
  



Abstract _________________________________________________________ 3 

Author Keywords _________________________________________________ 3 

Introduction ______________________________________________________ 3 

Bubbles _________________________________________________________ 4 

How is it played ________________________________________________ 4 

What is the core of the project _____________________________________ 4 

How did you use your research insights in the project ___________________ 4 

Social mechanics(◘) _____________________________________________ 5 

1. Integration with social profiles _________________________________ 5 

2. Social help _________________________________________________ 5 

3. Degenerative processes _______________________________________ 5 

4. An obligation to connect to other players _________________________ 5 

5. Gifting ____________________________________________________ 5 

6. Updates ___________________________________________________ 5 

What insights did the project provide with regards to the design research ____ 5 

The five major psychological tools in social game design ________________ 6 

1. Skinner box ________________________________________________ 6 

2. Control ___________________________________________________ 7 

3. Sense of intrinsic value _______________________________________ 8 

4. Perception of social pressure ___________________________________ 8 

5. Illusion of usefulness _________________________________________ 9 

Conclusion ______________________________________________________ 9 

Glossary _______________________________________________________ 10 

Psychological tools ___________________________________________ 10 

(social) (game) Mechanics _____________________________________ 10 

Stickiness __________________________________________________ 10 

Viral ______________________________________________________ 10 

Social ______________________________________________________ 10 

Process ____________________________________________________ 10 

Users, players and people ______________________________________ 10 

Game world _________________________________________________ 10 

Together apart _______________________________________________ 10 

Social game _________________________________________________ 10 

Sources ________________________________________________________ 11 

web _______________________________________________________ 11 

books ______________________________________________________ 11 

  



 

Third year paper | Joram Wolters | USAT Game Design and Development 

3 

ABSTRACT 

The main focus of this paper is to provide the reader with an insight into the five 

major psychological tools(◘) I have found game designers can use to engage 

players in their social games(◘). It will outline what these tools are, how they are 

best to be used in designing social games and why they work. 

AUTHOR KEYWORDS 

Psychology, tools, social games, social mechanics, skinner box, reciprocity effect, 

conditioning, illusion of free will, addiction, Conditioning, Control,  

INTRODUCTION 

This paper is written as an extension of a third years project commissioned by the 

Utrecht School of Arts and Technology (USAT) and THQ Bluetongue. The 

assignment was to design the next big thing in social media games, and to design it 

for smart handheld devices. To this end the following nine students were tasked 

the assignment. 

 

FIGURE 1 | JUICY CENTRE TEAM | PHOTO BY JORAM WOLTERS 

These students were guided in their process by Emiel Kampen from USAT and 

further guidance and feedback was provided by two employees of THQ 

Bluetongue. 

As indicated above, my role in this project was design lead. This means that I was 

in charge of defining the game‟s goals, it‟s underlying core mechanics, the game 

structure and the balance between these elements. The task mainly involved 

setting up these elements, refining them, making sure that they stayed in line with 

the assignment and guidelines and subsequently making sure everyone stayed on 

track during further production to ensure a coherent product. 

When we started the project, the design team did extensive research through play 

on a couple of popular social network games. Two of us, myself included, did a 

deep research into two games, Farmville and City of Wonders, while the two 

remaining members did a more broad research on various social network games. 

Through the broad research we were able to find the mechanics which were 

prevalent throughout nearly all social network games, and the in-depth research 

allowed us to explore how far these mechanics were being taken. 

From the get-go we decided that if we wanted to bring any innovation to the genre 

of social games, we‟d have to come up with a way to involve actual skill- or 

strategy-based gameplay with the strong social mechanics which other social 

games employ. During the research period we discovered that even though these 

games are labelled social, the interaction between players isn‟t all that direct 

because of the „together apart (◘)‟ type of structure these games have.  

In this paper I will expand on the research we have done during the project, and I 

will answer the following research question: „Which are the five major 

psychological tools game designers can use to create engaging social games, how 

do they work and how are they best used?’ 

In the course of this paper I will reference to the most successful social game to 

date: Farmville a lot, if you haven‟t played it yet, I suggest you try it out for a bit 

before continuing. Beware though, Farmville employs some of the most clever 

designs in the social game genre, you might spend more time playing it than you 

initially intended. 
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A large part of the terminology used in this paper is either unique to social game 

design or psychology, and the rest is at least ambiguous within the game design 

community, therefore I have included a glossary at the end of this paper, every 

time a new term is introduced which is featured in the glossary, this icon will be 

displayed: (◘). Still, I suggest reading the glossary first, it is on page ten. 

