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ABSTRACT
Objective: the relationship between player and character is important to understand the 

concept of the extended self in virtual markets. This study aims to further understand this 

relationship between player and online game. MMORPGs have several resources that 

affect the psychological experience of players, who feel connected to their characters. 

The online world seems to free us from our physical bodies and provide new ways to 

express ourselves. Thus, the archetypal structures are part of the social imaginary, as 

fictional universes and avatars in online games. Methods: a netnography methodology 

was used in order to participate in an online community of the game and collect 

information about the construction of the game archetype, the players’ relationships 

and their extended self, and the motivations that engage the players. Results: it was 

found that archetypes serve as limitations but also as a guarantee of involvement and 

satisfaction. We also identified person-building relationships in search of an ideal reality, 

and we found that the motivations that most drive players are the search for relationships 

and escapism as a way to immerse and escape from ‘real reality.’ Conclusions: the 

study was directed toward the archetypal construction of the game. The extended self 

is a form of consumption and interaction with the avatar but also an escape from ‘real 

reality’ and the co-construction of an archetype of a virtual fantasy world that forms 

part of the relationship and evolution of consumption and entertainment patterns. 
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INTRODUCTION
“What is your character?” “Mine is the troll in golden ar-

mor,” “I have an orc,” or “I am the blood elf.” These di-

alogues are common to online players regarding their 

avatars, representing the player within a game. However, 

what is the players’ relationship with the game’s virtu-

al world? Do players play it, or do they feel like part of 

the game? What experiences motivate them to engage 

extensively within these virtual worlds? This relationship 

between player and character is important to understand 

the concept of the extended self (Belk, 1988) in virtual 

and digital markets (Ambika et al., 2023; Belk, 2013; 2016; 

Muhammad & Hidayanto, 2023; Thorhauge, 2024).

Computers have fundamentally reshaped how in-

dividuals work, play, communicate, and represent their 

sense of self (Dunn & Guadagno, 2012), broadening av-

enues for self-extension and altering consumer behav-

iors (Belk, 2013). In immersive environments, particularly 

in gaming, this self-extension manifests in how players 

align themselves with their avatars. According to Belk 

(2016), players often identify themselves as their avatars, 

experiencing a form of self-presence. As an immersive 

experience in virtual reality (Slater et al., 2010), the play-

er’s self-presence can be viewed as the degree to which 

the avatar matches the real self (Kokkinara & Slater, 2014). 

When virtual worlds mirror real-world structures and so-

cial contexts (Martoncik & Loksa, 2016), the avatar thus 

becomes the player’s self-representation in accordance 

with the construction of an ideal self (Bessière et al., 2007; 

Dunn & Guadagno, 2012). Nonetheless, the dynamic re-

lationship between player identity and motivations with-

in fictional game environments invites further explora-

tion, particularly regarding how archetypal themes shape 

these interactions.

Despite existing studies on self-representation, 

self-extension, and game design in online environments 

(Ambika et al., 2023; Patzer et al., 2020; Wang et al., 2021; 

Yee & Bailenson, 2007), the focus on a player environment 

is recent (Patzer et al., 2020; Wang et al., 2021). Drawing 

from archetypal and subjective theories (Jung, 2000;  

2008), this paper posits that players project aspects of 

their subjectivity onto avatars, representing social values 

and collective archetypes. Consequently, the relation-

ship between players and their avatars functions as rep-

resentations of archetypes and considers the collective 

unconscious emerging from shared player experiences.

Avatars and immersive game environments shape 

players’ experiences (Livingston et al., 2014; Sailer et al., 

2017). The game interactions, such as conversations, ex-

changes, sales, purchases, and other types of relation-

ships between players, are part of the players’ experienc-

es in a digital market (Muhammad & Hidayanto, 2023; 

Thorhauge, 2024). Given the limited research on immer-

sive gaming contexts, exploring the self-extension within 

these environments is pertinent (Patzer et al., 2020; Wang 

et al., 2021). Additionally, distinguishing between players’ 

real and ideal selves in interactive media warrants further 

study (Kokkinara & Slater, 2014). Thus, this perspective 

opens the gap to the degree of self-extension and identi-

ty expression within archetypal game contexts.

Most existing research predominantly covers North 

American, European, and Chinese gaming communi-

ties (e.g., Bartle, 2004; Bessière et al., 2007; Williams et 

al., 2006, 2011; Yee, 2006; Yee & Bailenson, 2007). Our 

understanding of other countries’ players’ characteris-

tics and insights into the cultural and social nuances of 

players from different regions are limited (Rapp, 2018b). 

In this sense, Brazil is the largest gaming market in Latin 

America, with an estimated 136.6 million online players 

and projected revenue surpassing 2.4 billion USD by 2024 

(Statista, 2024a; 2024b). It is important to explore the mo-

tivations that drive players to deeply engage with their 

avatars and gaming environments (Bessière et al., 2007; 

Williams et al., 2011; Yee, 2006), and Brazilian players offer 

a particularly valuable context for this investigation. The 

study focuses on players’ motivations and explores the 

boundaries separating casual online gaming users from 

fully engaged players. 

To understand the experiences of self-extension, ar-

chetypes, and motivations in MMORPG online games, 

this study aims to investigate the relationship between 

players and their avatars within the archetypal game 

context, exploring the boundaries of player identity 

and motivations in online gaming environments. The 

Brazilian community of the Massively Multiplayer Online 

Role-Playing Game (MMORPG) World of Warcraft (WoW) 

was selected since WoW is an adequate context to in-

vestigate players’ relationships with the elements of a fic-

tional universe (Bessière et al., 2007; Billieux et al., 2013; 

Brehm, 2013; Livingston et al., 2014; Nardi, 2010; Patzer et 

al., 2020; Rapp, 2021). Thus, this article explores the user 

experience of WoW players to understand its meanings, 

influences, and practices, and contributes to the litera-

ture on cultural consumption and consumption experi-

ence within the perspective of online game archetypes, 

self-extension, and player motivations in the Brazilian 

context.

THEORETICAL BACKGROUND
Contextualization of WoW MMORPG 
MMORPGs’ content, expressions, and interactions are re-

sponsible for guiding the player’s experience (Wang et al., 

2021). WoW is the most recognized MMORPG (Forbes, 

2024), reaching 144 million players by 2024 (MMO 

Populations, 2024). WoW has real-time player activities 

within a virtual world comprising also social interactions 

https://creativecommons.org/licenses/by/4.0/
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(Liu, 2016), allowing people to face long-term challeng-

es (Rapp, 2020; Wang et al., 2021). WoW is both a view-

ing experience, such as watching a movie, and an ac-

tive experience, like playing sports (Nardi, 2010). People 

play with characters that acquire skills, experience, and 

resources to defeat monsters, discover locations, and in-

teract in social and non-social objectives (Bessière et al., 

2007). 

WoW players must choose the avatar’s gender, pro-

fession, and appearance (Sohye & Reeves, 2009), as well 

as one race and one faction (i.e., horde or alliance). The 

strengths and abilities are key to play since skills are com-

plementary to playing alone or collaboratively (Bergstrom 

et al., 2012), influencing how the avatar is perceived in the 

game (Kromand, 2007). The avatar will be played to ac-

cumulate numerical attributes (such as points) and func-

tional abilities (Livingston et al., 2014; Williams et al., 2011). 

The avatar is the gameplay protagonist and the mediator 

of the fictional and sensorial experience for the player 

(Banks & Bowman, 2013; Kromand, 2007; Livingston et 

al., 2014). 

Social interactions are fundamental in WoW since a 

virtual society exists within the game (Taylor, 2006), lead-

ing to immersion (Choi & Kim, 2004; Sailer et al., 2017). 

In virtual environments, people can share their inter-

ests, motivations, and experiences with other players 

(Martoncik & Loksa, 2016). The game’s layout promotes 

interaction among individuals or groups (guilds), orga-

nizes activities, and fosters community development 

(Pearce, 2011). WoW players can develop long-term re-

lationships, enabling different forms of communication 

and interaction (Williams et al., 2006) between physical 

humans and digital avatars (Ambika et al., 2023; Banks & 

Bowman, 2013). MMORPGs imply competition and col-

laboration, increasing players’ engagement and allowing 

the expression of skills through avatars (Bessière et al., 

2007).

