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Abstract
Social media sites such as FaceBook present a variety of game opportunities to their users. Many traditional games, such as Scrabble, are available for free to FaceBook users, for example. Some of the game activities on these sites do not fit standard definitions of “games,” however, primarily because the activity does not present an objective for the player to achieve. That is, there is no way to “win” the game. Instead, many of these activities provide the user with the opportunity to express an identity while engaging in interactive play with others. According to Erving Goffman
, every interaction among people involves the performance of self. Games such as Farmville and Café World provide the user with an opportunity to customise a personalised space that “gives off” an impression of the identity of the player. Still other game activities involve taking quizzes or answering questions that the player’s friends can see and which the player can use to express a particular identity.

Identity performance is one reason for engaging participating in sites such as FaceBook but the game studies community, in their animosity toward game activities such as Farmville, which doesn’t meet most modern definitions of “a game,” misunderstands the “point” of these games and focuses on aspects of the game that are unimportant to typical players of that game. Following the uses and gratifications theory, I will argue that social media game players use these games to gratify their need to construct a well-rounded online identity using the paidiaic type of play called “dress up.”
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1. 
Introduction 

Social media, such as Facebook and Google+, have enjoyed exponential growth in recent years. Millions of people, for example, use Facebook as a means for maintaining contact with friends and family. The popularity of computer games has also increased in recent years. Much of that growth has come from people playing free games on social media platforms, particularly people not traditionally thought of as “gamers” (older women, for example).
  

There is a fairly large body of literature on children’s play (why and how they play, what their play means and so on)
 while there has not been as much work which explores the play of adults. There is also a large body of literature exploring the type of play that Roger Caillois called ludus or ludic play.3 In fact, within the game studies community, “game” has come to mean an activity that results in ludic play while activities that result in play of other types (in particular, paidia or paidiaic play) have been ignored or, as I will demonstrate, treated with scorn.

In this chapter, I will explore games that adults play using social media as a platform and how those games interact with identity expression and experimentation where people “try on” different identities in the safe environment of the online world. Within these online spaces, players strive to construct an online identity that includes physical attributes, behavioural preferences and a variety of competencies. I will focus on games that involve the customisation of online spaces and why a new demographic seems to be especially interested in this type of game. To explore this area, I will discuss first discuss the uses and gratifications theory
 to explore why people engage in the activities that they do. I will then discuss impression management, as articulated by Erving Goffman in The Presentation of Self in Everyday Life.
 Next, I will explore the ways in which games are defined and discussed by the game studies community. Finally, I will discuss the kinds of games people play on online platforms and why those games might gratify their needs.
2.  Uses and Gratifications Theory 

The uses and gratifications theory
 is a theory of media use that focuses on the audience (consumers) of media as active participants in their relationship with mass media. It focuses on what people do with media and why they do those things. The theory assumes that people have needs that they will try to gratify by taking an active role in seeking out media sources and interpreting messages from those sources, incorporating them into their lives. The theory also assumes that some of those media messages will better gratify the consumer’s needs than others and that the more gratifying the media messages from a particular source, the more likely it will that the consumer will continue to look to that source in the future. Blumler and Katz in 1974 (in perhaps the most famous quote regarding the theory) explained that the theory explores:

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.

 That is, the theory says that people have needs which generate expectations concerning media which lead to different media uses resulting in gratification of the original needs (or not).

The first question then is: what needs do people try to gratify with their use of media? An early study of media consumers using the uses and gratifications theory identified four types of needs (in the general population): diversion, personal relationships, personal identity, and surveillance
. Subsequent studies have identified additional needs that consumers gratify using media but these original four are key ones for this chapter. The need for diversion involves a need to escape from the routine of everyday life or to achieve an emotional release. This, for example, is why many people like to watch movies that make them cry.
 The need for personal relationships includes the need for finding companionship with other people as well as for gaining some sort of social utility via relationships. For example, one might read a book that a friend has recommended in order to provide an opportunity for conversation about that book later. The need for personal identity includes the need for personal reference (that is, consuming media about people like us), reality exploration and value reinforcement. For example, one might listen to Rush Limbaugh’s radio show in the United States in order to reinforce one’s already conservative values. Finally, the need for surveillance includes the need to gather information or monitor an event. For example, one might watch the local news in order to gain information concerning tomorrow’s weather.