BUBBLES 

The concept we finally came up with was 

titled Bubbles, it is a 2D side-view game 

designed for touch screen based smart phones 

such as the iPhone, Android phones or 

Windows 7 phones.  

In Bubbles, players are given a circular 

(bubble)world to populate with creatures. To 

sustain these creatures, players have to place 

plants for them to eat, and nests for them to 

sleep in. 

After a creature has lived for some time, it will 

die of old age. This grants the player some income, which they can use to purchase 

more unique creatures. A player gains more income if a creature has grown larger 

in its life, so to gain a high profit, players have to find a way to get creatures as 

large as possible during its life. 

Obviously, this means that players have to provide enough plants and nests for the 

creatures, but as an addition to that, players have control of the environmental 

conditions of their bubble. 

It is these environmental conditions which deepen the game, allowing players to 

strategize and customize their bubble. If the game‟s balance is executed perfectly, 

players are not able to gain much of a profit in their bubble unless they use the 

climate correctly. There are three different aspects of the climate a player can 

change, each aspect has a direct positive effect on an in-game object and all three 

in-game objects have correlations with each other. 

Still, even when using the climate perfectly, the player still does not gain the 

maximum possible profit. To gain this, a player will have to connect with other 

players through the „leeching’ mechanic. Leeching is a mechanic which allows 

players to connect to other bubbles, gaining a positive climate influence from the 

bubble they‟re leeching from. Using these skilfully and strategically allows 

players to gain the maximum profit. 

This is the way Bubbles uses a social mechanic to have a true game-play oriented 

use for players. 

HOW IS IT PLAYED 

Because of the very way persistent games 

operate, and because of the platform (smart 

phones), bubble has a pretty slow pacing. A 

typical game-cycle will look something like 

this: The player creates some creatures, nests 

and plants, sets up his climate in a way which 

benefits his current goals and goes out to find 

a good leech. After seeing various other 

bubbles, the player decides to leech to one. 

At this point, the player will leave the game, 

and let it run for some time, while he does something else.  

Any one of several incentives can cause a player to return to the game later, add 

some more elements and maybe start a new leech. 

WHAT IS THE CORE OF THE PROJECT 

The core of our project was to achieve a new way of looking at social mechanics. 

We decided to try and achieve this because we were asked to design the next big 

thing in social games. The way we decided to try this was by lifting the entire 

genre to a new level through innovation, as the genre is already flooded with a 

plethora of sameness. 

HOW DID YOU USE YOUR RESEARCH INSIGHTS IN THE PROJECT 

We did a lot of research by playing currently popular social games such as 

Farmville, City of wonders and others. We quickly discovered many similarities 

between these games, and common mechanics and processes they all employed to 

make sure people kept playing. 

FIGURE 2| BUBBLES LOGO | BY 

JORAM WOLTERS 

FIGURE 3 | BUBBLES PLAYED 

SCREENSHOT FROM BUBBLES 

MOVIE 
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During the project, we defined a total of six mechanics which most of these type 

of games share. We then proceeded to deconstruct these mechanics, to see how 

they operated, and how they contributed to the stickiness of popular social games. 

SOCIAL MECHANICS(◘) 

In this segment, I will explain the six social mechanics we defined when doing 

research through play for Bubbles. 

1. INTEGRATION WITH SOCIAL PROFILES  

The first, and most obvious, thing about social games is 

that they all have an integration with some sort of social 

network site such as Facebook, Twitter or, as here in the 

Netherlands, Hyves. We found that this integration serves 

mainly as a tool to spread news about the game amongst the social circle of 

players. It also serves to remind players of the game, even when they weren‟t 

planning of checking up on the game at that time.  

2. SOCIAL HELP 

The second mechanic I‟d like to mention is an arbitrary sort of mechanic where 

players can help other players in a not so significant way. An example of this is 

Farmville‟s „fertilizing‟ mechanic, where players can fertilize another players 

crops, allowing the helped player to gain extra profit from those crops, but not in a 

truly game-changing quantity. 

3. DEGENERATIVE PROCESSES  

One of the strongest ways of making sure players keep coming back to their games 

is the clever use of degenerative processes. By degenerative processes I mean the 

fact that certain elements in the game will corrode or wither over time, or after a 

certain period of time has expired. In Farmville this is the withering effect on 

crops. It is a very easy way to get players to keep playing; if they don‟t want to 

lose everything they‟ve worked for to build in a session of play, they‟ll have to 

return at exactly the right moment to reap the benefits. This way, the game decides 

for players when they will or will not play, instead of a player deciding this. 