Carl Gustav Jung’s concept of archetype 
in analytical psychology
Jung (2000) saw the unconscious not only as a repos-

itory of repressed memories and drives but also as a 

system passed from generation to generation, alive in 

constant activity, organized according to collective and 

inherited functions. According to Jung (2008), dreams, 

fantasies, motivations, mythological symbols, and other 

mental states are consistent with the collective uncon-

scious. The collective unconscious is the accumulation 

of memories transmitted and universal ideas preserved 

throughout the generations (Hall et al., 2000). When rep-

resenting symbols of the social and human imagination, 

the term ‘archetype’ refers to symbolic elements that 

can be found in different cultures as universal ideas to 

characterize thoughts and feelings (Jung, 2000). Thus, 

‘collective unconscious’ and ‘archetype’ are inseparable 

(Jung, 2000).

Video games have embedded a profound knowl-

edge about game elements that should be designed to 

stimulate players’ engagement. Therefore, the archetyp-

al design of WoW stories and narration techniques had 

created a human-like social experience and support the 

formation of different kinds of social relations (Rapp, 

2018b). MMORPGs are governed by structured virtual 

world interactions, whether physical (walls, flights, and 

maps), political (faction disputes), or social, to restrict be-

havior within the game (Williams et al., 2006). As play-

ers advance in the game, they face norms, conventions, 

and choices (Bergstrom et al., 2012). The game brings 

players into game archetypes (e.g., raids, quests, or PvP) 

(Debeauvais et al., 2011). The stories shape the members’ 

imaginary around episodes, places, and characters (Rapp, 

2020). Guilds have common rules and shared culture, 

experiences, history, identity, values, beliefs, ideas, and 

affective relations (Rapp, 2018b; 2020). Even game time 

is essential for interactions, promoting a shared experi-

ence and engagement, retaining players over the long 

term (Rapp, 2020; 2021; Wang et al., 2021). These design 

elements and archetypes help players feel close to other 

players, improving the game experience and satisfaction 

(Patzer et al., 2020; Sailer et al., 2017). The aesthetic ar-

chetype is a critical element of game involvement. The 

game mechanics and architecture impact the game’s 

social formations and interactions. As game immersion 

occurs and players experience their existence in the 

online world, their identities and beliefs may differ from 

those of the physical world.

Online players can create avatars based on values 

representing archetypes, according to the Jungian ap-

proach (Martínez-Cano et al., 2019). WoW empowers 

players to build social experiences, friendship, affection, 

and even love through exchanging words, deeds, and 

gifts with symbolism valid in virtual and real worlds (Pace 

et al., 2010). An avatar represents a player’s collection of 

memories and experiences, similar to a memento in a 

scrapbook (Livingston et al., 2014). WoW is influenced by 

archetypal design, which shapes interactions and favors 

the emergence of social structures (Rapp, 2018b) and 

the construction of meanings (Rapp, 2018a), leading to 

game enjoyment. Not all in-game behavior is controlled 

or predictable. In games like WoW, players display spon-

taneous and even rebellious behaviors that shape the 

community and interactions. These behaviors reflect 

archetypes within the game world, where free will is 

projected onto the social imaginary, enriching dynamics 

and the collective experience.

https://creativecommons.org/licenses/by/4.0/
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Regarding digital marketing, the archetypal design 

of MMORPGs like WoW illustrates how symbolic frame-

works and the collective unconscious drive player en-

gagement and satisfaction. By leveraging universal ar-

chetypes, developers create immersive environments 

that resonate with deep psychological drivers, enhanc-

ing social connections and emotional bonds among 

players (Patzer et al., 2020; Rapp, 2018b). This alignment 

of design with archetypal imagery fosters meaningful 

social interactions, creating emotional bonds that not 

only retain players but also strengthen their loyalty to 

the game. As marketing strategies increasingly leverage 

these psychological principles, understanding the arche-

typal foundations that drive social and emotional expe-

riences becomes essential to building immersive and 

engaging digital platforms.

Digital self in World of Warcraft 
One of the first gamers’ actions in MMORPGs is to cre-

ate an avatar to present and represent their online iden-

tity. Avatars are crucial for game enjoyment, and their 

appearance is important for status, trust, self-disclosure, 

and socialization (Dunn & Guadagno, 2012; Livingston et 

al., 2014; Neustaedter & Fedorovskaya, 2009). Avatars can 

be extended bodies and minds, in constant evolution 

(Belk, 2014). Players can express themselves creatively 

through the design of an avatar, and this is associated 

with self-expression, accomplishment, and social recog-

nition. The avatar is an agent through which the player 

acts in the game world, interacts with other players, im-

merses the player in the virtual world, and receives all 

sensory information about the game. 

The digital universe can provide freedom from reality 

(Ambika et al., 2023; Belk, 2014) and new ways of expres-

sion (Belk, 2016). The choice of an avatar demonstrates 

a unique combination of personality, skills, and func-

tions (Brehm, 2013). As part of the game, players usually 

spend months or even years developing their avatar (Li 

et al., 2013). The avatar allows a projection of self and 

an emotional attachment to the character (Livingston 

et al., 2014), enabling awareness, touch, activity, and ex-

pressiveness, which are fundamental to the game ex-

perience and intimate interactions. Players have strong 

identity relationships with their avatars and build them 

to represent an ideal version of themselves. When play-

ers experience this ‘psychological fusion’ with avatars, 

they place themselves within the virtual spaces (Banks 

& Bowman, 2013).

MMORPGs’ resources affect the psychological expe-

rience of players who feel connected to their characters 

(Bessière et al., 2007; Li et al., 2013), and the degree of 

relationship between the player and the avatar is funda-

mental for understanding the psychological experiences 

(Sohye & Reeves, 2009). Virtual worlds offer people the 

ability to freely express and change undesired identity 

characteristics. The avatar can somehow compensate for 

personality deficiencies (introversion, neuroticism, low 

self-esteem) (Dunn & Guadagno, 2012). The relationship 

between player and avatar has an intense emotional ef-

fect that resembles the level of intimacy and interaction 

with another close person, leading to a long-term effect 

on the players’ identity (Li et al., 2013). Most players grav-

itate toward roles that fit their pre-existing personality 

types (Williams et al., 2011), or, in some cases, the avatars 

are a merge of their real and ideal selves (Bessière et al., 

2007; Dunn & Guadagno, 2012). Bartle (2004) classifies 

the players based on how much their avatars represent 

them in real life. Players start controlling their avatars and 

this evolves to avatars representing them, both as sep-

arate identities. Subsequently, users become characters, 

where the avatar is an extension of the user’s self. At the 

final level, personas, users become their avatars and the 

virtual identity can overlap the player’s real identity. All 

this has a dramatic effect on the digital environment’s 

behavior (Yee & Bailenson, 2007), enabling new analyses 

of the WoW universe, including addressing self-immer-

sion in an archetypal environment. 

In the realm of digital marketing, understanding the 

deep psychological bond between players and their av-

atars in MMORPGs reveals critical insights for creating 

immersive and engaging experiences. The customizable 

nature of avatars allows players to express their identities, 

desires, and even ideal selves, fostering a powerful sense 

of self-relevance and attachment (Livingston et al., 2014; 

Sohye & Reeves, 2009). This connection drives long-

term engagement and offers intense emotional experi-

ence effects that can shape their identity over time. By 

leveraging these insights, digital marketing strategies can 

enhance player loyalty and create meaningful, person-

alized interactions that resonate on both psychological 

and symbolic levels.

Self-motivation in a digital world 
Interdependent self-construction is based on interac-

tions, resulting in being self-defined by relationships. 

However, not all players look for the same things in the 

game (Debeauvais et al., 2011), and those differences 

are important for continuous experiences (Patzer et al., 

2020). Therefore, individuals could develop intimate and 

harmonious relationships (Kokkinara & Slater, 2014). 

Digital gaming can be both a problematic and an 

appealing activity, providing enjoyment and meaning-

ful social interaction (Mandryk et al., 2020). Players with 

a high social motivation component can play for more 

years than other players. WoW guilds end up being 

achievement-oriented to accomplish the hardest tasks 

https://creativecommons.org/licenses/by/4.0/
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of the game and socially motivated to increase play-

er commitment because they add new play motiva-

tions for their members (Debeauvais et al., 2011; Rapp, 

2018b), sometimes replacing real-world social net-

works (Rapp, 2018b). The players’ projections with the 

game fiction and interactions may reveal social bonds 

and stereotypes (Silva et al., 2021). The gamers’ social 

interactions also serve as a basis to understand their 

lived experiences.