Over the years, several uses and gratifications studies have examined people who fall into what we would consider “traditional” demographics for gamers (young, white, male videogame players) to identify the needs that are gratified by their game-playing. In general, these studies show that these players expect that games will result in the gratification of their need for diversion. For example, in 1981, Malone found that these players play video games in order to engage in fantasy, to challenge themselves, and to satisfy their curiosity
. Similarly, in 2007, Dawson found that video gamers expect games to provide entertainment, fun, escape, and relaxation
. In other words, gamers from traditional demographics have typically reported that they play games in order to divert themselves in some way.
3.  Impression Management 

In 1959, Erving Goffman wrote his influential book The Presentation of Self in Everyday Life
. Goffman introduced the idea of impression management by using the analogy of the theatre and actors within the play to explain complex human interactions. Of course, this is not a new analogy. Shakespeare in the 1600’s famously said, “All the world’s a stage and the men and women merely players.” But Goffman followed this analogy to its logical conclusions in regards to all of human interaction (communication). In response to Shakespeare, Goffman said, “All the world is not, of course, a stage, but the crucial ways in which it isn't are not easy to specify.”
 According to Goffman, each communicator, or actor, in an interaction is engaged in a performance during the interaction. The goal of the performance for each actor is to provide the audience with an impression of self that is consistent with the manner in which the actor wants to present themself. That is, the actor in a communication interaction desires to construct an image that claims a particular personal identity.
Goffman goes on to explain that two types of impressions are involved in any performance, each of which can be expressed either intentionally or unintentionally. First, there is the impression that a person expresses consciously via verbal symbols to convey information known by all to be attached to those symbols. Second, there is the impression that a person “gives off” via all other behaviours. This includes things such as clothing choices, tone of voice, the way in which one chooses to decorate their home, and so on. All of these items together communicate something about the identity of the actor to the audience. Therefore, according to Goffman, any communication interaction is concerned with expressing a particular identity. That is, all communication is about performing a particular self
.

When Goffman discussed the performance of self, he was primarily discussing communication interactions between two individuals. McQuail, et al. were primarily concerned with the communication between an individual and their mass media choices. Recall that one of the types of needs identified by McQuail, et al. concerned personal identity, which included needs for personal reference, reality exploration, and value reinforcement
. To gratify a need for personal reference, a consumer might read an autobiography of someone who went to the same college as they did. To gratify a need for reality exploration, a male consumer might play an online game as a woman in order to experience a reality different than the one in which he normally lives. And to gratify a need to have her values reinforced, a consumer might watch a television show that supports the views that she already holds. Each of these activities involves the use of mass media artefacts to create an identity that the individual might perform in interactions with other individuals.
4.  Social Media

When we talk about “social media,” we mean media that allows humans to interact with each other, that is, to be social. In recent years, with the introduction of Web 2.0, social media have enjoyed explosive growth
. Web 2.0 allows users to be active producers of content rather than simply consumers. In Web 2.0 terms, social media includes blogs, wikis, photo sharing sites, social networking sites and so on. The ease of use and ubiquity of these tools have led many people who never used computers before to go online (sometimes using their cell phones and other mobile devices) and become engaged in online life.
The people who have started to use computers because of Web 2.0 fall into non-traditional demographics concerning computer use. In particular, social networking sites have been very popular with women
. The non-traditional (female) computer user has needs that she is trying to satisfy with her use of social media and her needs are different than the more traditional (male) computer user. Traditional game-players are primarily playing computer games to gratify a need for diversion. Several recent studies have found that new users of social networking sites are trying to gratify needs that are different than those that gamers are trying to gratify using games. For example, Sheldon found that Facebook users expect that using the networking site will gratify their needs for maintaining relationships and passing time
. In addition, Urista found that social networking users use the sites for staying in touch with friends and family and managing communication
. That is, the expectation of users of social networking sites such as Facebook is that media use will result in gratification of their primary need for maintaining personal relationships. Engaging in these personal relationships will also secondarily help pass time.
Maintaining a relationship between individuals requires that the individuals engage in communication interactions. Given that Goffman said that all communication interactions involve impression management or what he calls, “the performance of the self,’ I argue that, because Facebook users are focused more on relationship needs rather than individual needs (such as diversion) when they use Facebook (and other networking sites), they use Facebook as a mechanism for creating and performing impressions of a particular identity or a particular self.
These uses and gratifications studies can help us to understand why some Web 2.0 tools have struggled to attract computer users from non-traditional demographics. Wikipedia, for example, has been quite public about its efforts to recruit women as editors. Co-founder Jimmy Wales has said that the company’s research shows that 90% of Wikipedia’s editors are male and the average age is 26, leading to a dearth of articles on topics that might be considered “women’s topics.”
 In his chapter in this volume, Ben Abraham explains that, in the Wikipedia community, the “hacker ethic” is prized. The values of autonomy and individualism combine with an inherent mistrust of any centralised authority to create a system of “authority” based solely on an individual’s technical expertise.
 Computer users trying to gratify their need for relationship maintenance would be unlikely to find that need gratified in a community so focused on individualism and autonomy.
5.  Game Studies
In an editorial in a new online journal called Game Studies, the editor-in-chief, Espen Aarseth, declared 2001 as Year One of Computer Game Studies.
 Despite the very recent acceptance of computer game studies as a legitimate academic discipline, the foundations of the field go back to the 1930’s with the publication of Homo Ludens by Johan Huizing and the 1950’s with the publication of Man, Play and Games by Roger Caillois. Both authors develop categories of play which look at a variety of dimensions of the play activity. One of Caillois’ categorizations is of particular interest to the discussion here. He develops a continuum of play, from paidia on one end to ludus on the other.