 

 

4. AN OBLIGATION TO CONNECT TO OTHER PLAYERS 

Most games we reviewed also had a mechanic in place which obligated players to 

connect with other players in order to progress through the game. Examples are 

neighbours in Farmville, or allies in City of Wonders. 

These mechanics clearly serve as a way to make these games more viral, because 

players will quickly run out of friends who are already playing the game, 

obligating them to invite other friends of theirs to start playing the game and 

become their neighbour or ally. 

5. GIFTING 

Something which is particularly effective in making social games sticky is the 

gifting mechanic. A gifting mechanic is a social game‟s expression of the 

reciprocity effect. This effect has already been thoroughly discussed in game-

related media in the past year, but I will still offer my take on it later on. 

6. UPDATES 

An update mechanic, wherein players are alerted if something goes amiss in their 

game-world, is one of the trickiest things to balance for your social game. 

On one side, updating players about their game-world is a great thing, it keeps the 

game in their mind, and it prevents players from getting frustrated about losing in-

game assets. On the other hand though, not being informed about the status of the 

game is something which triggers players to come back regularly and see if they‟re 

doing okay. This is why Farmville doesn‟t warn players if their crops are about to 

wither. Social games are by nature pretty tough on its players, keep in mind that 

Social games are not Casual games. 

WHAT INSIGHTS DID THE PROJECT PROVIDE WITH REGARDS TO THE DESIGN 

RESEARCH 

A lot of mechanics in current social games might seem arbitrary, even though this 

couldn‟t be less true. A good example of an underrated aspect like this is part of 

the visual feedback of social games. We‟ll get deeper into this later, but to 

illustrate the point, I‟ll touch on it here. Most social games employ exaggerated 

visuals for menial tasks to give players a sense of accomplishment even when 

they‟ve hardly done anything special at all, like harvesting one field in Farmville. 

The use of this is to supply the player with a small endorphin rush, which has been 

cited to be one of the reasons these games even work at all. While designing our 

FIGURE 4 | FACEBOOK 

LOGO 
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game, we had to overcome, as any naive designer would, the urge to disregard 

these type of mechanics as cheap tricks. Rather, we should view them as tools a 

designer can use to offer engaging gameplay in social games. As any tool though, 

it must be crafted to suit its intended use, and even then it must be handled with 

skill and care. In the next segment we‟ll investigate the five main tools, and go in 

deeper as to why they work so well and how best to employ them in your game 

design. 

THE FIVE MAJOR PSYCHOLOGICAL TOOLS IN SOCIAL GAME DESIGN 

So we have these six great mechanics which work in social game design, but 

wouldn‟t it be even greater if we understood why these mechanics work so well, 

and how we can employ them in our own designs without copying Farmville‟s 

mechanics? That is what this segment is all about, I have established five 

overarching psychological tools which are listed here. Of each tool I will first 

explain what it means, then why it works so well with the human psyche and then 

I‟ll give an advice on how to use these in designing social games. 

1. SKINNER BOX 

One of the most discussed principles in social games and games in general is the 

use of skinner box type mechanics. The skinner box is an experiment devised by 

B.F. Skinner to investigate operant conditioning on animals. It consists of a box 

wherein there is a lever which will release a food pellet when it is pressed. An 

animal, usually a rat or pigeon is placed in the box. After its initial panic, the 

creature will discover that pressing the lever will produce a food pellet. From that 

moment onwards the animal will associate pressing the lever with getting a 

reward, and it will start displaying that behaviour more often. The skinner box 

works equally well if instead of a reward being given, a negative stimulant is 

removed. This is called the difference between positive and negative reinforcers. 

When talking about skinner box in relation to games, it raises a lot of new 

questions. First of all, there is no way people are that simple, are they? Also, how 

can videogames offer rewards to players, and why is it so effective? 

In short, yes, fireworks, endorphins. The longer version is that starting to repeat 

behaviour when it is rewarded is something that is ingrained in all living things. It 

might very well be the key to being a successful organism. For example, when a 

creature eats something healthy, it is rewarded by sweet flavours, more energy and 

the removal of the hungry feeling. Even an organism with a sophisticated brain 

such as ours, which is conceived enough to think that we‟ve transcended our 

instincts, will turn into a near mindless zombie when enough rewards are being 

fed. Furthermore, making a human brain consider something a reward is easy 

enough. The first thing you do is dress up the receiving of a reward as much as 

possible. Literally showing some fireworks, flying stars and bright colours is 

enough of a reference to joyous occasions for the human mind to instantly start 

producing endorphins, the chemical which accounts for joyous feelings in our 

minds. By coupling these rewards with actual in-game rewards such as income, 

items or experience, the mind is being taught that gaining a reward like this is 

worth something. 