Although playing digital games arouses pleasure 

(Mandryk et al., 2020), the players’ motivation can be so 

impactful as to provoke compulsive behaviors for en-

tertainment (Carmona & Whiting, 2021). Williams et al. 

(2011) point out that virtual spaces can be used by play-

ers with different motivations: (1) immersion in the de-

sire to construct character histories and fantasies within 

the game; (2) escapism as a place to relax and escape 

from real life; and (3) social interaction to form relation-

ships and build casual chatting. Thus, online games are a 

constructive element in enhancing creativity tools to ex-

ercise the imagination, build and improve players’ skills, 

and function as a healthy coping mechanism for offline 

escape (Williams et al., 2011). Within virtual worlds, the 

stakes of embracing these roles are significantly lower 

than in real life. This anonymity allows players/avatars to 

escape real-world norms and expectations and try en-

hanced versions of their real-life or alter egos who be-

have in different ways. 

Yee (2006) describes the components and factors 

that affect the motivations of online gaming users: the 

achievement component, where users need to advance 

in the game, gaining power and accumulating game 

symbols (advance), understanding the game mechanics 

and optimizing the character’s performance (mechan-

ics), and facing challenges and competition (competi-

tion); the social component, where the players have to 

socialize with other players (socializing) by establish-

ing meaningful long-term relationships (relationship) 

and obtaining satisfaction from being a group member 

(teamwork); and the immersion component, finding 

and knowing things that most players don’t know (dis-

covery), where they must create a persona to interact 

in an improvised story (role playing), by personalizing 

the character (personalization) and using the online 

environment to avoid thinking about real life problems 

(escapism).

In the realm of digital marketing, understanding 

the diverse motivations and social dynamics of online 

gamers is crucial for designing engaging and meaning-

ful experiences. MMORPGs like WoW cater to a wide 

range of player needs, from escapism and social inter-

action to achievement and self-expression (Williams 

et al., 2011). As socially motivated players, the ability 

to construct interdependent relationships within the 

game world fosters long-term engagement. Moreover, 

the anonymity of virtual spaces allows players to ex-

periment with alternate identities, escaping real-world 

constraints and enriching their imaginative and social 

experiences. Recognizing these motivational factors 

(Yee, 2006) can guide the creation of immersive cam-

paigns that resonate with players’ desires for connec-

tion, achievement, and escapism.

Theoretical framework of insertion 
of the self and motivations in the 
archetype of virtual worlds
The previous theoretical background can be summa-

rized in Figure 1, illustrating that archetypes are part of a 

game’s settings, where players can experience, interact, 

and develop the archetypal game world according to 

their personal motivations. Thus, those game arche-

Source: Prepared by the authors.

Figure 1. Theoretical framework of the self within the archetype of virtual worlds.

https://creativecommons.org/licenses/by/4.0/
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types encompass the development possibilities for the 

player’s self.

Archetypes are also where a player experiences, in-

teracts, and develops the archetypal world of the game 

(Kromand, 2007; Williams et al., 2006). Thus, the game 

archetypes are development possibilities of the player’s 

self. The avatar is a player’s virtual self-representation 

(Yee & Bailenson, 2007) while extended self is where 

a player projects their characteristics and desires with-

in the predefined archetypes game options (Bartle, 

2004; Belk, 2013; 2016). Finally, a player’s motivations 

are what propel their self into the game to explore, im-

merse, and develop options in the virtual universe in-

stead of their reality (Bessière et al., 2007; Kokkinara & 

Slater, 2014; Williams et al., 2011). Thus, players enter the 

game world through their avatars (Kokkinara & Slater, 

2014; Livingston et al., 2014), driven by personal moti-

vations (Williams et al., 2011;Yee, 2006) to experience 

the game’s story and environment (Dunn & Guadagno, 

2012; Kromand, 2007; Neustaedter & Fedorovskaya, 

2009), which are shaped by archetypal settings with-

in the game (Sohye & Reeves, 2009). These elements 

function as a collective unconscious, enriching the 

shared gaming experience.

This framework explores the user experience of 

WoW players (Livingston et al., 2014; Sailer et al., 2017) 

to understand the construction of meanings, influenc-

es, and practices (Kromand, 2007; Rapp, 2018a). This 

perspective delves into the context of cultural con-

sumption and consumption experience (Bessière et al., 

2007; Williams et al., 2011; Yee, 2006) within the per-

spective of online game archetypes, self-extension, and 

player motivations. 

METHODOLOGY
This study follows the netnographic approach 

(Kozinets, 2002; 2010), which is ethnographic research 

deeply immersed in an online environment to study 

its users, communities, interactions, and discussions. 

Netnography can study values, immersion, symbol-

ism, consumption patterns, and cultural experiences of 

the players’ culture in an independent environment to 

gather insights and data without the influence of the 

marketing industry (Kozinets, 2002). 

WoW was adequate for this study due to its popu-

larity (Billieux et al., 2013), with over 144 million players 

worldwide, 500 million avatars, and frequent expan-

sions to increase engagement (Blizzard, 2017; MMO 

Populations, 2024). The Facebook community ‘WORLD 

OF WARCRAFT BRASIL,’ gathering more than 50 thou-

sand members, was selected to reach real players and 

not their avatars.

As a WoW player, the first author joined the online 

community and started a discussion about the con-

struction of the game and the depth of the players’ im-

mersion in their roles to gather insights on symbolism 

and consumption patterns of players. The participants 

were players who participated in the online communi-

ty and responded to the posts made by the first author. 

The following questions were asked on different days 

to achieve greater interaction: (1) “What is more import-

ant in the game? What does WoW mean to you?”; (2) 

“What is more important when creating your character 

in the game? Which attributes or characteristics (physi-

cal or not)? And why?”; and (3) “What does WoW mean 

to you? What is the main reason you like the game so 

much? Why?” After the first interaction, the respondents 

were informed about the research. Multiple interactions 

occurred between the first author and group members 

and among the members, where experiences and ex-

pectations were shared in Portuguese. Some members 

preferred private messaging, and some topics could be 

worked on in greater depth.

Kozinets (2020) highlights the immersion per-

formed by the researcher, representing the depth of 

interactions and the quality of the material collected. 

For netnography, it is important that the goal of com-

munity members is to interact through game informa-

tion. Netnography considers the common interest of 

the members of a given community, in this case, WoW 

players, and, based on the anonymity principle of the 

participants allowed by the methodology, the sampling 

was by convenience, i.e., active participants interact-

ing and answering the questions. Since WoW and the 

Facebook community are on online platforms and the 

users create content in real time, this research can be 

considered a netnography. Also, players are freely inter-

acting in the community outside the company’s influ-

ence with the first author positioning as a community 

member. 

Data were collected between October and 

November 2019. Despite a relatively short period com-

pared to other ethnographic studies (e.g., Nardi, 2010; 

Pearce, 2011), the collection rate was considerably fast 

and high. The interaction with some participants con-

tinued through private messages, reinforcing the re-

searcher’s immersion. The questions were posted sep-

arately, and data collection occurred while there were 

responses and interactions from the community par-

ticipants. From the moment the participants stopped 

interacting with Question 1 (Q1), the collection of re-

sponses and interactions was completed, and Question 

2 (Q2) was started. Once again, without further re-

sponses and interactions, we moved on to Question 3 

(Q3). When the answers and interactions for Question 
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3 stopped, all the data were collected, and we began 

the analysis.

To ensure confidentiality, the data were encoded 

using numbers, considering the answers and inter-

actions from the respondents as follows (Question.

Answer.Interaction). For instance, Q1.1.1 represents 

Question 1, Answer 1, and Interaction 1; Q2.4.7 means 

Question 2, Answer 4, and Interaction 7. There were 

69 answers to Question 1, 17 answers to Question 2, 

and 13 answers to Question 3, totaling 382 different 

interactions. Therefore, the first question ranges from 

Q1.1 until Q1.69.1, the second question from Q2.70 until 

Q2.87.5, and the last question from Q3.88 until Q3.101.1. 

The content analysis for those interactions was in 

Portuguese and the excerpts were translated for this 

paper (Bardin, 2016). 

The data were analyzed in three stages, following 

Bardin (2016), starting with a fluctuating reading, using 

closed grid categorization (archetype, self-extension, 

and motivations). Next, the coding step took place, cat-

egorizing and classifying the data according to the the-

oretical review. Finally, the data were treated and inter-

preted, emphasizing the main concepts revealed in the 

analysis and discussed later. This research followed the 

ethical requirements established by the Brazilian board 

of ethics. 

