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Abstract 
Social networking is a way for Dota 2 community members to interact with each other through an online 
medium. Websites like Dota-Allstars.com (now Playdota.com) have given community members a way to 
express their ideas about DotA/Dota 2 and share them with the rest of the community. Some users have 
even constructed a fan-base through DotA-related videos, comics, blogs and more. DotA community 
websites have an impact on Dota 2’s development as well. For example example, Playdota.com’s mission 
statement reads as follows: “The overall goal for this site is to provide a long term service to the DotA 
community improve a DotA player's ability to enjoy the game and become more immersed in the DotA world 
overall.” The website includes tons of media and has a deep history with the player base. Websites like 
JoinDota.com broadcast competitive matches with commentary from a veteran DotA broadcaster. Each 
community website offers a different flavor that is meant to support interaction between the Dota 2 fan-base. 
This article will analyze some of the major Dota 2 community websites, and what they share in common. We 
found that some websites cater to an older DotA community while other websites cater to a younger 
audience. This article will give an introduction to each of the community websites addressed in this section 
and how they relate to each other.  
 

 



 

Introduction 
The importance of this analysis is to help understand the 
benefits of each DotA forum/website, and what type of 
Dota 2 audience visits them. What is it exactly that 
defines each one? What can be found in them? What 
resources do they offer that others don’t? 
 
To study these questions, we first have to understand 
how much of our sample participates on DotA 
community forums. Chart 2.1 below shows the results of 
Q10 from TDEQ: 

 

 

Chart 2.1: Sample Response (1100) to for Q10. “Are you a 
registered member of any DotA/Dota 2 community 
forum?” 

As the results from Chart 2.1 show, 88.38% (N=955) of 
our sample selected ‘Yes’, and 11.62% (N=145) of our 
sample selected ‘No’.  

Part 2A will identify the frequency that our samples visit 
different forums. Then, we will break the different forums 
into sub-sections to understand how users interact with 
each one. For example, what percentage of players who 
selected PlayDota.com are also members of 
JoinDota.com? 

To do this, TDEQ was posted on each of the forums 
studied in this section. Users who found the 
questionnaire on that forum could identify which of the 
other forums listed under Q11 they participate in. This 
means that a single participant could select multiple 
answers.  

The results on Chart 2.2 (next column) show the sample 
response to Q11 from TDEQ. Forums that were not 
included in the question could be identified by the 
participant. 

 
Chart 2.2: Sample Response (N=1100) to Q11 from TDEQ: 
“If the answer to the above question [Q10] is yes, what are 
the Dota 2 communities that you are registered with?” 

The results show that the majority of the sample are 
members of JoinDota.com and/or PlayDota.com. Here is 
a list of DotA community websites, including those that 
were listed under the ‘Other’ category. 
 
1. PlayDota.com 
2. JoinDota.com 
3. Gosugamers.net 
4. Dotaliciousgaming.com 
5. Dota 2 Reddit 
6.Streamdota2.com 
7. Dota2portal.com 
8. Dota 2 Development Forum 
9. Dotafire.com 
10. Teamliquid.net 
11. Prodota.ru 
12. DotaCinema.com 
13. Dotapickup 
14. Dota2.pl/it/cz/gr/fr/no/br 
15. RGC 
16. Dotasource.de 
17. WoDota 
18. Garena 
19. Dota2.wiki.com 
20. Dotacommentaries.com 
21. 4Chan 
22. Dotatalk.com 
23. Dotasource  
24. DotaCash 
 
The communities highlighted in bold will be discussed in 
this article. Each of these five forums offers something 
unique to the Dota 2 community and can be compared 
based upon user-interaction. They will be compared by 
the DotA experience of those who use them so that we 
can trace similarities between each one. The results 
should help us understand more about the Dota 2 online 
community. 
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Discussion 
PlayDota.com 
In 2009, the primary DotA website Dota-Allstars.com 
was changed to PlayDota.com. This website provides 
fundamental information about DotA including heroes, 
items as well as news updates. The forum section is 
where community interaction takes place. The website 
holds a collection of popular threads, hero suggestions, 
video’s, comics and other forms of media. The most 
forum users the website has had logged on at once was 
35,352 users on December 24

th
, 2011. That is pretty 

impressive. Many of the most influential members of the 
DotA community discuss trends and moderate the 
website itself. Some of these users include IceFrog, 
Wyk, CvP, ChildLikeEmperor, awg28 and many more.  
 