So this must mean that the skinner box is the easiest and most abuse-sensitive 

mechanic right? Well, not entirely. Constant reward feeding gets tiresome for a 

mind after a while, even for pigeons. This is why researchers into operant 

conditioning have come up with different reward schedules. 

There are a total of eight reward schedules, of which the four most effective are (in 

order of effectiveness): 

1. Variable ratio 

A reward is given after a specified number of responses is given, the 

number of responses required is variable. 

2. Fixed ratio 

A reward is given after a specified number of responses is given, the 

number of responses required is the same in each instance. 

3. Variable interval 

A reward is given after a specific amount of time has passed, and the 

response is given, the amount of time passed is variable. 

4. Fixed interval 

A reward is given after a specific amount of time has passed, and the 

response is given, the amount of time passed is variable.  
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FIGURE 5 | SOURCE: 

HTTP://WWW.BETABUNNY.COM/BEHAVIORISM/CONDITIONING2.HTM 
 

 So, when giving out rewards, it is best to hand them out after a set number of 

desired responses is given. For instance, in Farmville you gain an achievement if 

you‟ve harvested a hundred crops. Then you make this number variable, so the 

next reward is given out at two hundred crops, but the next one after that is given 

out after five hundred crops, and you scale up in such a manner. This makes sure 

players don‟t get bored with the rewards, and it gives them clear goals to work 

towards.  

2. CONTROL 

The next tool game designers can employ is giving players a strong sense of being 

in control. But with this tool, maybe more than any other, dosage is a key factor. 

One of the things game designers must always remember is that nobody is more 

bored than God. What this means is that being able to do anything you want, is 

what causes boredom. the more control you give a player, the more boring your 

game becomes. The core of any game is giving the player some goals (or allowing 

the player to set their own goals), setting up some obstacles in their way and 

giving them rewards when they conquer the obstacles (in some instances, 

conquering an obstacle is enough of a reward, but that is a different subject 

altogether). More about using control later, but let us first explore why people like 

control so much. 

For most people, real life is scary, and fear is one of the strongest emotions in 

human nature. People fear nearly anything, darkness, disease, loss or social 

repercussions. But if there is one thing that inspires more fear than anything else, 

it‟s chaos. The notion that some things don‟t happen for a reason is so scary for 

most people, that they‟ve invented a million ways of trying to rationalize random 

occurrences. For a lot of people, gaming is rooted in some sort of escapist feeling, 

there are problems in their life which they can‟t control, and playing games helps 

them escape those problems, and focus on problems (the game obstacles) which 

have a clear way of dealing with. 

On the opposite side of chaos are things like control, order, regularity, systems and 

rules. Which is part of the reason why people like games so much, it provides 

them with a safe environment in which they are in control, everything happens in a 

certain order and with determinable regularity. The entire game is composed of 

systems supporting a set of rules. Players like this sort of measurable control in 

their world, there is a safety in the fact that they can‟t lose anything unless they 

themselves mess it up.  

With chaos comes tension and excitement, if dosed right, fear can be exhilarating. 

This is because there is hardly a greater sense of accomplishment for a person than 

to overcome fear, it is a great part of what constitutes any challenge. 

In relation to games, the balance between control and chaos is one of the most 

tricky things to get right. In most action-oriented games there is a great allowance 

for the use of controlled random, be it the accuracy of guns in shooters or the drop 

of loot in modern MMORPG‟s. In social games we see a far less great allowance, 

there are hardly, if any, elements which use random factors. This is probably 

because the type of people who play social games seek their enjoyment not in the 

adrenaline-rush type of entertainment which games involving random factors can 

offer, but they seek their enjoyment in mastering the game rules and using these to 

their utmost potential. One of the few other genres in which this is a big factor are 

Real Time Strategy games, which need a lack of random to be able to offer truly 

fair player-versus-player gameplay. 

So to make sure your game is appealing to the type of people who play social 

games, you have to make sure you have a clear set of rules players can follow, 

make the system insightful and clear. To avoid the game becoming too easy and 

risk-free (and subsequently boring) make sure that there are great punishments for 

failure. Taking Farmville as an example again, we see that if you don‟t harvest 

your crops, they‟re all destroyed. But, there is only one way for the crops to get 

destroyed: if the player hasn’t harvested them in time. There are no natural 
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disasters, cataclysmic events or other players who have an effect on this, the 

responsibility lies completely with the player. 

