebook PAGE because 
it is a new way to do 
research. 

 2.35 1.108 .944 
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Table 4-2.  Continued 
Variable Level N Mean S.D. Cronbach’s α  
Information Seeking 173 3.0159 1.01413 .993 
 I “Like” the WeTopia 

Facebook PAGE because 
it gives me a way to look 
for information. 

 3.23 1.249 .993 

 I “Like” the WeTopia 
Facebook PAGE because 
it gives me information to 
see what is out there. 

 3.15 1.285 .999 

 I “Like” the WeTopia 
Facebook PAGE because 
it provides me with 
information I am looking 
for. 

 3.34 1.213 .999 

 

Table 4-3.  Game play gratification levels 
Variable Level N Mean S.D. Cronbach’s α 
Narcissism 175 1.7057 .89649 1.00 
 I play the WeTopia 

Facebook GAME because 
it will attract my friends to 
view my status and my 
photos. 

 1.69 .934 1.00 

 I play the WeTopia 
Facebook GAME because 
I will be able to let my 
friends know my updates. 

 1.82 1.045 1.00 

 I play the WeTopia 
Facebook GAME because 
I will be more popular 
among friends. 

 1.59 .879 1.00 

 I play the WeTopia 
Facebook GAME because 
my friends will think I am 
very active in a charitable 
group. 

 1.73 .978 1.00 

Social Identity 175 2.4557 .88804 .979 
 I play the WeTopia 

Facebook GAME because 
it gives me support for my 
ideas. 

 2.33 1.260 .907 
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Table 4-3.  Continued 
Variable Level N Mean S.D. Cronbach’s α  
Social Identity 175 2.4557 .88804 .979 
 I play the WeTopia 

Facebook GAME because 
I will belong to the group. 

 2.27 1.223 .970 

 I play the WeTopia 
Facebook GAME because 
it will decrease the 
likelihood of being left out. 

 1.75 .985 .970 

 WeTopia 
Facebook GAME players 
are people like me. 

 3.48 1.098 .938 

Community Building 175 2.3114 .96386 .990 
 I play the WeTopia 

Facebook GAME because 
I will reconnect with 
people I’ve lost contact 
with. 

 1.77 .997 .958 

 I play the WeTopia 
Facebook GAME because 
I will maintain 
relationships with people I 
may not get to see very 
often. 

 1.94 1.148 .959 

 I play the WeTopia 
Facebook GAME because 
I want to participate in 
discussions. 

 2.27 1.205 .991 

 I play the WeTopia 
Facebook GAME because 
it provides 
encouragement to others. 

 3.26 1.316 .990 

Entertainment 175 3.8700 .85595 .981 
 I play the WeTopia 

Facebook GAME because 
it is entertaining. 

 4.07 .941 .950 

 I play the WeTopia 
Facebook GAME because 
it is enjoyable. 

 4.19 .869 .982 

 I play the WeTopia 
Facebook GAME because 
it helps me to get away 
from everyday worries. 

 3.59 1.246 .984 
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Table 4-3.  Continued 
Variable Level N Mean S.D. Cronbach’s α  
Entertainment 175 3.8700 .85595 .981 
 Playing the WeTopia 

Facebook GAME is a 
good way of passing the 
time when I have nothing 
better to do. 

 3.62 1.235 .893 

Information Seeking 175 2.1686 1.01999 .980 
 I play the WeTopia 

Facebook GAME because 
it is a new way to do 
research. 

 2.11 1.053 .972 

 I play the WeTopia 
Facebook GAME because 
it gives me a way to look 
for information. 

 2.12 1.095 .973 

 I play the WeTopia 
Facebook GAME because 
it gives me information to 
see what is out there. 

 2.23 1.157 .941 

 I play the WeTopia 
Facebook GAME because 
it shows me what society 
is like nowadays. 

 2.22 1.144 .917 

 

Table 4-4.  Collapsed and ranked page “Like” motivations 
Motivation Mean* S.D. 
Entertainment 3.18 1.01 
Information Seeking 3.02 1.01 
Social Identity 2.71 .98 
Community Building 2.53 .96 
Narcissistic Need 1.99 1.01 
*N=175; Scaled from 1 (very unlikely) to 5 (very likely).  
 

Table 4-5.  Collapsed and ranked game play motivations 
Motivation Mean* S.D. 
Entertainment 3.87 .86 
Social Identity 2.46 .89 
Community Building 2.31 .96 
Information Seeking 2.17 1.02 
Narcissistic Need 1.71 .90 
*N=175; Scaled from 1 (very unlikely) to 5 (very likely).  
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Table 4-6.  16-item Narcissism Personality Inventory 

Pair Narcissistic response Non-narcissistic response 
Cronbach’s 

alpha 
1 I know that I am good because 

everybody keeps telling me so. 
When people compliment me I 

sometimes get embarrassed. 
.963 

2 I like to be the center of 
attention. 

I prefer to blend in with the 
crowd. 

.963 

3 I think I am a special person. I am no better or worse than 
most people. 

.925 

4 I like having authority over 
people. 

I don’t mind following orders. .923 

5 I find it easy to manipulate 
people. 

I don’t like it when I can find 
myself manipulating people. 

.759 

6 I insist upon getting the respect 
that is due me. 

I usually get the respect that I 
deserve. 

.925 

7 I am apt to show off if I get the 
chance. 

I try not to be a show off. .769 

8 I always know what I am doing. Sometimes I am not sure of 
what I am doing. 

.925 

9 Everybody likes to hear my 
stories. 

Sometimes I tell good stories. .758 

10 I expect a great deal from other 
people. 

I like to do things for other 
people. 

.843 

11 I really like to be the center of 
attention. 

It makes me uncomfortable to 
be the center of attention. 

.843 

12 People always seem to 
recognize my authority. 

Being an authority doesn’t 
mean that much to me. 

.963 

13 I am going to be a great person. I hope I am going to be 
successful. 

.843 

14 I can make anybody believe 
anything I want them to. 

People sometimes believe what 
I tell them. 

.963 

15 I am more capable than other 
people. 

There is a lot that I can learn 
from other people. 