Paidia is characterized by “carefree gaiety,” “free improvisation,” and “uncontrolled fantasy.” Ludus, on the other hand, is characterized by situations in which such gaiety, improvisation and fantasy are “disciplined” by “arbitrary, imperative and purposely tedious conventions,” that is, by rules.
 A look at a few common definitions of “game” that are used within the game studies community shows that game studies deals almost entirely with activities that are ludic in nature.

For example, one of the earliest (1994) examinations of what makes an activity a game comes from Greg Costikyan in “I Have No Words and I Must Design.” In Costikyan’s definition, an activity must contain six elements in order to be considered a game: game tokens, a goal, opposition, decision-making, managing resources and information.
 The requirement that in order to be considered a “game” an activity must have a goal, something that the player is trying to achieve within the activity, means that paidiaic play is largely left out of the definition. Subsequent definitions of “game” continue to integrate this bias toward ludus. For example, Tracy Fullerton’s definition requires that for an activity to be called a game, it must have eight elements, two of which are rules and an objective. Rules are the “arbitrary, imperative and purposely tedious conventions” described by Caillois in his description of ludus and an objective is the same thing as a goal, something the player is trying to achieve within the activity.
 These requirements exclude most paidiaic activities from being classified as game activities.

Many of the games that people play on social media platforms, which are typically called social games, involve paidiaic activities, particularly activities concerned with designing and decorating an online space, as well as ludic activities, like following rules that are necessary to make money. For example, Farmville and Farmtown involve owning and maintaining a farm on which the user plants, nurture, harvests and sells crops and on which s/he raises farm animals, builds buildings, installs fences and so on. The paidiaic activities involve the designing, decorating and otherwise customising of one’s farm, determining where to put each crop, building, fence, and so on. The ludic activities involve the watering, fertilizing, harvesting and selling of crops in order to make money. In Café World and Restaurant City, each user owns and runs a restaurant in which s/he must customise the main character as well as the café itself and decide which foods to purchase and which recipes to make in order to attract customers. Even a simple game like Parking Wars involves the customisation of a personal, online space because each user can choose from a set of very simple street styles for the street they control while trying to ticket those who park illegally on their street. 

One of the implications of our current understanding of what we mean by “game” is that the paidiaic activities within these games are largely ignored or deemed unimportant to the game by the game studies community. For example, in a critique of social games, game studies theorist Ian Bogost has created a social game called Cow Clicker, about which he has said: 

You get a cow. You can click on it. In six hours, you can click it again. Clicking earns you clicks. You can buy custom "premium" cows through micropayments (the Cow Clicker currency is called "mooney"), and you can buy your way out of the time delay by spending it. You can publish feed stories about clicking your cow, and you can click friends' cow clicks in their feed stories. Cow Clicker is Facebook games distilled to their essence. 

Clearly, Bogost believes that the most important activity in a game like Farmville is the clicking, which is how the player waters, fertilises, harvests and sells their crops. Activities such as decorating the farms, personalising the online space, are not considered part of the “essence” of the game. Those activities are somehow extra, not necessary to the playing of the game, which is why they can be stripped out in Cow Clicker. These stripped out activities are paidiaic and this is why they are deemed unimportant. They are not activities that are necessary for the player to achieve the objective of making more money. In our ludic-centric game studies community, the ludic activities represent the “essence” of the game.