3. SENSE OF INTRINSIC VALUE 

To truly engage players in your social games, they have to have to feeling that the 

game, and all of the objects within the game, have a value based on its own merit. 

This is known as intrinsic value. There are two types of intrinsic value, financial 

and ethical/philosophical. In the context of game design I refer to the 

ethical/philosophical type.  

Without a sense of intrinsic value, you have no method of rewarding or engaging 

players with your game. Luckily, there is a very strong process in the human mind 

which can help you with this. I call it the “I‟m not stupid” argument, and it goes 

like this: “I am not stupid. If I invest time and effort in this game, it must be worth 

spending time and effort on, or else I would have made a bad choice, which would 

mean I’m stupid.” This means that anyone who has ever started playing your 

game, will start to justify actually playing the game from the start. It is such a 

strong process in fact, that the more time someone has spent playing your game, 

the harder it will become for them to stop playing it.  

All you have to do as a game designer to engage this process is to make sure that 

someone spends a lot of time and effort right from their first play session. A 

requirement for maintaining the sense of intrinsic value is to have persistent 

elements in the game world, think of characters in MMORPG‟s or the farm in 

Farmville. 

4. PERCEPTION OF SOCIAL PRESSURE 

Another strong element lies in the way people interact with one another.  There are 

a lot of interactions between people which game designers can use to their 

advantage when making social games. The most famous of these processes is 

called the reciprocity effect, but there are several more processes at play between 

people which can all serve to engage players with your game better. 

The first and most powerful social pressure process at play is the reciprocity 

effect. It basically means that if one player gives something to another, the second 

player will feel obligated to return the favour and send a gift back. This process is 

used both to get people to start playing the game as it is used to keep players 

involved with the game. The way it lures new players into the game is by the fact 

that players can send gifts to people who are not yet playing the game. To  accept 

the gift (and send one back), people need to start playing the game. The way it 

keeps players from leaving the game is by constantly having players send gifts to 

one-another. If a player feels like they want to stop playing the game, the fact that 

there are still gifts they haven‟t received yet, and that they haven‟t returned the 

favour keeps them from it. 

Another strong process, which might seem underrated in the context of social 

games is competition. Humans are herd animals, and as for any herd animal, it is 

very important to them to establish their ranking in their group. Games are a much 

more convenient way of doing this than having  to do a ritual fighting dance 

before you head off to work each morning. But social games don‟t offer any direct 

competition like shooters, nor do they have ranking lists like sport and racing 

games, so how does competition work there?  

Well in the first place, a lot of social games offer a wide range of decorative 

elements. There are so many different decorative elements in fact, that it is pretty 

unlikely that two players have identical sets of decorative elements in their 

respective game worlds. So if a player (player A) visits another player‟s (player B) 

game world, he will undoubtedly see some kind of decorative element he does not 

have. If the decorative element(s) in Player B‟s game world are more impressive 

than the ones in player A‟s game world, player A will undoubtedly feel he is the 

lesser of the two, and he will strive to match Player B‟s game world. Having 

achievements and/or levels serve to reinforce these feelings. 

Another process is pure peer pressure. It is what happens when a player tells a 

person to start playing the game, or to keep playing the game. There are several 

motivations for a player to do this. The first reason is for personal benefit, most 

social games employ some sort of scheme which involves having to invite other 

people to the game to be able to progress in the game, think of the neighbour 

mechanic in Farmville, or the allies mechanic in City of Wonders. The gifting and 

collect bonus mechanics in Farmville and City of Wonders respectively serve the 

same purpose. The collect bonus mechanic in City of Wonders works by being 

able to share your achievements on Facebook, when you share an achievement, a 

message appears on your Facebook wall with a „collect bonus‟ button. If someone 

clicks this button, they will receive 500 coins in the game. This mechanic is so 

strong in fact, that three players working together can gain much more income 

„harvesting‟ each other‟s Facebook walls than that they could gain in the game 
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itself. Finding more people who are willing to post bonuses on their Facebook 

walls is a direct positive influence on your ability to play the game.  

The third motivation for a player to pressure someone into playing the game is 

simply because it is more fun to play together. 