RESULTS AND DISCUSSION
Bessière et al. (2007) described the WoW immersion 

environment, focusing on player choices, preferences, 

and decisions, built within the archetype, self-exten-

sion, and motivations categories. The themes are in-

terconnected and therefore appear in more than one 

thematic point in the analysis.

World of Warcraft game archetype
The WoW archetype lays out a set of complex and 

broad conditions that players need to take into account 

when creating their game character (Kromand, 2007; 

Sailer et al., 2017; Williams et al., 2006). To build the av-

atar within the game’s archetypes, presets are the first 

part of the game’s story development. 

To me, WoW represents an inexplicable emotion, I 

started playing in the Pandaria expansion, … when 

I installed the game and saw the Pandaria intro I 

was very, very excited, when I made my first char-

acter (a human) and I heard the introduction of hu-

mans talking about King Varian Wrynn, I knew right 

away that I would always play human. … I created 

the characters and kept repeating and repeating 

the same missions over and over…, I remember … 

Stormwind and arriving at the entrance bridge and 

seeing the statues of the heroes there, I stopped 

and read every sign of that one, I walked through 

Stormwind and it was exciting, listening to the living 

world of WoW, for me, was wonderful, even today 

I am enchanted by this wonderful game… (Q1.43).

Players experienced a deep sense of immersion in 

the game, which is essential for their engagement with 

the game’s archetypal structure (Livingston et al., 2014). 

This immersion allowed them to express themselves 

freely within the virtual world (Martoncik & Loksa, 2016). 

The avatar’s experiences and memories (Livingston 

et al., 2014), shaped by the game’s archetypal design 

(Rapp, 2018b), combined with the player’s personal 

projections onto the game world’s symbolism, align 

closely with Jungian archetype theory (Martínez-Cano 

et al., 2019).

One of the most important factors was the game 

lore, as Q1.12 stated: “Lore. In fact, I think it is [that] 

what keeps the game alive.” The term ‘lore’ refers to the 

game universe in the archetypal design, such as game 

past and present history, content, interactions, culture, 

native languages, magic, geography, among other fac-

tors that constitute the game universe (Debeauvais et 

al., 2011; Livingston et al., 2014; Pace et al., 2010; Rapp, 

2018b; 2020; 2021; Wang et al., 2021).

The story of WARCRAFT [WoW] is one of the rich-

est of video games, characters, locations, remark-

able events, literally a giant and unique world. The 

franchise is over 20 years old… Few works achieve 

this longevity, and still with full support and affection 

from the fans (Q1.12.2).

And we could talk to them and 4 special NPCs 

[non-playable characters] told more about the tribe, 

conflicts, religion, society, and it was a way for us to 

explore and get to know more (Q1.33.5).

And speaking of lore… I am fascinated by the history 

of the WARCRAFT [WoW] universe: everything has 

a background, and despite that, they are still adding 

something new! The WARCRAFT [WoW] universe is 

huge, and there is still more to see (Q1.17.4).

The essence of WoW is social conflicts. As Q1.17.4 

explained, “… the game is necessarily about the conflict 

between two different factions [Horde and Alliance], 

and I believe that this is the main engine of it.” The 

participation in the fictional universe becomes broader 

and more detailed as characters are distributed into rac-

es and classes. It is also noteworthy the admiration for 

the game universe and collectivity: “My experience as 
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a player was wonderful, you gather a group of friends 

to venture out, fight against other players [different fac-

tions], chasing achievements and mounts together, this 

is what makes me, until today, be in the WoW” (Q1.51.2).

In a discussion between two respondents, the rivalry 

that builds part of the ‘lore’ is noticed, the clash be-

tween Horde and Alliance:

… due to the fact that humans abandoned the Blood 

Elfs [playable race] in Outland, in WARCRAFT 3, out 

of sheer arrogance and that the Orcs are nothing 

more than a bunch of refugees fleeing from hell just 

wanting a place to live, those are my reasons for 

being in Horde (Q1.1.15).

…the orcs invaded Azeroth, killing peasants and 

innocents in tremendous violence, destroyed 

Stormwind [Alliance City] and you still say that they 

are refugees, poor people? They were deceived and 

enslaved by the Burning Legion…! The Blood Elves 

[Alliance playable race] you … they did sh*t, start-

ing with Azshara and their madness for the power 

of the Eternity Fountain… Horde and the Alliance 

made mistakes, but don’t blame the Alliance alone 

for that (Q1.1.18).

Concerning game mechanics and architecture 

(Kromand, 2007; Williams et al., 2006), people share 

what is socially understood as right or wrong (Jung, 

2000). This perception reveals how they consider the 

similarities of the real world with what happens in the 

fictional universe (Martoncik & Loksa, 2016). This is how 

they relate and associate with other players, focusing 

on the values they believe in as they share the game 

universe (Rapp, 2020). This social condition composes 

the different categories about the WoW characters that 

make up the game.

Guilds and their members have common rules and 

shared culture, experiences, history, identity, values, be-

liefs, ideas, and affective relations (Rapp, 2018b; 2020). 

Even the game-time design archetype is essential to 

engaging interaction experiences through temporal 

activities or players’ coordination, promoting a shared 

experience in the long term (Rapp, 2020; 2021; Wang 

et al., 2021).

The fantasy reveals passion by the symbols (Hall et 

al., 2000; Jung, 2000; Martínez-Cano et al., 2019; Pace 

et al., 2010), motivated by the collective unconscious, 

representing the social and human imagination sym-

bols (Hall et al., 2000; Jung, 2000). The players’ admira-

tion and their perceived experiences show what can be 

projected onto symbols, personas, and archetypes with 

memories of lived and collective experiences (Jung, 

2000). 

It was possible to identify projections of archetypes 

(Jung, 2008; Kromand, 2007; Williams et al., 2006) 

symbolized in the WoW race conflicts. Q1.70.4 stated, “I 

usually combine these things with the intention of be-

ing faithful to the story to feel part of it, part of the story 

and the environment, I feel good in knowing that I am 

being faithful to my people and the story of the game.” 

The use of archetypal images can be applied to pro-

mote emotional involvement (Livingston et al., 2014; 

Pace et al., 2010), as Q1.35 expressed: “I can go any-

where, defending my ideals, my form of justice, fight-

ing for the Horde, for the Races that are there, without 

belittling the enemy.” 

Those excerpts reassure the bond with symbols 

and myths that consolidate the formation of arche-

typal projections (Jung, 2000; Pace et al., 2010). WoW 

precisely represents a fantasy game that allows partici-

pating and interacting in the virtual world with charac-

teristics of the real universe (through symbols). As high-

lighted by Q1.59.2, “What most contributes is that you 

do not need to stay stuck in one thing only, you can 

do a lot of things and immerse yourself in the fantasy 

world of WoW.” This condition is underscored by play-

ers when they reveal interactions when immersed in 

the virtual world (Martoncik & Loksa, 2016; Patzer et al., 

2020; Sailer et al., 2017). They also manifest positions 

in their realities and in their (virtual) social relationships 

(Bessière et al., 2007; Kokkinara & Slater, 2014; Liu, 2016; 

Slater et al., 2010; Williams et al., 2011). 

WORLD OF WARCRAFT GAME 
SELF-EXTENSION
Self-extension is what players are inside the game. To 

explore how WoW players project their self onto their 

avatars, participants were asked to identify attributes 

typical of their avatars and recognize which aspects of 

their own personality are reflected in their characters. 

This allowed an understanding of the applicability of 

the concept of extended self (Bartle, 2004; Belk, 1988, 

Belk, 2013; 2014; 2016). 

Players idealize themselves when creating an av-

atar (Bartle, 2004; Bessière et al., 2007; Livingston et 

al., 2014; Neustaedter & Fedorovskaya, 2009; Yee & 

Bailenson, 2007), so the bond makes them interact and 

express themselves in the virtual world (Li et al., 2013; 

Livingston et al., 2014), as shown in the following inter-

action of Q1.25:

Well, in WoW I can be whoever I want, I can do 

whatever I want. It is my escape from the reality 

of this world, which has become boring. There are 
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times when I go to Mulgore to look at the landscape 

for several minutes, near my fire… the game is mag-

nificent and wonderful to live in, not just playing 

(Q1.25).