To understand user interaction between PlayDota.com 
and the other websites, we will study the results of our 
sample that selected PlayDota.com on Q11 from TDEQ. 
Chart 2.3A shows the results. 
 

 

Chart 2.3A PlayDota.com user response (N=610) to Q11 
from TDEQ: “If the answer to the above question [Q10] is 
yes, what are the Dota 2 communities that you are 
registered with?” 
 

As the results from Chart 2.3A show, there is a strong 
relationship between PlayDota.com and JoinDota.com, 
with Gosugamers.com, Dota 2 Reddit and Dotalicious 
following behind.  
 
Next, we will analyze the average player experience of 
Playdota.com members who participated in this 
questionnaire. Chart 2.3B shows the results.

 
Chart 2.3B. A Comparison between the users who selected 
PlayDota.com (Dataset 1) vs. Total Sample response 
(N=1100) and years of DotA experience. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
Based upon this sample, the results show that 
PlayDota.com’s community has an average of 5 years of 
DotA experience. 

Studies 2B, 2C, and 2D will follow up with more 
information about community interaction on 
PlayDota.com specifically. 

 



JoinDota.com 
This website focuses on the competitive aspects of Dota 
2 while still supplying a forum section for community 
members to interact. JoinDota.com allows players to 
access online streams of professional Dota 2 players in 
a quick and user-friendly way. It offers tournaments, 
betting, latest news, and commentary for major games 
by veteran community member TobiWanKenobi.  

The website was made specifically for Dota 2, so the 
results of how it compares to the other forums will be 
interesting. Chart 2.4A shows the results of a cross 
analysis between samples who selected JoinDota.com 
and other websites. 

 

Chart 2.4A: JoinDota.com user response (N=791) to Q11 
from TDEQ: “If the answer to the above question [Q10] is 
yes, what are the Dota 2 communities that you are 
registered with?” 

As the results from Chart 2.4A show, there is, again, a 
strong relationship between JoinDota.com and 
PlayDota.com, with Gosugamers.net, Dota 2 Reddit and 
Dotalicious following behind.  

Next, we will analyze the average player experience of 
JoinDota.com members who participated in this 
questionnaire. Chart 2.4B shows the results of this.  

 

Chart 2.4B: A Comparison between the users who 
selected JoinDota.com (Dataset 1) and years of DotA 
experience. 

The results show that JoinDota.com sample has an 
average of 5 years of DotA experience. Thus, based 
upon the results from Chart 2.3A, there is an even 
stronger relationship between the PlayDota.com and 
JoinDota.com communities. They relate in terms of 
cross-participation frequency, as well as their years of 
DotA experience.  

GosuGamers.net 
GG.net, or GosuGamers.net, was established in 2002 as 
a competitive gaming website that incorporates many 
popular titles outside of DotA/Dota 2. The website 
discusses news in both the developmental and 
competitive scene for many different games. It offers a 
forum section where players can discuss different topics 
related to Dota 2. GG.net also caters to a very 
International audience, following the competitive trends 
of the top teams across many countries. 
  
Considering GosuGamers.net caters to games other 
than Dota 2, it is no surprise that the number of samples 
gathered from the website is relatively small. Chart 2.5A 
shows the results of a cross analysis between samples 
who selected GosuGamers.net and other websites. 

 

Chart 2.5A: GosuGamers.net user response (N=364) to 
Q11 from TDEQ: “If the answer to the above question 
[Q10] is yes, what are the Dota 2 communities that you are 
registered with?” 

The results show a strong relationship between 
GosuGamers.net and JoinDota.com, with PlayDota.com 
following closely behind. GG.net’s relationships with the 
Dotalicious and Dota 2 Reddit communities are about 
even. 