6.  Social Media, Games and Uses and Gratifications
A recent study indicates that women are driving the trend of social gaming. The average Farmville player, for example, is a white woman in her mid-40’s.
 This contrasts with our long-held understanding that the typical video game player is a white man in his 20’s. The question, then, is why have social games captured the attention of such a different demographic? 

Women typically derive different gratifications from media use than do men. One recent study, for example, suggests that men play for challenge, socialising and competition while women play primarily for socializing.
 A recent paper has suggested that perhaps women play for reasons that are not typically listed as possible gratifications in such studies. Fron, et al. suggest that many women enjoy play that involves “dress-up” and that the game studies community should start to pay attention to that kind of play, partly as a way to infuse more gender balance into the research of the field.
 They go on to argue that “dress-up is a central play pattern that has deep roots in human culture, and which, with the rise of multiplayer digital games and virtual worlds, is playing an increasingly prominent role in both digital and non-digital play practices.”

Many of the “non-essential” activities in social games involve the paidiaic play that Fron, et al. would call “dress-up.” Although gratifying the desire for “dress-up” play is not typically one of the options given by researchers in uses and gratifications studies, it does seem anecdotally as though many women (and some men) enjoy those aspects of social game play much more than the “essence” of the games, as defined by game studies scholars like Bogost.
For example, a friend and colleague who is a female faculty member in her early 50’s (and who have never before played video or computer games) has four farms in Farmville (which required her to create four separate Facebook accounts). She told me that she decorates and manages each farm differently, consciously expressing a different part of her identity with each farm. One farm, for example, is decorated all in pink. A second farm is decorated as a cattle ranch. As a communication studies scholar, she is aware that managing these farms, playing this game, gratifies some need in her. And yet, self-reflection has not yielded an answer to her concerning what the need is that is being gratified. Given the way she discusses Farmville, I would argue that the clicking required for watering, fertilizing, harvesting and selling her crops has very little to do with her enjoyment of the game. Instead, her enjoyment seems to come from the designing and decorating of the farms, the online spaces which will be presented as her own. Decorating the online space is a kind of “dress-up” and, like most paidiaic play, is ignored by many who study social games.
What does this paidiaic play have to do with communication or being social? When players play these kinds of games, their friends who are also involved in the game are able to interact with the player’s customised online space. And so, following Goffman, when the player designs their online space, they are communicating with these friends. In other words, the player is creating an impression of themself for the benefit of this online audience. Why is Farmville appealing to this unusual game-playing demographic, women in their 40’s? Remember that Facebook users in general are not primarily using the social networking site for diversion (the typical need gratified by computer games). Instead, they are using the social networking site to maintain their relationships with friends and family. It makes sense, then, that they are probably also playing games expecting their need for relationship maintenance to be gratified. Farmville does sometimes meet a need for diversion; my friend said it’s relaxing/calming to water her crops, for example. But the player’s hope is that others will visit the farm as well. They get pleasure from arranging crops in a particular way, owning certain animals, building houses, and so on. That is, there is pleasure for the player in creating an impression of their identity, in performing the self (or at least one aspect of the self) for their potential audience, the visitors to their customised online spaces. There is pleasure in this paidiaic play but this pleasure is largely ignored by the game studies community.
7.  Conclusion
Many users of social media are engaged in playful activities. Some of these activities allow the customization of online spaces. Other activities, such as participation in memes, allow the display of certain behavioral preferences and competencies. These behaviors are what Goffman calls “the performance of self.” And they typically do not involve the goal-oriented ludic play typically favored by video game players and academics. Applying the uses and gratifications theory to these playful activities tells us that users gratify their needs for socialization, personal relationship and, following Goffman, personal identity. These needs differ significantly from the needs that gamers from traditional demographics have indicated that they are attempting to gratify when they play a game. In addition, from anecdotes, it appears that social gamers often enjoy aspects of paidiaic play, especially activities that involve “dress-up.” The uses and gratifications theory of media use explains the immense popularity of games such as Farmville among middle-aged women. But I have also argued that the game studies community has narrowly focused on ludic play in studying games and has, therefore, failed to investigate the other types of play that may be gratifying needs in social gamers. A broader understanding and investigation of why people play social games will help us to understand how to create games that appeal to this larger demographic of game players. 
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