.922 

16 I am an extraordinary person. I am much like everybody else. .923 
 

Table 4-7.  Collapsed Facebook Engagement Measures 
Approach  Mean S.D. 
Duration  1.66 .755 
Frequency  2.25 .870 
Likelihood of sharing or reposting  2.11 .899 
Likelihood of recruiting  2.23 .823 
Page member status  2.92 .355 
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Figure  4-1.  Game player by gender 

 

 Figure 4-2.  Game player gender by age 
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 Figure 4-3.  Game player gender by race 

 

 Figure 4-4.  Game player gender by education level 
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 Figure 4-5.  Game player gender by income level 
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 Figure 4-7.  Likeliness to recruit others to play the WeTopia game 

 

 Figure 4-8.  Length of time since first game played by game play duration 
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 Figure 4-9.  Page member by gender 

 

 Figure 4-10.  Page member gender by age 
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 Figure 4-11.  Page member gender by race 
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 Figure 4-13.  Page member gender by income level 
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Figure  4-15.  Game player belief that game play is like volunteering and/or donating 
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CHAPTER 5 
DISCUSSION AND CONCLUSION 

Discussion 

The purpose of this study was to explore the uses and gratifications of an 

unusual population within the burgeoning social network games genre. Based on the 

previous research identified in the literature review, these findings present both 

supporting as well as contradictory evidence, both of which work to expand the current 

knowledge of social games for social good. 

The first hypothesis investigates whether or not a majority of WeTopia game 

players are female. Previous research suggested that, unlike many of the other game 

genres, social games attract an unusually high amount of female (as opposed to male) 

game players. These research findings overwhelmingly support this hypothesis with 

almost 94 percent of those surveyed self-identifying their gender as female. 

Furthermore, a majority, 26 percent (N=46), of the female game players fell into the 51-

55 age range (Figure 4-2) with 91.5 percent (N=162) of them identifying their race as 

white (Figure 4-3), 37.9 percent (N=67) having had some college education (Figure 4-4) 

and 18.1 percent (N=32) claiming to earn a household income of $50,000-$74,999 per 

year (Figure 4-5). This presents the picture of a WeTopia game player as a mature, 

middle-class, well-educated, white female. 

Unlike the first hypothesis which investigated game players, hypothesis five 

asked whether or not a majority of WeTopia page members were female. The results 

also overwhelmingly support this hypothesis with almost 94 percent of the page 

members identifying themselves as female. A majority, 26 percent (N=44), of the female 

page members fell into the 51-55 age range (Figure 4-10) with 90.5 percent (N=153) of 
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them self-identifying their race as white (Figure 4-11), 39.6 percent (N=67) having had 

some college education (Figure 4-12) and 18.9 percent (N=32) claiming to earn an 

income of $50,000-$74,999 per year (Figure 4-13). This partially supports the previous 

claim that a majority of the SGN users are "white, well-educated and global" (2010) and 

aligns well with the portrait of the game player being mature, middle-class, well-

educated, white females as well. 

The second hypothesis considers whether or not WeTopia Facebook page 

members are likely to recruit others to “Like” the WeTopia Facebook page. The findings 

support this hypothesis with 47 percent of the sample being likely to recruit and only 32 

percent of the population being unlikely to recruit. Although the purpose for recruiting 

cannot be determined based on the results of the current survey, it would not be a 

stretch to imagine that, among other reasons, these page members recruit others to 

“Like” the game page for a mixture of social and self-serving reasons. Future studies 

could benefit from a clearer understanding of what motivates a member to recruit others 

to “Like” or become a fan of a social network page.  

The third hypothesis was similar to the second hypothesis in its investigation of 

recruitment, however hypothesis three investigated game players rather than page 

members. Embedding access to social games within an individual’s pre-existing social 

network allows them to take advantage of their pre-existing social ties to both their 

benefit and the benefit of WeTopia. The results indicate an even larger amount of game 

players (62 percent) are willing to recruit others to play the WeTopia game. This is not 

surprising given the nature of social game play which makes the need for additional 

players inherently if not outright rewarded. For example, a quest within a social game 
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may require a player to add a number of new friends in order to complete the quest 

and/or receive a quest item. Thus incentivizing recruitment may positively affect the 

acceptance of recruitment as an act of normative behavior within the group. Further 

research is warranted to explore the impact of incentivizing game actions which 

influence relationships outside of the game, such as those fostered through recruitment 

and information sharing. Specifically, an investigation into the possible negative returns 

which continuous recruitment attempts may have on the perceived social desirability of 

the individual, game, or application would continue to expand the understanding of the 

social and behavioral impacts of social games. 

Hypothesis four attempted to address the larger idea of player engagement 

within a U&G context and was found to be partially supported. In order to measure 

engagement, the hypothesis was split into two parts. Hypothesis four (a) investigated 

the frequency of game play and was found to be unsupported. No trend could be found 

to support the idea that the longer someone has been a WeTopia player, the more 

frequently they play the game.  

Hypothesis four (b) investigated duration of game play and was supported. The 

research confirmed that length of time since first game play was positively correlated to 

the duration of game play sessions. Based on this analysis, respondents who have 

been playing the WeTopia game for 10 or more months (N=138) also tend to play the 

game for longer periods of time (Figure 4-8). 

Investigating 4(a) and 4(b) together, the results reveal the image of an engaged 

WeTopia game player as someone who may connect with the game infrequently but 

who, once connected or playing, will show endurance and commitment in their game 
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play. This may be a loyal player who intends for each experience to be a quick visit, but 

instead finds themselves in game for over an hour. It could also reflect a strategy on 

behalf of the game makers who have designed the game experience (and the player’s 

game world) to grow and therefore require more time for maintenance as time passes 

and as players spend more time in-game. Further research to determine the expectation 

of game play duration versus actual game play duration may assist in better identifying 

the impetus for social game player loyalty. If the player intends to play for 30 plus 

minutes during a session, then it may be the case that the player’s innate loyalty drives 

their duration of game play. On the other hand, it may also be the case that the game 

designers have developed a game formula which encourages an increase in game play 

duration and thus game player loyalty. Based on these results, it would appear that the 

loyalty most often displayed by WeTopia game players is in their duration of gameplay 

versus their frequency of gameplay and more enriching experiences may continue to 

cultivate this existing attribute and connection. 