Next, we will analyze the average player experience of 
GosuGamers.net members who participated in this 
questionnaire. Chart 2.5B shows the results. 

 

Chart 2.5B: A Comparison between the users who 
selected GosuGamers.net (Dataset 1) and years of DotA 
experience. 

The results show that GosuGamers.net’s community has 
an average of 6 years of DotA experience. 

 



Dotalicious-Gaming.com 
DotAlicious-Gaming.com is a website dedicated 
specifically to the original DotA. This website offers 
many features unavailable through the other DotA 
websites. One of these features is a portal to play a 
game of DotA with other DotAlicious members. On top of 
that, the website offers a forum, skill league, clan league, 
vouch league, and a shop. 

It can safely be said that DotAlicious-gaming.com caters 
to getting experienced users to play together and 
socialize, rather than offering fundamental DotA/Dota 2 
information. Chart 2.6A shows the results of a cross-
analysis between samples who selected DotAlicious-
gaming.com and other websites.

 

Chart 2.6A: DotAlicious-Gaming.net user response 
(N=171) to Q11 from TDEQ: “If the answer to the above 
question [Q10] is yes, what are the Dota 2 communities 
that you are registered with?” 

As the results from Chart 2.6A show, there is a strong 
relationship between Dotalicious and JoinDota.com and 
PlayDota.com, with Gosugamers.net following close 
behind.  

Next, we will analyze the average player experience of 
DotAlicious-gaming.com members who participated in 
TDEQ. Chart 2.6B shows the results.  

 

Chart 2.6B: A Comparison between the users who 
selected DotAlicious and years of DotA experience. 

Based upon this sample, the results show that 
Dotalicious-gaming.com’s community has an average of 
5 years of DotA experience. Based upon the results of 
Chart 2.6B, DotAlicious could have a community on par 
with Playdota.com and Joindota.com in terms of user 
experience. 

Dota 2 Reddit 
Reddit is an online community where users vote on 
content submitted by other members. This content could 
be an image, video, web article, or something else that 
can be found online. The Dota 2 sub-Reddit is where the 
Dota 2 community interacts. The range of content 
expands from replays to forum posts and has over 
34,414 users.  
 
Chart 2.7A shows the results of a cross-analysis 
between samples who selected Dota 2 Reddit and other 
websites. 
 

 

Chart 2.7A: Dota 2 Reddit user response (N=282) to Q11 
from TDEQ: “If the answer to the above question [Q10] is 
yes, what are the Dota 2 communities that you are 
registered with?” 

As the results from Chart 2.7A show, there is a strong 
relationship between Dota 2 Reddit and JoinDota.com 
and PlayDota.com, with Gosugamers.net and 
DotAlicious following behind. 

Next, we will analyze the average player experience of 
the Dota 2 Reddit community members who participated 
in TDEQ. Chart 2.7B shows the results of this analysis. 

 

Chart 2.7B: A Comparison between the users who 
selected DotA 2 Reddit and years of DotA experience. 

The results show that Dota 2 Reddit’s community has 3 
years of DotA experience on average. Thus, based upon 
the results from Chart 2.7B (P.31), the Dota 2 Reddit has 
the youngest community in comparison with the other 
websites. It also has the highest sample percentage for 
players with under a year of DotA experience, followed 
by Playdota.com (by a large margin).  



Results 
The results of these five studies show that the Dota 2 
online communities have an average of about four to five 
years of DotA experience.  
 
The PlayDota.com and JoinDota.com communities 
appear to share a lot in common in terms of community 
experience and website interaction.  
 
All of the websites besides DotAlicious-gaming.com 
have a higher community with 0 years of experience 
than 1 year of experience. Those who fall under the ‘0 
years of experience’ category can be considered new 
players.  
 
We found that DotAlicious-Gaming.com caters to a 
veteran community who are most familiar with DotA. 
 
Dota 2 Reddit caters to the most new players, which 
makes sense in many respects. The website draws in 
plenty of new players as it is a more recent source for 
gaming news. Experienced Reddit users who are 
interested in DotA could join the sub-Reddit to 
understand Dota 2 memes, gameplay, the competitive 
scene, or just information about the community in 
general.   
 