In WoW, players project real-life values onto their 

avatars (Banks & Bowman, 2013; Bartle, 2004; Bessière 

et al., 2007; Dunn & Guadagno, 2012; Livingston et al., 

2014) to demonstrate their personalities (Brehm, 2013). 

When creating an avatar, the player projects how they 

want to be seen by others and imagines how they 

would like to be in real life:

I play/played in the Horde, even in Tabletop RPGs I 

create characters that are Monsters or have mon-

strous characteristics, I rarely create human char-

acters in any other Game. We are already human 

beings, playing different races is something you can 

only do in… games. Whether it’s theatrical or elec-

tronic games, it became vague for me to be just a 

human character, monster characters suffer preju-

dices, have feelings and can discover feelings, and 

you can have different interpretations. In the case 

of WoW, I always played Orc, I like their Lore and I 

identify a lot with the fact that they were tribal war-

riors, lived off war, battle, conflicts, had rituals and 

the religious dose of Shamanism attracted me even 

more. Do I have other characters? Yes, I do, but my 

Orc Warrior is the one I am the most attached to 

(Q2.79.2).

In virtual worlds, people can freely express them-

selves, reinventing their identity (Brehm, 2013). 

Representing one’s self-image in a self-archetype can 

also be part of the player extension (Neustaedter & 

Fedorovskaya, 2009; Sailer et al., 2017; Sohye & Reeves, 

2009). As revealed by Q2.85, “When I created my 

Death Knight, I thought: I’m a human, and my favorite 

Apocalypse rider is death, my favorite comic charac-

ter is ‘The’ Death of the Perpetuals, so why not?” while 

Q2.87.2 stated, “… orc it is the race that I like best in the 

game, “not to mention that it goes very well with war-

riors”, which is a class that has nothing magical, it is 

simple and versatile.”

It is possible to infer that the projection of a virtual 

identity is consolidated from the actions beyond the 

physical body (Belk, 2014). As Q1.25 shared, “I already 

have three [real] tattoos in its honor and I will not stop 

there. Regardless of whether I am Horde or Alliance, 

the game is magnificent and wonderful to live in, not 

just playing.” This represents exposure to the physi-

cal environment and possible censures that may arise 

from it (Belk, 2016; Dunn & Guadagno, 2012), illustrating 

that avatars can become part of the players’ social con-

struction and imagination (Belk, 2014).

The relationship between the player and avatar
Online identities and avatars enable numerous re-

sources that affect the players’ self-image (Bessière et 

al., 2007; Neustaedter & Fedorovskaya, 2009; Sohye & 

Reeves, 2009; Yee & Bailenson, 2007) as the avatars are 

the projection of the self-image (Belk, 2013; 2014; 2016; 

Bessière et al., 2007; Dunn & Guadagno, 2012).

An avatar is similar to the projection of the extended 

self as an identity of itself (Belk, 2016; Dunn & Guadagno, 

2012; Li et al., 2013; Livingston et al., 2014). In this sense, 

Q1.16 stated, “… I love to do quests, I love to upgrade my 

profession. I like the story itself and I cry horribly in the 

cinematic rss [force of expression]. I’ve been playing for 

9 years and I can’t imagine myself without my charac-

ters [avatar], although sometimes there isn’t much time 

left,” and Q1.19 said, “WoW allows me to dream big. To 

raise my imagination beyond the limit, as if I were im-

mersing myself in fantasy. It is a good escape from the 

real world, and regardless of the game situation, I will 

always feel comfortable and happy playing.”

Players identify with their avatars by transferring 

themselves into their avatars’ bodies, experiencing high 

psychological involvement (Banks & Bowman, 2013; 

Belk, 2016; Bessière et al., 2007; Dunn & Guadagno, 

2012; Sohye & Reeves, 2009). Bartle's (2004) scale for 

classifying players and avatars separates the player 

from the avatar in its first level. Q1.57 reported, “I knew 

WoW, and I lost myself in the game’s history, it caught 

my attention and I decided to give the game a chance, 

and that did me good, it became a real addiction be-

cause my head traveled while I was playing,” and Q3.91 

stated, “I liked the look of the WoW, the diversity of 

things to do. It is cool to interact with people, to do 

things in groups.” In the second level, the users con-

sider that the avatar is their representation, but still as 

separate identities. Q1.4.1 disclosed, “Oh and because I 

feel integrated in the game, and I like to walk around 

the map when I’m not doing the missions, because it 

is very beautiful,” while Q1.37 explained, “I think the im-

mersion of the lore makes you really feel part of the 

story and the game, moreover it was the first mmorpg 

to which I really dedicated myself to.” In the third level, 

the avatar becomes part of the user’s identity, an exten-

sion of the user’s self. “The game represents my life kkkk 

[force of expression] literally … I grew up playing WoW. 

I learned English playing WoW. I got married playing 

WoW. To this day I play WoW” (Q1.36); “My moment 

of peace. Azeroth and my perfect world” (Q1.48); “the 

game offers enough immersion to make someone full 
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of physical, psychological and human problems live a 

real experience, it seems that we live WoW” (Q1.10.2). 

At the final level, personas, users perceive their avatars 

as themselves and the virtual identity overlaps the real 

one. “Every experience I had at WoW was important, … 

the possibility of being able to ‘transfer’ and evolve my 

consciousness in a fantastic world and with a differ-

ent reality” (Q1.21.3); “I feel like I am inside that world, 

it is something outside reality, and that makes me very 

happy!” (Q1.15).

World of Warcraft game player motivations
The importance of WoW is different for each player, and 

it is necessary to understand the game characteristics 

that may influence players’ motivation to immerse in 

the world of WoW. The players shared their attraction 

to the game due to the experience gained, evolution 

in the game, evolution of skills, and social objectives 

(Bessière et al., 2007; Yee, 2006). The immersion steps 

will be discussed considering Yee (2006).

The conquest component in 
the fictional universe
Advancement is characterized by the conquest com-

ponent, the desire to gain power, progress, and ac-

cumulate game symbols (Banks & Bowman, 2013; 

Kromand, 2007; Williams et al., 2006). About the con-

quest component as a player preference, as stated by 

Q3.93, “I (prefer conquest) mainly because of the lore 

and the experience that the game gives us of experi-

encing the advancement storyline up close throughout 

the expansions”. About accumulating game symbols, 

Q3.92.2 tells that “I really like doing ALL the quests on 

all the maps, exploring them 100% and understanding 

everything about all the areas... Honestly, the experi-

ence of levelling with other players and the game kind 

of forcing people to form groups to complete quests 

was something sensational.

The advancement could be found in the immersion 

and interactions, revealed in the observations manifest-

ed by ‘completists’ and ‘collectors.’ This can be associat-

ed with Jung's (2000) considerations, as novelties of the 

game are explored (as in the case of encountering new 

elements in a game). Q3.89 states, “I enjoy the game 

mainly for collectibles (I am an addicted completist),” 

and Q3.93 reported, “my biggest reason to be there is 

to increase my collection of mounts and transmogs 

[transmogrification, replacing the appearance of the 

armor and weapons] so my hunter can live the dream 

of shining,” while Q3.89.2 added: “I am a collector/com-

pletist, so I like to farm tmogs [transmogrification], pets 

and especially mounts.”

The game mechanics start from the player’s interest 

in optimizing the character’s performance (Kromand, 

2007; Williams et al., 2006). “Many people create in the 

‘tactical’ form combining race and class, I create for fun” 

(Q2.76); “The Demon Hunter can glide and it has an 

extreme speed … Death Knight can walk on Water, and 

has a skill that drags the enemy close to you and with 

a variable you hang the enemy in the air …” (Q2.76.2); 

“I have several, but there are three main ones in the 

Horde and Alliance. One for each DG [dungeon] and 

Raid specialization, that is, a tanker, a healer and a dps 

[damage per second]” (Q2.73.2).

The competition component is found in players’ 

desire to challenge and compete (Pearce, 2011; Sohye 

& Reeves, 2009). This competition is part of the game’s 

story and lore. Regarding the WoW archetype, Q1.17.4 

defines that “the game is necessarily about the conflict 

between two different factions [Horde and Alliance], 

and I believe that this is the main engine.” The game’s 

lore, which is part of the game’s archetype, is based on 

a permanent dispute or conflict. However, as a compo-

nent of the players’ motivations, the competition can 

be found in a statement by Q1.51.2: “my experience as 

a player was wonderful, you gather a group of friends 

to venture out, fight against other players.”