Hypothesis six was similar to hypothesis four but examined SGN members 

instead of game players. In order to measure engagement, the hypothesis was split into 

two parts. Hypothesis six (a) compared the means for length of time invested in the 

SGN to the frequency of page visits but found no significant correlation. This indicates 

that veteran page membership has no impact on how often a member visits a page. 

However, it may also indicate a lack of engagement on the Facebook page from 

content, other page members, or the page moderators. Additionally, it could be 

indicative of a lack of loyalty from veteran page members. Further research is warranted 
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to determine reasons for the lack of increase in veteran SGN member’s participation 

over time. 

Hypothesis six (b) compared length of time invested in the SGN to the duration of 

page visit sessions and, again, found no significance. This would indicate veteran page 

members do not necessarily stay on the page for longer periods of time than newer 

page members. So it would appear that, unlike hypothesis four’s veteran game players 

and their positive correlation to game play duration, veteran page membership had no 

impact on how long a member stayed when they visited the WeTopia Facebook page.  

Hypothesis seven measured whether or not WeTopia Facebook page members 

were likely to be members of another social good page on Facebook. Through a simple 

means analysis, the results indicate a large percentage (73 percent) of page members 

claim a second social good page membership. Considering this finding within the 

context of social identity presents the image of page members who like similar pages in 

order to make themselves and their in-group(s) more positively distinctive. In other 

words, the “stacking” of similar group memberships may be a group member’s strategy 

for emphasizing their commitment to the larger group category (in this case social good 

causes) and thus making themselves more positively distinctive and sincere with both 

in-groups and out-groups. This presents an opportunity for organizations interested in 

mining a member’s connections to reach a larger audience. As it is likely that social 

good page members are also likely to recruit others to join their SGNs (hypothesis two) 

and that these members are likely to have access to multiple social good communities, 

social good campaigns could benefit from targeting their current members to expand the 
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reach of the group or organization’s message and increase the group or organization’s 

membership base. 

Hypothesis eight measured whether or not page members’ primary motivation for 

“Liking” the page was information seeking. Although the hypothesis was not supported, 

information seeking did present itself as a close secondary motivation to the primary 

motivation of entertainment. Of interest is the preference of the personal gratifications 

(i.e. entertainment and information seeking) for motivation over the group gratifications 

(i.e. social identity and community building) with all four being better motivators than the 

antisocial narcissistic gratification category. Finding that entertainment was the primary 

motivation for liking the WeTopia Facebook page was unexpected but may be 

understandable when considering the large amount of comments left on the WeTopia 

Facebook page regarding game play and game play needs. Therefore it may be the 

case that the entertainment motivation driving game play (as we will see in hypothesis 

nine) may also extend to the interactions on the WeTopia Facebook page as well. Page 

members would therefore be entertained by information affirming the effect of their 

game play (e.g. news regarding a charitable group) and interactions extending the 

depth or duration of their game play (e.g. request for neighbors).  

Hypothesis nine investigated whether or not WeTopia game players would report 

entertainment as their primary motivation for playing the WeTopia game. The findings 

reported that much like page members, game players’ primary motivation for playing the 

game was entertainment. This supports findings in previous research which indicate 

that social game play is primarily driven by a need for entertainment (Hou, 2011). The 

secondary motivation for game play was social identity. Information seeking came in as 
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the fourth highest motivating factor indicating that game players may not be as 

interested in seeking out information in game or may be gratifying their motivation for 

information outside of the game environment. Finally, narcissistic needs came in as the 

least motivating factor for game players much like it did for page members.  

The tenth hypothesis looked at frequency of game play and any positive 

correlation it may have to an entertainment motivation for playing the game. The results 

did not support this hypothesis and those who played the WeTopia game did not 

necessarily report entertainment as a motivating factor for their frequency of game play. 

Although previous findings point to entertainment as the primary motivating factor for 

game play, it would appear that this motivating factor does not influence frequency of 

game play behavior. This would indicate game players are frequently returning to the 

game to satisfy more than just a need for entertainment. Future testing on the player’s 

expectation of game play frequency to compare against actual game play frequency 

may also help to tease out the influence each may have in encouraging game play 

frequency and player loyalty. 

Social network games have enjoyed increasing popularity in recent years and 

this is in no small part an effect of being on a social network. The eleventh hypothesis 

looked at a possible positive correlation between frequency of game play and a 

community building gratification. This investigation was similar to hypothesis ten but 

examined a different gratification category. Although no significant effect was found, it is 

interesting to note that individuals who played the game more frequently were not 

necessarily looking to satisfy a community building need. This is contrary to Hou (2011) 

and may be another example of the difference in either the game player’s expectation of 
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their game play frequency or the game developer’s game play strategy. This difference 

may have also occurred due to the low rank which community building had as a 

motivator for game play even before considering frequency. 

Whereas hypothesis ten and eleven correlated frequency of game play to either 

an entertainment or community building motivation, hypothesis twelve examined the 

correlation between game play duration and the community building gratification 

instead. Although most respondents did not score community building as a highly 

motivating factor for game play (Table 4-5), the higher the score respondents gave for 

community building (M=2.31, SD=.96), the longer they were likely to stay in game 

(M=2.98, SD=1.175). These game players who are more likely to seek out the WeTopia 

game for community building were also more likely to bank large investments of time in 

the game. This may be a result of the social nature of social games. Although social 

interaction with other players’ game worlds is typically encouraged in most social 

games, the player who seeks out the game to satisfy community building needs may 

arguably play parts of the game which other players, who do not use the social features 

often, may overlook. Playing additional parts of the game may increase game play 

duration. Based on this analysis, respondents who were more likely to play the WeTopia 

game to satisfy a community building motivation were also more likely to stay in the 

game for over an hour (Figure 4-14). This, again, presents an opportunity for 

organizations interested in mining a member’s connections to reach a larger audience. 