Playdota.com and Joindota.com gathered the highest 
amount of samples compared to the other websites. 
Considering the cross-interaction they have with the 
other websites in each analysis, it can be implied that 
they are the most popular Dota 2 websites.  
 
The reasons for this might be understood through further 
research in sections 2B, 2C and 2D.  
 
Implications 
The implications from Section 2A are listed as follows: 
 
1. Joindota.com and Playdota.com are the two most 
popular websites catering to the DotA community. 
 
2. The Dota 2 sub-Reddit serves the younger DotA 
audience more than the other websites analyzed in this 
study.  
 
3. GosuGamers.net serves the more experienced, older 
DotA community over the less experienced, younger 
community. 
 
Issues with this study 
The potential problems with this study are listed as 
follows and must be addressed while discussing the 
implications. 
 
1. There was no question in The Dota Experiment 
Community Analysis that addressed the frequency of 
DotA experience over the years of plotted experience. 
For example, some players who put 5 years may have 
accumulated over 2,000 hours of DotA play-time, while 
another may have accumulated only 200 hours.  
 

2. Even samples were not collected across the different 
websites. All this means is that simply proclaiming a 
website as the ‘Most Popular’ or ‘Least Popular’ cannot 
be determined simply by sample number. However, the 
cross-analysis between the different websites may be 
used to reach such an implication. 
 
Further Studies 
After this study, a similar study will be carried out to 
understand how often the users of these different forums 
interact with the Dota 2 brand. For example, how often 
does the average PlayDota.com member interact with 
their community? That is just one of the questions that 
will be answered.  
 
This study will also be carried out again once Dota 2 
reaches the open-beta. 
 
Studies in section 2C and 2D will also stem off of this 
sections research combined with the results found in 
section 2B. Finally, by using the data found in other 
studies, the typical user effect of each website can be 
understood by how they communicate in-game. 
 
Conclusion 
Section 2A was used as an introduction to 
understanding the different websites that cater to the 
DotA audience, and how they interact with each other. 
The results of this article show that Playdota.com users 
and Joindota.com users interact on all of the community 
websites, and vice-versa. The youngest Dota 2 crowd 
interacts with the Dota 2 sub-reddit compared to the 
other websites. 
 
This article helped us identify the demographics of each 
of the studied websites. We can now understand what 
websites cater more to the veteran community, or more 
to the newer community. At the same time, we’ve 
identified what websites are considered the most popular 
with our sample and cater towards the most widespread 
audience. 
 
The other studies that branch off of the results should 
help to understand the social attitudes of each web-site 
and how their users interact with the Dota 2 brand. 
 

 

 

 

 

 

 

  



Part 2B 

Online Community Involvement 

 

 
Abstract 
Social networking is a way for Dota 2 community members to interact with each other through an online 
medium. Websites like Dota-Allstars.com (now Playdota.com) have given community members a way to 
express their ideas about DotA/Dota 2 and share them with the rest of the community. Some users have 
even constructed a fan-base through DotA-related videos, comics, blogs and more. The previous article 
helped identify and compare some of the major DotA community websites. These included: Playdota.com, 
Joindota.com, GosuGamers.net, DotAlicious-gaming.com and the Dota 2 Sub-Reddit. The way the 
community members of each website interact with each other can help to understand what type of player 
visits each website. For example, perhaps members of one website are more likely to purchase cosmetics 
than others. Maybe one website has a much more social community than another. Or, perhaps some 
players go to one website over others for the sole purpose of learning more about DotA. Some of the 
findings within this article helped us identify the community website that caters to users who are the most 
likely to buy cosmetics. We also found out what communities are more likely to have members that post 
their thoughts and opinions about Dota 2. Finally, we elaborated on the relationships between these 
websites discussed in Part 2A. This article will help to understand the community involvement within each of 
these websites and the psychology of the communities in total. 
 

 

 

  



Introduction: 
The importance of this analysis is to help understand the 
community of each DotA forum/website. How involved 
are its community members and to what extent? Why do 
users visit them? What resources do they offer that 
others don’t? 
 