The social component in the fictional universe
When it comes to relationships among players, social-

ization involves helping and talking to other players (Liu, 

2016; Nardi, 2010; Pearce, 2011; Taylor, 2006; Williams 

et al., 2006). Players can collaborate in guilds and draw 

on shared values, culture, experiences, identity, affec-

tion, and to explore social relationships in the fantasy 

immersion (Debeauvais et al., 2011; Pearce, 2011; Rapp, 

2018a). “It seems that we live in WoW, in social groups 

(guilds and cores [fixed group of players]), stories, ad-

ventures, etc. etc., in a way that helps people who are 

experiencing problems to be well and stable” (Q1.10.2). 

“I started to learn English …, but it was at WoW that I 

started to have contact with speakers of the language 

to truly learn to communicate, I went on Skype and 

played with the guys” (Q1.29.2).

The relationship component was one of the most 

cited by players. Relationships are brought up by 

Q1.23.2, “I experienced depression and through the 

game I made great friendships, which became a kind 

of family for me, and when I played I felt super good!!!” 

or by Q1.25.2, “The most important thing in the game 

experience is not being alone. Get friends like I did and 

have already visited them in other states. Enjoying this 

huge world that we have been given alongside good 

companies is much more fun, every pixel on the map, 

easter eggs, funny stories, everything is better when it 
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is shared with other good people. In short, the expe-

rience of the game becomes better when you know 

how to share sad and happy moments with your true 

friends,” and expressing a lot of emotion, by Q1.44.12, 

“Certainly the affection remains, you [names of two 

members mentioned] are very special and important to 

me, and I can only thank WoW for having met incred-

ible people who have contributed a lot to my life ❤ I 

made great friends, I met people from everywhere and, 

even if we are apart from each other, we love each oth-

er, and nowadays, if I can’t play WoW alone anymore, 

it’s because I miss playing with these guys ❤.️”

Regarding the teamwork component, the player 

seeks to obtain satisfaction for being part of a group 

effort (Bessière et al., 2007; Pearce, 2011). “What I like 

about MMOs is the prospect of having a large amount 

of activities to do that can be shared with other peo-

ple” (Q3.97.2). “I liked the look of the WoW, the diversity 

of things to do. It’s cool to interact with people, to do 

things in groups” (Q3.91). “The experience of leveling 

together, and the game kind of forcing people to form 

groups to complete quests was a sensational thing in 

my opinion and it was what made me want to keep 

playing” (Q3.92.2).

The immersion component, creating 
identities and personality projections
The discovery component is characterized by finding 

and knowing things that most players do not know (Li 

et al., 2013; Nardi, 2010), as expressed by Q1.59: “I like 

to follow the stories and always try to guess what will 

happen… The game is great, sometimes it gets tedious, 

but I go to another place on the map because WoW 

has this option, it has a giant map.”

Players’ motivations and satisfaction differences are 

important to explore the immersion experiences in a 

game (Patzer et al., 2020). Role-playing is the com-

ponent that identifies players by creating identities, as 

a persona, and interacting with other players with a 

background archetypal story (Bartle, 2004; Jung, 2000; 

Kokkinara & Slater, 2014; Williams et al., 2006). Q2.80 

states: “If you like fighting, take a class with melee com-

bat; if you like to help, choose a support class; if you 

want ranged attack, choose mage or hunter.” Q2.79.2 

reported, “I play/played in the Horde, even in Table 

RPGs I create characters that are Monsters or have 

monstrous characteristics, I rarely create human char-

acters in any other Game. … it became vague for me to 

be just a human character, monster characters suffer 

prejudices, have feelings and can discover feelings, you 

can have different interpretations.”

The personalization is characterized by customizing 

the character’s appearance (Dunn & Guadagno, 2012; 

Livingston et al., 2014; Neustaedter & Fedorovskaya, 

2009; Sohye & Reeves, 2009; Yee & Bailenson, 2007). 

Q3.83 freely expressed: “My character has to look like 

a motherf****r [redacted]. You look at him and think 

‘f****n’ [redacted], look at the look of the motherf****r 

[redacted].” “Orc is the race that I like the least in game, 

not to mention that it suits warrior a lot, that class 

that has nothing magical to it, it is simple and versa-

tile which draws my attention. The lore and aesthetics 

from the orcs, I also quite like that a lot” (Q3.87.2). “The 

main activity that interests me is creating and person-

alizing characters” (Q3.97.2).

The escapism component is characterized by using 

the online environment to avoid thinking about real life 

(Bessière et al., 2007; Williams et al., 2006). This com-

ponent was the most found and the one that came 

closest to the Belk's (2016) concept of the extended self. 

Escapism can be a way of transferring oneself to an 

alternative reality, as pointed out by Q1.17.4: “I describe 

the game as a world I can go to when I want to take 

a break from mine.” The WoW makes it possible to ex-

tend the self, and to find freedom in new ideas that can 

be projected from social reality. As Q1.38.6 said: “The 

game brings me a sense of freedom that I can’t have in 

real life, it’s a relief from the stressful everyday life, WoW 

is my virtual bar where I chat with friends, laugh and 

make fun of friends, in WoW nobody is ugly or beauti-

ful. There everyone is together.”

Escapism was a way to escape from the reality of 

life and its problems, as stated by Q3.93: “The main 

reason I play is because, indirectly, WoW helps me a 

lot, occupying my head so as to forget a little about 

the hardships that life keeps on giving me”; by Q1.59.2: 

“the game is an adventure, it kind of takes you out of 

the world and its problems…”; by Q1.13: “The game is 

my escape valve, I’ve been playing for six years, I tried 

to stop but I didn’t feel good without playing, with the 

people in the game that I knew for some time, I heard 

many stories, I knew many different cultures and it 

made me grow as a person enough, it will never be just 

a game”; by Q1.25: “In WoW I can be whoever I want, I 

can do whatever I want. It is my escape from the reality 

of this world, which has become boring. I have been 

playing for nine years, I never felt sad or depressed in 

that world, all the expansions made me happy in some 

way. The graphics, the story, the gameplay, it all gets 

me when I’m on the PC, after a stressful day at work. 

It’s my second life”; and by Q1.40: “Life brings me down, 

WoW brings me up.”

Escapism was profoundly presented as an escape 

from depression and anxiety, as reported by Q1.42: “The 

history of the game is the most important thing for me 

in the game, what makes me play. And, today, it is what 
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helps me deal with depression and anxiety! The friend-

ships I have help me like no one else has”; by Q3.93: 

“WoW is my escape valve from current problems… 

depression, breakdowns, loneliness… Even though I 

am completely alone in the game, I forget for a few 

moments about the pain in the real world, and it’s less 

difficult to follow the journey of life… I need WoW to 

help me continue”; by Q1.51: “WoW is a medicine that 

helps me with my anxiety, and provides me with many 

funny moments with my friends, it’s just wonderful”; by 

Q1.58: “WoW helped me a lot with depression, I had a 

dark phase in my life when I saw no way out and WoW 

was a very important escape valve, where I had the op-

portunity to meet incredible people who contributed 

significantly to my life ❤”️; by Q1.32: “WoW saved my 

life, from dying of depression caused by an abortion 

I suffered… then I made friends and laugh a lot at the 

content in general. I love playing WoW”; and by Q1.28: “I 

have depression, I feel empty, spiritually or emotionally, 

I feel like a failure in life, abandoned by family members, 

but now I’m better. But if I don’t have a goal or a fun 

way to distract myself, I will get worse, but in WoW I 

can have fun, spend time, make friends, enjoy history 

and do missions. It is basically an escape from the re-

ality in which we currently live, a totally disgusting, ag-

gressive and socially vile one, where opposing opinions 

are treated with such savagery and aggressiveness, so 

I stay away from it and keep myself in my room, safe 

from anything bad that can happen to me outside of it!”

DISCUSSING ARCHETYPES, 
SELF, AND MOTIVATIONS
According to Figure 1, the archetype construction refers 

to the game’s immersive environment and the decision 

that players make when they enter the online world. 

Archetypes are settings that are part of the game’s en-

vironment (Sohye & Reeves, 2009) where the player ex-

periences the game’s story and world (Kromand, 2007; 

Williams et al., 2006) as a collective unconscious (Hall 

et al., 2000; Jung, 2000; 2008). This study confirms the 

previous studies (Debeauvais et al., 2011; Rapp, 2018a) 

where the predefinitions are part of the game environ-

ment and conduce the players to the adventure. These 

predefinitions keep players within an environment, 

preserving possibilities throughout the game as a guar-

antee of the involvement experience and satisfaction 

(Bergstrom et al., 2012; Rapp, 2020; 2021; Sailer et al., 

2017; Wang et al., 2021). 