As was demonstrated in hypothesis six, the most loyal or core group of game players 

are likely to be the most connected and enduring players who (in this case) have the 

added potential to be influential advocates for the cause, campaign, group or game. 
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The final hypothesis, hypothesis thirteen, measured whether or not WeTopia 

Facebook page members were likely to report community building as a motivation for 

liking the WeTopia Facebook page more so than other motivations. As a majority of the 

Facebook page members identified entertainment as their primary motivation for liking 

the page, this hypothesis was not supported. Evidence could not be found to support 

the idea that WeTopia Facebook page members were more likely to visit the WeTopia 

Facebook page (and its accompanying SGN) to satisfy a community building need. The 

gratifications sought by WeTopia Facebook page members placed the personal 

motivations of entertainment and information seeking ahead of any group motivations 

such as community building and social identity. The precedence of personal motivations 

over group motivations paints the picture of a WeTopia Facebook page member as 

being more motivated by personal needs than group needs when visiting the page. 

The first research question asked whether or not WeTopia game players believe 

they had volunteered or donated to the social good causes through their game play. 

Although the results indicate general agreement that game play is like volunteering 

and/or donating, more agreement may be found among those who consider game play 

similar to donating than those who consider game play as similar to volunteering. The 

belief that game play is like volunteering and/or donating may have some interesting 

social impacts and future research is required to compare a player’s satisfaction with 

their volunteering or donating experience online to their experience off-line. 

The second research question asked if WeTopia Facebook page members or 

game players were likely to share social cause posts from WeTopia. The findings 

indicate strong feelings on the part of game players regarding their role as 
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disseminators of WeTopia information. Interestingly, more respondents indicated that 

they were very unlikely to repost content from WeTopia than did respondents who 

indicated they would be very likely to repost content. This may indicate a general 

hesitation on the part of WeTopia Facebook page members to share content, but may 

not indicate that these individuals are unwilling to share content simply because it came 

from WeTopia. Instead, these individuals may conform to a general rule of not (or 

sparingly) passing along content within their social network. 

The third research question investigated the likelihood of the WeTopia Facebook 

page members to report social identity as a motivation for liking the page. Based on 

these findings, WeTopia Facebook page members are only likely to report social identity 

as a motivation for liking the WeTopia page over narcissism and, on average, report 

more disagreement (M=2.7) than agreement with the presumption that social identity is 

generally a motivating factor for liking the page. 

The fourth research question examined game players’ likeliness of reporting 

social identity as a motivation for game play. Although social identity was assessed as a 

secondary motivation to entertainment, results showed the mean of the social identity 

gratification to lean toward disagreement. Therefore, the motivation for social identity 

may not necessarily be more likely than the others to motivate an individual to play the 

game but may instead be just less unlikely than others to motivate.  

Finally, the fifth research question investigated whether or not those who scored 

highly (more narcissistic) on the NPI scale were more likely to report a preference for 

narcissism as a primary motivation for playing the game or liking the page. Both results 
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were not significant, which may indicate that narcissism as a personality trait does not 

equate to narcissism as a gratification of media consumption. 

A special investigation of a proposed composite Facebook engagement measure 

was conducted using respondent data with a special emphasis on Facebook page 

engagement. The proposed composite Facebook engagement measure used all four of 

the engagement approaches advocated by Napoli (2011) to present a more robust view 

of the engagement practices (and composite score) of the WeTopia audience. 

Comparing a general audience engagement measure of the exposure approaches only 

(M=1.95) against the more robust composite Facebook engagement measure (M=2.30) 

presents the picture of a WeTopia Page Member as slightly more engaged than when 

using just the exposure measures, where the lowest engagement is a one and the 

highest engagement is a three. 

Engagement Measurement Approaches and Recommendations 

A comparison of the WeTopia audience's exposure engagement mean for the 

collapsed duration measure (M=1.65) against the mean of the collapsed score for 

frequency (M=2.24) indicates players visit the game on a weekly basis and typically stay 

for 15 minutes to one hour each time. Combining the two produces a composite 

exposure engagement mean (M=1.95) useful in quantifying the replay value and 

longevity of the game experience but which does not fully capture the depth of the 

experience and so may falsely present a shallow audience engagement response or, at 

worst, a falsely disengaged audience. To capture the depth of the game experience, 

additional engagement measures for appreciation and emotional response (M=2.12), 

attitude (M=2.92) and behavior (M=2.23) can be combined to the average of the two 

exposure measures to produce a richer composite engagement score (M=2.30).  
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Interestingly, duration of game play produced the weakest audience engagement 

levels which may indicate that the game is not fully engaging audience members to stay 

for longer periods of time (above 1 hour) but may still be an accurate representation of 

duration of game play for those who may consider social games on Facebook as closer 

to casual games. The highest engagement measure collected was attitude. However, 

the measure may present a false sense of high engagement since liking the game's 

Facebook page (i.e. Page member status) may have been incentivized through in-game 

quests. The high value of this attitude measure may also be problematic with regard to 

equality of variance for the proposed composite score. Future scholars may wish to 

include multiple questions measuring the same concept (e.g. attitude) in order to 

produce more Gaussian measures and ensure normalization of the data. Finally, if one 

were to compare the exposure only composite score (M=1.95) to the proposed 

composite Facebook engagement score (M=2.30) one can easily see that audiences 

measured with exposure only data are presented as less engaged than the same 

audiences who may indicate a moderately high engagement level using the proposed 

composite score. The main difference is that the composite score presents a more 

robust accounting of the four approaches to audience engagement as presented by 

Napoli (2011). Future scholars who wish to measure engagement in the online space 

are encouraged to capture all four engagement approaches separately for appropriate 

within-measure comparisons, as well as to combine all measures to produce a more 

robust and generalized audience engagement score, which can be then used to value 

the audience in the media marketplace. 
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Limitations 

This study had several important potential limitations. First, Facebook enables 

users to interact in multiple ways (e.g. chat, direct messaging, posts, or comments) 

which may or may not be controlled for, including the sharing of a conversation or post. 

The uncontrolled nature of sharing content on a social network led this research from a 

purposive non-random sampling to a snowball sample. The data cannot, therefore, be 

extrapolated or generalized to a larger population owing to the limited sample size and 

the dataset being limited to a single network. 