In Part 2A we drew some important implications that 
explained the relationships between the websites 
analyzed in this section. We learned that while some 
websites cater to an older DotA community, others host 
a much younger DotA/Dota 2 community.  
 
Part 2B is going to focus on how players interact within 
each website. We want to know how often a player might 
post their thoughts and opinions on a forum. If a player is 
less likely to communicate on a website, what variables 
might attribute to this? What might this say about their 
in-game communication tendencies? (Section 4) 
 
Our goal for this article is to grasp a better 
understanding of the psychology within each of these 
online communities. Furthermore, we want to 
understand why some websites have community 
members who are more likely to interact with each other 
than others. 
 
The questions from TDEQ that will be analyzed in this 
article include: 
 
Q12. Do you agree that you often visit this community? 
Q13. Do you post your comments/opinions about Dota 
2? 
Q14. Do you find information mentioned by the 
community to be helpful? 
Q15. Do you participate within the community to get a 
better understanding of Dota 2?  
Q16. Do you ever buy Dota 2 cosmetics or 
merchandise? 
 

Discussion 

To understand this, we first have to understand how 
involved in the forums our total sample actually is. We 
will study our total sample’s response to Q12 from 
TDEQ. Chart 2.8 shows the results. 
 

 

Chart 2.8: Total sample response (N=1073) to Q12 from 
TDEQ: “Do you agree that you often visit this community”  

The results of Chart 2.8 show that the majority of the 
participants within this survey strongly agree that they 
often visit their respective community. \ 

When respondents were asked “Do you post your 
thoughts and opinions about Dota 2?” (Q13) we found a 
different response. Chart 2.9 shows the results: 

 

Chart 2.9:  Sample response to Q13 from TDEQ: “Do you 
post your thoughts and opinions about Dota 2” 

We’ve found that there is a reverse response to Q13 

compared to Q12. According to Chart 2.9, the majority of 

the sample answered “I do but very rarely” when asked 

how often they post their thoughts and opinions about 

Dota 2. 

 

These results show a small trend pertaining to the Dota 

2 community: The majority of respondents strongly 

agree that they visit their communities, but rarely post 

their thoughts and opinions about Dota 2. 

 

These results lead to a website-specific analysis about 

what websites typically have the most community 

involvement across different axes.  

 

PlayDota.com 

PlayDota.com’s forum has become a popular breeding 

ground for discussion about Dota 2. Every user has their 

own blog, the forums are decorated across different 

subjects, and the website is relatively well moderated. 

Discussions from different community members range 

across a variety of subjects. These are usually met with 

responses from community members old and young. 

 

Many players shifting from LoL to Dota 2 have begun 

posting on PlayDota.com about their thoughts and 

opinions about the game. The amount of fan-made 

media on the website generates interest from other 

members and provides a user-friendly environment for 

in-depth discussion and critique.  

 
Branching off of Part 2A, we are going to try to 
understand more about the PlayDota.com community..  
 



First, we will find out how respondents answered Q12 
who answered Q11 by selecting PlayDota.com.  
 
Chart 2.10A shows the results of this analysis: 
 

 

Chart 2.10A: PlayDota.com community response (N=612) 
to Q12 from TDEQ: “Do you agree that you often visit this 
community?”  

As the results from Chart 2.10A show, a large portion of 
the PlayDota.com community agree that they often visit 
the website.59.02% strongly agree. 

Now we will compare the results of Q13 with those who 
answered Q11 by selecting PlayDota.com. Chart 2.10B 
shows the results of this analysis. 

 

Chart 2.10B: PlayDota.com community response (N=612) 
to Q13 from TDEQ: “Do you post your comments and 
opinions about Dota 2?”  

As the results from Chart 2.10B show, the majority of 
PlayDota.com users rarely-sometimes post their 
comments and opinions about Dota 2 on the forum 
section. Although users visit the website often, perhaps 
they do more reading than writing. This could say a lot 
about the psychology of the Dota 2 community which will 
be discussed later in Section 4 and 5. 

Next, we will compare the results of Q14 with those who 
answered Q11 by selecting PlayDota.com. Chart 2.10C 
shows the results of this analysis. 