Archetypes in WoW serve as foundational symbols 

and narratives, creating an environment that fosters 

both personal and collective player experiences. Thus, 

this study found that the game lore is what most de-

fines the archetypal constitution of WoW. The term ‘lore’ 

refers to the entire environment, history, and evolution 

that draw players to the game. According to the liter-

ature, these are elements and symbology in the game 

that attract the players (Debeauvais et al., 2011; Pace et 

al., 2010; Rapp, 2018b,  2020, 2021; Wang et al., 2021). 

Drawing from Jung’s theory of archetypes and the 

collective unconscious, WoW’s lore embodies univer-

sal symbols, mythological references, and shared sto-

rylines that shape the collective engagement of play-

ers. Players’ narratives, shared within guilds, reinforce 

the game’s archetypal structure, giving it a collective 

dimension that resonates with each individual, much 

as Jung suggests universal symbols resonate across 

cultures. This study confirms the significance of lore in 

WoW as a key driver of engagement, as seen in players’ 

dedication to guild loyalty and quest completion. 

Another advantage observed of the game’s arche-

types, despite being a set of limitations, is that arche-

types give the player freedom to express themselves. 

This study reinforces the literature (Livingston et al., 

2014; Martoncik & Loksa, 2016) that players can be who 

they really are. This makes up a reliable and sustainable 

way for players to be attracted to WoW and to feel free 

to be themselves in a virtual fantasy context. Here, ar-

chetypes foster a shared ‘social unconscious’ (Hall et 

al., 2000; Jung, 2000), where symbols, mythological 

characters, and group conflicts, such as the Horde vs. 

Alliance dichotomy, reflect deeper social dynamics that 

players recognize and internalize, giving them both 

communal and individual meaning.

The avatar acts as a projection of the player’s ide-

alized self, allowing them to explore aspects of their 

personality within the constraints and freedoms of the 

virtual archetypal world. This study reinforces the re-

lationship between the player and the avatar, regard-

ing the extended self (player’s projection in the game) 

(Belk, 1988; 2013, Belk; 2016), and differences between 

user and persona (Bartle, 2004), which is crucial to un-

derstanding the players’ experiences (Sohye & Reeves, 

2009). Mainly, it is an identification with the arche-

typal world in which the avatar was inserted (Yee & 

Bailenson, 2007). Based on the concept of the extend-

ed self, avatars enable players to extend and reframe 

their identities, presenting enhanced, ideal, or alternate 

versions of themselves in a digital format. Brazilian 

players displayed strong attachments to their avatars, 

not merely as game tools but as extensions of their real 

identities. In the Brazilian dimension, the persona was 

deepened in understanding by the gaming communi-

ty. In line with Belk (2016), Bessière et al. (2007), Dunn 

and Guadagno (2012), Martoncik and Loksa (2016), and 

Slater et al. (2010), this study in the Brazilian community 

shows that, more than a way to express themselves, 
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in the game reality as part of the construction of the 

self. This phenomenon aligns with Belk’s assertion that 

digital possessions like avatars become a central part 

of self-identity. Different from previous studies, where 

players have different degrees of relationship with their 

avatars (Bartle, 2004; Sohye & Reeves, 2009; Williams et 

al., 2006; Yee, 2006), in the Brazilian context, the perso-

na’s extended self has been interpreted more often in 

ways of escaping reality problems and depression. The 

extended self is where the player projects characteris-

tics and desires, interacting with the avatar, but it also 

constitutes an escape from the ‘real reality’ in search 

of an ‘ideal virtual world.’ As players invest time in their 

avatars, they experience a ‘psychological fusion,’ where 

the avatar identity begins to overlap with the real self 

(Banks & Bowman, 2013). This is usually the case for 

players who immerse themselves in the game in or-

der to escape a depressing and problem-filled reality. 

This finding is especially pertinent within the Brazilian 

gaming community, where avatars often serve for es-

capism and emotional expression, providing relief from 

personal challenges such as depression and anxiety.

Motivations in WoW fall under three main catego-

ries, all identified in this research: achievement, social 

interaction, and immersion (Yee, 2006). Each of these 

motivations plays a distinct role in the digital self-ex-

tension process, revealing deeper psychological drives 

aligned with both self-fulfillment and social identity. 

The achievement component is where players in WoW 

strive for advancement and status, driven by goals such 

as accumulating rare items, achieving levels, and per-

sonalizing their avatars. This pursuit reflects a symbolic 

journey often grounded in archetypal quests, where 

the player-hero embarks on adventures that mirror 

real-life aspirations. The Brazilian respondents in this 

study identified with roles of ‘collectors’ and ‘com-

pletists,’ driven to explore every aspect of the game, 

interested in optimizing the avatar, wishing to compete 

with other players, and creating a personal mythology 

within the digital space. 

The social component is the desire to socialize with 

other players, as a form of help, or to create and main-

tain long-term relationships between players, or guild 

teamwork, providing satisfaction for being part of a 

group. WoW offers players a social network, where re-

lationships evolve in guilds, fostering cooperation and 

group identity. Brazilian players particularly value the 

social bonds they form within the game, which often 

extend beyond mere friendship and become support-

ive networks that address real-world emotional needs. 

The social dynamics in WoW echo Jung’s concept of 

the collective unconscious, where players align around 

shared archetypal narratives. For many, guild interac-

tions offer emotional support, acting as a form of com-

munal therapy in dealing with real-life hardships such 

as loneliness or depression. 

The immersion component is where immersive 

experiences in WoW allow players to delve into alter-

nate identities through role-playing, as a characteristic 

of the discovery factor in the game, personalization of 

avatars, and escapism using the online environment 

to avoid thinking about real life. The immersive world 

facilitates self-expression, granting freedom from re-

al-world constraints and allowing players to experience 

alternate facets of their identities. Brazilian players par-

ticularly emphasized escapism, reflecting on WoW as 

a ‘second life’ that allows them to disengage from re-

al-life difficulties temporarily. This form of immersion 

resonates with the concept of the digital self, where the 

game environment becomes a ‘safe space’ for identity 

exploration and personal growth. Through archetyp-

al roles and quests, players can navigate and express 

complex emotional landscapes within the game’s sym-

bolic framework, which validates their experiences and 

reinforces their emotional bonds with the virtual world.

Each of these motivations plays a distinct role in the 

digital self-extension process, revealing deeper psy-

chological drives aligned with both self-fulfillment and 

social identity. Brazilian players’ motivations to engage 

deeply within the WoW universe reflect both personal 

needs and collective experiences shaped by archetypal 

influences. In the Brazilian community, the social com-

ponent of relationships was a key characteristic, as a 

form of significant long-term relationship. This charac-

teristic was also associated with the constitution of the 

community as a way to help other players get out of 

depression and anxiety. In the immersion component, 

the most cited characteristic associated with Belk’s ex-

tended and digital self and the motivations to play was 

escapism. Players used it as an escape from reality, an 

escape from problems and depression. It is worth men-

tioning that many members of the community cared 

for and identified with the forms of relationship and es-

capism. During the research, the level of the players/

respondents’ empathy was frequent, and Q1.41 men-

tioned, “This is one of the best posts I have seen on 

Facebook. To all who feel depressed, I wish them much 

strength. And if you want a partnership to play, add 

me.” One of the best posts was related to the amount 

and depth of the interactions and sharing presented. 

Many felt at ease to write about their anxieties and feel-

ings. The identification was frequent, which deepens 

the sense of community, as part of the archetype, and 

of the self, as recognizing the virtual world as an ideal 

world. This context is part of the game experience to 

have motivations to immerse in the game reality.
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Contribution to literature
This study discusses the results within the archetype, 

self, and motivations framework in MMORPGs, partic-

ularly within the Brazilian context of World of Warcraft 

(WoW) (e.g., Bartle, 2004; Bessière et al., 2007; Yee, 

2006). The Brazilian context offers a distinctive per-

spective by highlighting cultural and social nuances in 

player-avatar relationships. This enriches our under-

standing of identity projection and community-build-

ing within virtual gaming worlds. This study deepens 

our understanding of player-avatar dynamics, high-

lighting the intersection of Jungian archetypes with 

self-extension and motivation theories in immersive 

virtual worlds.