Collecting data through an online survey also presents a host of unique 

limitations. The accuracy of responses may be called into question. Although the IP 

address of each participant was kept recorded to prevent multiple logging, the condition 

of a person who could complete the survey more than once from different computers 

could not be controlled.  

Additionally, future social media research would benefit from some important 

best practices learned during the course of this research. Although using an account 

tied to your personal information can serve to legitimize a researcher’s communication, 

creating a second account specifically for the research purposes would be a suggested 

best practice. Over the course of the data collection period, over thirty game players 

and/or page members requested to be added as a friend to the researcher’s Facebook 

page. In some instance, adding the individual as friend was a requirement for 

permission to post to a group page. Although no bias to the research can be claimed 

because of these friend requests, the separation of researcher from research was less 

than desirable.  
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A future study investigating the aesthetic design of social network games may 

also provide some insight into the most effective styles to use when targeting these 

female game players and page members. Questions on whether the style (or “look and 

feel”) of the media content affects the experience with each medium and the effect of 

aesthetics and style upon gameplay and storytelling can help inform effective design for 

this less understood population. Additionally, further research is warranted to investigate 

the effect of narrative on the engagement experience, especially through recall and 

attitude toward the product, service or message. The addition of a recall measure (via 

game narrative engagement) would also enhance the composite Facebook engagement 

measure to be all inclusive of the engagement approaches which Napoli (2011) 

presents. However, and specifically related to exposure measures, do longitudinal 

stories (stories told over days or weeks) affect frequency and duration of game play and 

page visits over time? What impact might the depth of the story have on the return 

visits? 

Finally, this research only addressed a strategically selected group of 

motivations. Further research into additional motivation meta-categories as they are 

developed (e.g. connectedness, companionship, etc…) in conjunction with or compared 

to the motivation categories under investigation in this research will continue to paint a 

clearer picture of both the motivations as well as the engagement manifestations which 

“autonomous audiences” (Napoli, 2011) use and produce. 

Implications for Social Causes and Networks 

Social good causes as well as SGNs could benefit from the ability to 

unobtrusively learn about the tastes, preferences and habits of their audiences through 

the intermediary of Facebook. And this relationship does not necessarily have to be one 
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way. It is to the advantage of most membership groups to encourage recruitment as a 

method of increasing group distinctiveness as well as increasing membership numbers. 

Further research is warranted to understand the implications of incentivized recruitment 

on individual personality and social behavior, especially in the context of social identity. 

Despite these limitations, this researcher believes that the findings uncovered in this 

study are both timely and relevant to both a social game player and a SGN membership 

population. 

The most loyal or core players in the WeTopia social game are not getting their 

engagement from frequent quick visits but from less frequent, deeper (duration) visits or 

experiences. This is important for charities and non-profits that purposefully encourage 

stewardship and connection with their members and donors as it is likely to increase 

those members’ and donors’ repeat patronage. These devoted game players, in both 

the length of time invested as well as the depth of time invested, promise a deep 

engagement which encourages connections and presents fertile research grounds for 

investigating the authenticity of those connections 

The emerging online social game for social good subgenre is interesting for both 

its entertainment appeal as well as its potential for altruistic stewardship. Through the 

lens of the U&G approach, this research has uncovered some valuable findings for 

media scholars, professionals and altruistic groups interested in knowing more about 

social game players as well as SGN members. These findings work toward building a 

more comprehensive understanding of social network games as well as SGNs and 

continuing the discussion of narcissism, engagement and social identity within this 

context.  



 

98 

APPENDIX: QUESTIONNAIRE 

Informed Consent 
To continue to the survey, please read through this information and make a selection at 
the bottom of the page. 
 
Title 
Uses and gratifications for playing and liking a social network game for social good on 
Facebook 
 
Primary Investigator 
Michelle Lynch 
Department of Telecommunication 
College of Journalism and Communication 
University of Florida 
Phone: 727-259-4214 
Email: lynchm[at]ufl.edu 
 
Introduction 
You are invited to participate in a study regarding your motivation to play and/or like the 
“WeTopia” game on Facebook. Please read through this informed consent carefully 
before you decide to participate in this study. 
 
Procedures 
You will sit at a computer and answer an online questionnaire using the Qualtrics™ 
survey system. Qualtrics™ has a contract with the University of Florida to provide a 
survey interface and storage of electronic data. Qualtrics™ stores electronic data from 
surveys in a secure off-site storage facility with many layers of protection. 
 
Risks/Discomforts 
There are no known risks or discomforts associated with participation in this study. 
 
Benefits 
The data from this study will help further the understanding of what motivates 
individuals to play social network games and like Facebook pages for social good. 
 
Participation 
Taking part in research is always optional. We are looking for participants who have 
played or currently play WeTopia and/or have “Liked” the WeTopia Facebook page. 
Only individuals who are 18 years of age or older may participate in this study. If you 
decide to take part in the study, the survey will take approximately 25 minutes to 
complete. You may withdraw your consent by closing the survey browser window at any 
time without penalty. 
 
Compensation 
You will receive no financial compensation for your participation in this survey and are 
taking this as a volunteer. 
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Confidentiality 
Your confidentiality is important to us. We will not ask you to provide any personally 
identifiable information (i.e. name or email address) outside of the IP address 
automatically collected by the Qualtrics™ system. This IP address is used by 
Qualtrics™ to identify and prevent duplicate survey responses. The data collected from 
this survey will be stored in a Qualtrics™-secure database until it has been deleted by 
the primary investigator. Your identity will be kept confidential to the extent provided by 
law and will not be linked to your responses. It is highly unlikely that a security breach of 
the online data will result in any adverse consequence for you. Information collected 
through your participation may be presented at professional meetings and published in 
academic journals and will only be reported anonymously and in the aggregate. 
 
Questions About This Research? 
Please feel free to contact the primary investigator if you should have any questions 
about this study. The Institutional Review Board (IRB) at the University of Florida is 
responsible for protecting the rights and welfare of research volunteers like you. If you 
have questions about your rights as a research participant, you may contact the IRB by 
phone at 352-273-9600.  
 