Social pressure even works without players directly trying to influence people in 

their social network. Because of the intensity in the amount of messages these 

games generate on social network sites, it is impossible for people to not notice 

that a lot of their friends are playing a certain game. Yet again considering that the 

human race is a herd animal, and individuality, though regarded as a positive 

attribute, actually being a negative aspect, people will want to fit in with their 

peers, and many will start playing the game. 

Most of these types of mechanics will mainly serve to make your game more viral, 

and they contribute greatly toward making it sticky. 

5. ILLUSION OF USEFULNESS 

The final process we are going to discuss is the illusion of usefulness these type of 

games can generate amongst its players. A lot of tasks people perform in daily life 

are without persistent meaning. For instance cleaning a house which will be dirty 

the next day, or working in a production-oriented job where you mindlessly repeat 

the same task over and over again without getting the feeling that your are 

contributing to something bigger. Even though this isn‟t necessarily true for all 

people, for some people involved in these kind of tasks, something inherently 

meaningless as a social game can actually instil the feeling of doing something 

useful. Every time they play they get the feeling that they are building something 

worthwhile. 

To engage this process, you have to have a persistent game world or at least a 

persistent element in your game design which can be built over time. This can be 

the farm in Farmville, but characters in MMORPG‟s trigger the same response. 

For this to work though, the sense of intrinsic value is a prerequisite. If the player 

does not feel that the game elements have some worth, they will not be able to feel 

they are building something constructive.  

 

CONCLUSION 

To summarize, I have defined five psychological tools which can be employed by 

game designers to make sure they create engaging social games: 

1. Skinner box 

Promotes stickiness, works by feeding people small rewards throughout 

the game. 

2. Control 

Promotes Stickiness, works by having clear rules and systems and 

identifiable goals in the game. 

3. Sense of intrinsic value 

Promotes Stickiness, works by having people spend a lot of time playing 

the game in the first few sessions of play 

4. Perception of social pressure 

Promotes Viral and Stickiness, works by having a lot of sharing and 

gifting options in your game. 

5. Illusion of usefulness  

Promotes Stickiness, works by having persistent game elements. 

None of these elements are almighty, or to be used as cudgels in your game 

design. A successful design will feature mechanics which support these five tools. 

In using these tools, the balance of the mechanics which support them is key. If 

you want to create something successful in the social game genre these days, you 

can‟t get away with copying Farmville anymore, but that doesn‟t mean we can‟t 

learn from Farmville‟s success, and make something better. 
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GLOSSARY 

A large part of the terminology used in this paper is either unique to social game 

design or psychology, and the rest is at least ambiguous within the game design 

community. Here are most of the unique terms used in this paper, and my personal 

definition of them as I used them here. 

PSYCHOLOGICAL TOOLS 

By psychological tools I mean certain principles from the study of psychology 

which can be implemented in social game designs to make their gameplay more 

engaging. This is done by explaining the processes behind these tools, ranging 

from internal psychological processes to external, or social, processes. 

(SOCIAL) (GAME) MECHANICS 

A system of rules. An example is the harvesting mechanic in Farmville. Just the 

clicking of fully grown crops to receive income, xp and achievements is a separate 

mechanic. However, it is part of the overarching crop mechanic, which also 

involves the planting and ploughing mechanics. 

STICKINESS 

How strongly the game tries and pull the player back to the game. The stronger the 

stickiness, the more often the player will return to the game. 

VIRAL 

Something is considered viral if it‟s distribution happens without direct 

stimulation from the original author. It is basically when the users themselves 

spread the object to people who may not be familiar with it yet. 

SOCIAL 

Anything where-in the relations and interactions between people is the main 

aspect. 

PROCESS 

When I refer to a process, I refer to the psychological processes in the human 

brain. 

USERS, PLAYERS AND PEOPLE 

The difference between users, players and people is that a user is someone who is 

engaged with any type of media, a player is someone involved with a specific 

game and people is the population in general. 

GAME WORLD 

All of the game assets associated with a certain player within the game. Also the 

persistent part of any game. 

TOGETHER APART 

Together apart means that players are all functioning in, and adding to a persisting, 

and often collaborative, game world, without actually directly coming into contact 

with one another. For instance in Farmville, you can visit someone else‟s farm, but 

even if the player whose farm you are visiting at that moment is online at that 

time, he will not see your game character in real time. 

SOCIAL GAME 

In my view, a game is a social game if the following three requirements are met: 

- There are multiple players involved 

- Players are constantly made aware of what other players are doing. 

- The game is based on, or at least offers integration with, a social network. 

There are more aspects social games share, but these three are the elements which 

all social games share. 
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