In contrast to previous findings, where avatars of-

ten represent a form of entertainment or escapism, this 

study reveals that Brazilian players utilize their avatars 

not only as extensions of their real selves but also as 

means of emotional coping, reflecting on personal 

challenges such as loneliness, depression, and social 

anxiety (Dunn & Guadagno, 2012; Martoncik & Loksa, 

2016). This study demonstrates that the digital self in 

MMORPGs such as WoW is not merely a playful or es-

capist projection but a rich and multifaceted expression 

of personal and collective identity. For Brazilian players, 

avatars act as critical extensions of self, intertwined with 

personal history, cultural dynamics, and social needs. 

This insight expands on Belk's (2013) theory of the ex-

tended self, as avatars here are not merely possessions 

but dynamic extensions of players’ psychological iden-

tities, offering a culturally resonant digital realm where 

they can express, explore, and even transform aspects 

of their real-world identities.

Moreover, the study integrates Jungian archetypes 

(Jung, 2008) to further examine how these collective 

symbols shape individual experiences and communi-

ty engagement within MMORPGs. The concept of the 

collective unconscious suggests that universal arche-

types influence behavior and motivation across cul-

tures (Hall et al., 2000), a notion that becomes evident 

in how Brazilian players form close connections with 

the game’s lore and their guilds and align with specific 

in-game narratives. This behavior reveals that players’ 

motivations (Yee, 2006) — whether rooted in escap-

ism, social bonds, or competitive achievement — are 

deeply entwined with archetypal narratives embedded 

within the game, such as the classic hero’s journey 

(achievement component), guild (social component), 

and exploration (immersion component) (Rapp, 2018b; 

Williams et al., 2011). The Brazilian WoW community 

exemplifies how the interaction between archetype, 

self-extension, and motivation transforms the gam-

ing experience into a form of digital socialization and 

self-exploration. Thus, by highlighting the archetypal 

design of WoW, this study reinforces the role of shared 

symbolic frameworks in shaping player engagement 

and digital identity, contributing to a new cross-cultural 

dimension to the literature on virtual self-extension and 

collective experience.

In understanding the motivations of the digital self 

through Jungian archetypes and Belk’s extended-self 

framework, this study expands on existing literature by 

illustrating how the immersive qualities of MMORPGs 

support identity exploration and provide emotional 

scaffolding for players facing real-life challenges. This 

aligns with the idea that archetypes facilitate self-dis-

covery by creating symbols and spaces that reso-

nate with deep-seated psychological constructs. The 

Brazilian players’ emphasis on escapism and social re-

lationships within WoW underscores the role of virtual 

worlds as safe, immersive, independent, cultural, and 

satisfying environments that offer both individual fulfill-

ment and collective resonance.

Contribution to digital marketing
From a digital marketing perspective, this study reveals 

how player motivations in MMORPGs, shaped by ar-

chetypes and emotional bonds, can inform campaigns 

that resonate deeply with the gaming community. Prior 

research (Patzer et al., 2020; Sailer et al., 2017) suggests 

that digital environments fostering social connections 

and emotional engagement enhance brand loyalty. 

Extending this, our study finds that WoW’s archetypal 

themes, such as heroic quests and faction-based con-

flicts, provide a rich ground for brands to create cam-

paigns that align with these universal narratives. An on-

line player’s purchasing motivations may be influenced 

by the characteristics of their avatar and the groups 

to which it belongs throughout the game. Brands can 

leverage this symbolic depth by designing personalized 

campaigns that align with players’ avatars, fostering an 

immersive brand presence that aligns with the play-

er’s sense of identity and in-game aspirations (Banks 

& Bowman, 2013; Williams et al., 2006). By associating 

their messages with archetypal stories and symbols, 

brands can engage players more meaningfully, en-

hancing attachment and loyalty within the game’s digi-

tal landscape. This would generate brand exposure and 

identification with the players’ extended self, possibly 

reflecting in physical world campaigns.

The findings also underscore the marketing potential 

of community-based strategies, particularly in cultur-

ally distinct gaming communities where social bonds 

serve as primary motivations (Rapp, 2020; Yee, 2006). 

Brazilian players often form strong social networks 

within WoW, perceiving guilds as support systems and 
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spaces of belonging. For brands, acknowledging and 

integrating with these social motivations — whether 

through in-game events, sponsored guild activities, or 

community-building initiatives — can foster a deeper 

emotional connection with players, as these initiatives 

resonate with their need for support, camaraderie, and 

escapism (Livingston et al., 2014; Pearce, 2011). By tap-

ping into this shared social unconscious (Jung, 2000), 

brands can craft campaigns that are not only engaging 

but also offer value to players’ social and emotional ex-

periences, enhancing the effectiveness of digital mar-

keting in the MMORPG context.

The results indicate that online gamers may have 

different desires and needs than those directly asso-

ciated with their physical representation. Thus, dig-

ital marketing should investigate and characterize 

both and, eventually, identify associations between 

online character profiles and those in the real world. 

Therefore, marketing for a given consumer may have 

two dimensions, one online and one in the physical 

world. However, each game presents various roles with 

distinctive qualities, possibilities for action, and different 

behaviors. In addition to the avatars’ characteristics, it 

may be possible to identify personality traits expressed 

only during the game. Thus, digital marketing can di-

rect efforts to determine each game’s most common 

avatar attributes, delimiting product niches and sales 

funnels for each character. Hence, netnography and 

design thinking can help companies characterize cus-

tomer segments, personas, and their respective user 

journeys and flows.

FINAL REMARKS
This study investigated the relationship between play-

ers and their avatars within the archetypal game con-

text, exploring the boundaries of player identity and 

motivations in online gaming environments. Our study 

presented some considerations regarding archetypes, 

self-extension, and motivations of WoW players (e.g., 

Bartle, 2004; Bessière et al., 2007; Williams et al., 2006; 

2011; Yee, 2006; Yee & Bailenson, 2007) in the Brazilian 

context. The paper contributes to understanding the 

experiences of MMORPG players and to game devel-

opment, as well as attraction and retention of players 

in the Brazilian online gaming market. As proposed in 

Figure 1, the archetypes are part of the players’ experi-

ences, where they will immerse themselves with differ-

ent motivations.

Concerning the construction of the WoW archetyp-

al context (Jung, 2000; 2008), it sought to understand 

the subjectivity in avatars’ creation to represent arche-

type values in the game. Given the archetypal concept, 

it was possible to understand the self-creation by the 

players and their relationship with the avatar within 

the game architecture (Jung, 2000; Kromand, 2007; 

Patzer et al., 2020; Rapp, 2018b; Williams et al., 2006). 

The lore, as the most important context pointed out 

by the Brazilian players, is a promise that the player 

will find satisfaction in the environment, culture, histo-

ry, and evolution of the WoW game (Debeauvais et al., 

2011; Kromand, 2007; Livingston et al., 2014; Wang et 

al., 2021; Williams et al., 2006). This makes players feel 

free to be themselves in a virtual fantasy context. 

The avatar development is part of the self-im-

age and self-extension in the game (Neustaedter & 

Fedorovskaya, 2009; Sohye & Reeves, 2009) and a way 

to immerse in the game reality (Kokkinara & Slater, 2014; 

Martoncik & Loksa, 2016; Slater et al., 2010). Based on 

Bartle’s proposal (Bartle, 2004), Brazilian players have 

a relationship with their avatars, and, in deeper cases, 

the players were identified as personas. Here, the ex-

tended self constitutes an escape from the ‘real reality’ 

in search of an ‘ideal virtual world.’ In the motivation 

context (Yee, 2006), the escape from reality is the most 

significant immersion component, supported by the 

relationship component, where players also seek more 

lasting relationships as the social component. There 

is a fine line between what is online and what is real, 

what is the extended self and what is an escape from 

reality, as players immerse in the game and escape 

their reality.

It is important to further extend this research to 

game realities beyond the Brazilian WoW community, 

considering their specific characteristics. It would also 

be interesting to verify these characteristics within oth-

er digital markets (i.e., countries), as characteristics dif-

fering from the archetype, self, and motivations may 

appear. According to the study findings and unlike other 

studies, further research is needed on the importance 

of relationships and escapism among Brazilian players 

to understand their relative relevance, mainly address-

ing the association of escapism with the extended self 

and the relationship with game archetypes. Pursuing 

research in this atypical context could bring important 

contributions to the literature and to practice.
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