YOU MAY PRINT AND KEEP A COPY OF THIS FORM FOR YOUR RECORDS.  
 
After you respond to the statement below, please click on the "next" button. 
 
STATEMENT OF CONSENT 
By clicking the button next to “Yes, I want to participate. Take me to the survey.” I certify 
that I am 18 years of age or older. I have read this consent and understand that I am 
free to ask questions via email or phone. I understand that I can also withdraw from this 
study at any time without penalty and I am freely volunteering to participate in this 
survey. 

• No, I do not want to participate. YOU MAY ALSO CLOSE YOUR BROWSER IF 
YOU DO NOT WISH TO PARTICIPATE. 

 
• Yes, I want to participate. Take me to the survey. 

 
Section 1  
[This section only displays if respondent selected “YES, I want to participate. Take me 
to the survey.”] 
Question 1 
Are you at least 18 years old? 

• Yes 
• No 

 
Section 2 
[This section only displays if respondent selected “YES” for Q1] 
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Instructions: We are interested in your experience with the WeTopia Facebook page 
as well as the WeTopia game. You may notice some questions have similar wording. 
However, no two questions are exactly the same so please read each question 
carefully. For your convenience we have attempted to highlight the key words 
(PAGE or GAME) within each question, where applicable. 
 
Question 2 
Do you “Like” or plan to “Like” the WeTopia Facebook PAGE? 

• Yes 
• No 
• Undecided 

 
Question 3 
How likely are you to recruit others to "Like" the WeTopia Facebook PAGE? 

• Very unlikely 
• Somewhat unlikely 
• Neither likely or unlikely 
• Somewhat likely 
• Very likely 

 
Question 4 
Besides WeTopia, do you “Like” another Facebook PAGE for charity or social 
good? 

• Yes 
• No 

 
Question 5 
In a typical week, how often do you visit the WeTopia Facebook PAGE? 

• I visit every day, and I visit more than 5 times per day. 
• I visit every day, and I visit 3–5 times per day. 
• I visit every day, and I visit 1–2 times per day. 
• I do NOT visit every day. I visit 5–6 times per week. 
• I visit 4 times per week. 
• I visit 3 times per week. 
• I visit 2 times per week. 
• I visit 1 times per week. 
• I visit less than once a week, but more than once every half a month. 
• I visit less than once every half a month, but more than once every month. 
• I visit once every several months. 
• I never visit the WeTopia Facebook page. 

 
Question 6 
On average, how long do you spend on the WeTopia Facebook PAGE each time 
you visit? 

• More than 2 hours every time.  
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• About 1–2 hours every time. 
• About 30 minutes to 1 hour every time. 
• About 15 minutes to 30 minutes every time. 
• About 10 minutes to 15 minutes every time. 
• Less than 10 minutes every time. 
• I never visit the WeTopia Facebook page. 

 
Question 7 
How long have you “Liked” the WeTopia Facebook PAGE? 

• I am not a member of the WeTopia Facebook page (I have not clicked the “Like” 
button on the WeTopia Facebook page) 

• Today was my first day 
• 1 to 2 weeks 
• 3 to 4 weeks 
• 2 to 3 months 
• 4 to 6 months 
• 7 to 9 months 
• 10 or more months 

 
Question 8 
How likely are you to repost content from the WeTopia Facebook PAGE? 

• Very unlikely 
• Somewhat unlikely 
• Neither likely or unlikely 
• Somewhat likely 
• Very likely 

 
Question 9 
Please indicate how often you “share” or post content from WeTopia to your 
Facebook timeline/wall. 

• Daily 
• Weekly 
• Monthly 
• I never share posts or content from WeTopia on my Facebook timeline/wall 

 
Section 3 
[This section only displays if respondent selected YES for Q2] 
Please take a moment to consider your experience with the WeTopia Facebook 
PAGE and community when responding.  
 
Section 4 
[This section only displays if respondent selected YES for Q2] 
How much do you agree or disagree with the following statements regarding your 
motivation for “Liking” the WeTopia Facebook PAGE? (Five point Likert scale from 
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Strongly Disagree to Strongly Agree with the neutral being “Neither Agree nor 
Disagree”.) 
 
Question 10 
Narcissism 

• I “Like” the WeTopia Facebook PAGE because it will attract my friends to view 
my status and my photos. 

• I “Like” the WeTopia Facebook PAGE because I will be able to let my friends 
know my updates. 

• I “Like” the WeTopia Facebook PAGE because I will be more popular among 
friends. 

• I “Like” the WeTopia Facebook PAGE because my friends will think I am very 
active in a charitable group. 
 

Question 11 
Social Identity 

• I “Like” the WeTopia Facebook PAGE because it gives me support for my ideas. 
• I “Like” the WeTopia Facebook PAGE because I will belong to the group.  
• I “Like” the WeTopia Facebook PAGE because it will decrease the likelihood of 

being left out. 
• WeTopia Facebook PAGE members are people like me. 

 
Question 12 
Community Building 

• I “Like” the WeTopia Facebook PAGE because I will reconnect with people I’ve 
lost contact with.  

• I “Like” the WeTopia Facebook PAGE because I will maintain relationships with 
people I may not get to see very often. 

• I “Like” the WeTopia Facebook PAGE because I want to participate in 
discussions. 

• I “Like” the WeTopia Facebook PAGE because it shows others encouragement. 
 
Question 13 
Entertainment 

• I “Like” the WeTopia Facebook PAGE because it is entertaining. 
• I “Like” the WeTopia Facebook PAGE because it is enjoyable. 
• I “Like” the WeTopia Facebook PAGE because it helps me to get away from 

everyday worries.  
• Reading the WeTopia Facebook PAGE is a good way of passing the time when I 

have nothing better to do. 
 
Question 14 
Information Seeking 

• I “Like” the WeTopia Facebook PAGE because it is a new way to do research. 
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• I “Like” the WeTopia Facebook PAGE because it gives me a way to look for 
information. 

• I “Like” the WeTopia Facebook PAGE because it gives me information to see 
what is out there. 

• I “Like” the WeTopia Facebook PAGE because it provides me with information I 
am looking for. 

 
Section 5 
Question 15 
Have you played the WeTopia GAME on Facebook for at least 15 minutes? 

• Yes 
• No 

 
Question 16 
How likely are you to recruit others to play the WeTopia GAME?  

• Very unlikely 
• Somewhat unlikely 
• Neither likely or unlikely 
• Somewhat likely 
• Very likely 

 
Question 17 
How often do you play the WeTopia GAME? 

• I play every day, and I play more than 5 times per day. 
• I play every day, and I play 3–5 times per day. 
• I play every day, and I play 1–2 times per day. 
• I do NOT play every day. I play 5–6 times per week. 
• I play 4 times per week. 
• I play 3 times per week. 
• I play 2 times per week. 
• I play 1 times per week. 
• I play less than once a week, but more than once every half a month. 
• I play less than once every half a month, but more than once every month. 
• I play once every several months. 
• I never play the WeTopia game. 

 
Question 18 
On average, how long do you spend playing the WeTopia GAME each time? 

• More than 2 hours every time.  
• About 1–2 hours every time. 
• About 30 minutes to 1 hour every time. 
• About 15 minutes to 30 minutes every time. 
• About 10 minutes to 15 minutes every time. 
• Less than 10 minutes every time. 
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• I never play the WeTopia game. 
 

Question 19 
How long have you been playing the WeTopia GAME? 

• Today was my first day 
• 1 to 2 weeks 
• 3 to 4 weeks 
• 2 to 3 months 
• 4 to 6 months 
• 7 to 9 months 
• 10 or more months 
• I never play the WeTopia game 

 
Question 20 
Do you play social network GAMES other than WeTopia on Facebook? 

• Yes 
• No 

 
Section 6 
[This section only displays if respondent selected YES for Q15] 
Question 21 
Please indicate how strongly you agree or disagree with the following 
statements: 
(Five point Likert scale from Strongly Disagree to Strongly Agree with the neutral being 
“Neither Agree nor Disagree.”) 

• As a WeTopia GAME player, I feel part of a larger effort to influence positive 
social change. 

• I give more money to non-profit organizations because of my involvement with 
the WeTopia GAME. 

• I volunteer more time to causes for social good due to my involvement with the 
WeTopia GAME. 

• I am more active in my local community due to my involvement with the 
WeTopia GAME. 

• Playing the WeTopia GAME is just like volunteering my time to a worthy cause. 
• Playing the WeTopia GAME is just like donating to charity. 

 
Section 7 
[This section only displays if respondent selected YES for Q15] 
Continue to consider your experience with the WeTopia GAME when 
responding… 
 
Section 8 
[This section only displays if respondent selected YES for Q15] 
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How much do you agree or disagree with the following statements regarding your 
motivation for playing the WeTopia GAME? (Five point Likert scale from Strongly 
Disagree to Strongly Agree with the neutral being “Neither Agree nor Disagree.”) 
 
Question 22 
Narcissism 

• I play the WeTopia Facebook GAME because it will attract my friends to view my 
status and my photos. 

• I play the WeTopia Facebook GAME because I will be able to let my friends 
know my updates. 

• I play the WeTopia Facebook GAME because I will be more popular among 
friends. 

• I play the WeTopia Facebook GAME because my friends will think I am very 
active in a charitable group. 

 
Question 23 
Social Identity 

• I play the WeTopia Facebook GAME because it gives me support for my ideas.  
• I play the WeTopia Facebook GAME because I will belong to the group.  
• I play the WeTopia Facebook GAME because it will decrease the likelihood of 

being left out. 
• WeTopia Facebook GAME players are people like me. 

 
Question 24 
Community Building 

• I play the WeTopia Facebook GAME because I will reconnect with people I’ve 
lost contact with.  

• I play the WeTopia Facebook GAME because I will maintain relationships with 
people I may not get to see very often.  

• I play the WeTopia Facebook GAME because I want to participate in 
discussions. 

• I play the WeTopia Facebook GAME because it provides encouragement to 
others. 

 
Question 25 
Entertainment 

• I play the WeTopia Facebook GAME because it is entertaining.  
• I play the WeTopia Facebook GAME because it is enjoyable.  
• I play the WeTopia Facebook GAME because it helps me to get away from 

everyday worries.  
• Playing the WeTopia Facebook GAME is a good way of passing the time when I 

have nothing better to do. 
 
Question 26 
Information Seeking 
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• I play the WeTopia Facebook GAME because it is a new way to do research. 
• I play the WeTopia Facebook GAME because it gives me a way to look for 

information. 
• I play the WeTopia Facebook GAME because it gives me information to see 

what is out there. 
• I play the WeTopia Facebook GAME because it shows me what society is like 

nowadays. 
 
Section 9 
Question 27 
Below is a list of 16 statements. Please choose the one statement from each pair 
that you most agree with (even if it is not a perfect fit). 
 
Pair 1 
When people compliment me I sometimes get embarrassed. 
I know that I am good because everybody keeps telling me so. 
 
Pair 2 
I like to be the center of attention.  
I prefer to blend in with the crowd. 
 
Pair 3 
I am no better or no worse than most people.  
I think I am a special person. 
 
Pair 4 
I don’t mind following orders.  
I like having authority over people. 
‘ 
Pair 5 
I find it easy to manipulate people. 
I don’t like it when I find myself manipulating people. 
 
Pair 6 
I usually get the respect that I deserve. 
I insist upon getting the respect that is due me. 
 
Pair 7 
I am apt to show off if I get the chance. 
I try not to be a show off. 
 
Pair 8 
Sometimes I am not sure of what I am doing. 
I always know what I am doing.  
 
Pair 9 
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Sometimes I tell good stories.  
Everybody likes to hear my stories. 
 
Pair 10 
I expect a great deal from other people.  
I like to do things for other people. 
 
Pair 11 
It makes me uncomfortable to be the center of attention. 
I really like to be the center of attention. 
 
Pair 12 
People always seem to recognize my authority. 
Being an authority doesn’t mean that much to me. 
 
Pair 13 
I hope I am going to be successful. 
I am going to be a great person. 
 
Pair 14 
I can make anybody believe anything I want them to. 
People sometimes believe what I tell them. 
 
Pair 15 
There is a lot that I can learn from other people. 
I am more capable than other people. 
 
Pair 16 
I am an extraordinary person.  
I am much like everybody else. 
 
Section 10 
Almost done! Please answer these last few demographic questions.  
 
Question 28 
What gender do you consider yourself? 

• Male 
• Female 
• Other (e.g. transgender, intersex) 
• Prefer to not say 

 
Question 29 
What is your age range? 

• Younger than 18 
• 18-20 
• 21-25 
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• 26-30 
• 31-35 
• 36-40 
• 41-45 
• 46-50 
• 51-55 
• 56-60 
• 61-65 
• 66-70 
• 71-75 
• 76+ 
• Prefer to not say 

 
Question 30 
Do you consider yourself of Hispanic, Latino or Spanish origin? 

• Yes 
• No, not of Hispanic, Latino, or Spanish origin 
• Prefer to not say 

 
Question 31 
What race do you consider yourself? 

• White 
• Black, African American, or Negro 
• American Indian or Alaska Native 
• Asian Indian 
• Chinese 
• Filipino 
• Japanese 
• Korean 
• Vietnamese 
• Native Hawaiian 
• Guamanian or Chamorro 
• Samoan 
• Other Pacific Islander 
• Other Asian 
• Some other race 
• Two or more races 
• Prefer to not say 

 
Question 32 
What is the highest level of education you have completed? 

• Less than high school 
• High school degree / GED 
• Some college 
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• Associate degree 
• Bachelor's degree 
• Master's degree 
• Doctoral degree 
• Professional degree (e.g. JD, MD) 
• Prefer to not say 

 
Question 33 
What is your current household income level? 

• Under $15,000 
• $15,001 to $24,999 
• $25,000 to $34,999 
• $35,000 to $49,999 
• $50,000 to $74,999 
• $75,000 to $99,999 
• $100,000 or more 
• Prefer to not say 

 
Question 34 
What is your country of residence? 

• Afghanistan 
• Albania 
• Algeria 
• Andorra 
• Angola 
• Antigua and Barbuda 
• Argentina 
• Armenia 
• Australia 
• Austria 
• Azerbaijan 
• Bahamas 
• Bahrain 
• Bangladesh 
• Barbados 
• Belarus 
• Belgium 
• Belize 
• Benin 
• Bhutan 
• Bolivia 
• Bosnia and Herzegovina 
• Botswana 
• Brazil 



 

110 

• Brunei Darussalam 
• Bulgaria 
• Burkina Faso 
• Burundi 
• Cambodia 
• Cameroon 
• Canada 
• Cape Verde 
• Central African Republic 
• Chad 
• Chile 
• China 
• Colombia 
• Comoros 
• Congo, Republic of the... 
• Costa Rica 
• Côte d'Ivoire 
• Croatia 
• Cuba 
• Cyprus 
• Czech Republic 
• Democratic People's Republic of Korea 
• Democratic Republic of the Congo 
• Denmark 
• Djibouti 
• Dominica 
• Dominican Republic 
• Ecuador 
• Egypt 
• El Salvador 
• Equatorial Guinea 
• Eritrea 
• Estonia 
• Ethiopia 
• Fiji 
• Finland 
• France 
• Gabon 
• Gambia 
• Georgia 
• Germany 
• Ghana 
• Greece 
• Grenada 
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• Guatemala 
• Guinea 
• Guinea-Bissau 
• Guyana 
• Haiti 
• Honduras 
• Hong Kong (S.A.R.) 
• Hungary 
• Iceland 
• India 
• Indonesia 
• Iran, Islamic Republic of... 
• Iraq 
• Ireland 
• Israel 
• Italy 
• Jamaica 
• Japan 
• Jordan 
• Kazakhstan 
• Kenya 
• Kiribati 
• Kuwait 
• Kyrgyzstan 
• Lao People's Democratic Republic 
• Latvia 
• Lebanon 
• Lesotho 
• Liberia 
• Libyan Arab Jamahiriya 
• Liechtenstein 
• Lithuania 
• Luxembourg 
• Madagascar 
• Malawi 
• Malaysia 
• Maldives 
• Mali 
• Malta 
• Marshall Islands 
• Mauritania 
• Mauritius 
• Mexico 
• Micronesia, Federated States of... 
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• Monaco 
• Mongolia 
• Montenegro 
• Morocco 
• Mozambique 
• Myanmar 
• Namibia 
• Nauru 
• Nepal 
• Netherlands 
• New Zealand 
• Nicaragua 
• Niger 
• Nigeria 
• North Korea 
• Norway 
• Oman 
• Pakistan 
• Palau 
• Panama 
• Papua New Guinea 
• Paraguay 
• Peru 
• Philippines 
• Poland 
• Portugal 
• Qatar 
• Republic of Korea 
• Republic of Moldova 
• Romania 
• Russian Federation 
• Rwanda 
• Saint Kitts and Nevis 
• Saint Lucia 
• Saint Vincent and the Grenadines 
• Samoa 
• San Marino 
• Sao Tome and Principe 
• Saudi Arabia 
• Senegal 
• Serbia 
• Seychelles 
• Sierra Leone 
• Singapore 
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• Slovakia 
• Slovenia 
• Solomon Islands 
• Somalia 
• South Africa 
• South Korea 
• Spain 
• Sri Lanka 
• Sudan 
• Suriname 
• Swaziland 
• Sweden 
• Switzerland 
• Syrian Arab Republic 
• Tajikistan 
• Thailand 
• The former Yugoslav Republic of Macedonia 
• Timor-Leste 
• Togo 
• Tonga 
• Trinidad and Tobago 
• Tunisia 
• Turkey 
• Turkmenistan 
• Tuvalu 
• Uganda 
• Ukraine 
• United Arab Emirates 
• United Kingdom of Great Britain and Northern Ireland 
• United Republic of Tanzania 
• United States of America 
• Uruguay 
• Uzbekistan 
• Vanuatu 
• Venezuela, Bolivarian Republic of... 
• Viet Nam 
• Yemen 
• Zambia 
• Zimbabwe 
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