 

Chart 2.10C: PlayDota.com community response (N=612) 
to Q14 from TDEQ: “Do you find the product information 
mentioned in the community is helpful?” 
 

As the results show, 87% of the respondents agreed that 
information found in PlayDota.com is helpful when 
understanding the product (Dota 2). Even though users 
rarely post their comments and opinions about Dota 2, 
the majority of the sample believes that the information 
on the PlaDota.com is helpful and visits the website 
often. 
 
Next we will compare the results of Q15 with those who 
answered Q11 by selecting PlayDota.com. Chart 2.10D 
shows the results of this analysis.  
 

 

Chart 2.10D: PlayDota.com community response (N=612) 
to Q15 from TDEQ: “Do you participate within the 
community to get a better understanding of Dota 2?” 
 

The results of this chart show that the majority of 
PlayDota.com members who participated in this survey 
agree that they participate in the community to get a 
better understanding of Dota 2.  

Finally, for the purpose of understanding the consumer 
trends of PlayDota.com members, we will compare the 
results of Q16 with those who answered Q11 by 
selecting PlayDota.com. Chart 2.10E on the next page 
shows the results. 



 

Chart 2.10E: PlayDota.com community response (N=612) 
to Q16 from TDEQ: “Do you ever purchase Dota 2 
cosmetics or merchandise?” 

These results show that about half of the community 
always to rarely buy Dota 2 merchandise while the other 
half never do.  

JoinDota.com 
As explained in Part 2A, JoinDota.com has become a 
sort of database for the competitive Dota 2 scene. The 
website is packed with information pertaining to Dota 2 
including hero guides and streamed games with 
excellent commentary. It also has a Video on Demand 
section where players can watch games to learn or just 
to watch a team compete.  
 
The forums themselves contain a lot of information about 
Dota 2 and feature competitive players discussing 
different strategies with the community. Branching off of 
the results of 2A, we will try to understand the 
community involvement within JoinDota.com and how it 
compares to the other websites. 

First, we will find out how respondents answered Q12 
who answered Q11 by selecting JoinDota.com.  Chart 
2.11A shows the results of this analysis.

 

Chart 2.11A: JoinDota.com community response (N=783) 
to Q12 from TDEQ: “Do you Agree that you often visit this 
community?”  

As the results show, 61.30% of the JoinDota.com 
community agrees that they often visit this website.  That 

is a response similar to that seen on PlayDota.com’s 
community response. (Chart 2.10A, P.35) 

Now we will compare the results of Q13 with those who 
answered Q11 by selecting JoinDota.com. Chart 2.11B 
shows the results of this analysis. 

 

Chart 2.11B: JoinDota.com community response (N=783) 
to Q13 from TDEQ: “Do you post your comments and 
opinions about Dota 2?” 

As the results from Chart 2.11B show, the majority of 
JoinDota.com users rarely post their comments and 
opinions about Dota 2 on the forums. Compared to 
PlayDota.com’s results (Chart 2.10B, P.35) it seems 
more members lean to the right side of the chart. 
Although users visit the website often, perhaps they do 
more reading than writing. This could say a lot about the 
psychology of the Dota 2 community which will be 
discussed later in Section 4 and 5. 

Next, we will compare the results with of Q13 with those 
who answered Q11 by selecting JoinDota.com. Chart 
2.11C shows the results: 

Chart 2.11C: JoinDota.com community response (N=783) 
to Q13 from TDEQ: “Do you find the product information 
mentioned in the community is helpful?” 

The results of this analysis show a nearly identical 
response to the results of PlayDota.com’s analysis. This 
increases the integrity of the findings of both websites, 
and increases the validity of the implication found in 
Section 2A that discussed how Joindota.com and 
Playdota.com share a very similar audience. 



Next we will compare the results of Q15 with those who 
answered Q11 by selecting JoinDota.com. Chart 2.11D 
shows the results.  

Chart 2.11D: JoinDota.com community response (N=783) 
to Q15 from TDEQ: “Do you participate within the 
community to get a better understanding of Dota 2?” 

The results of this chart show that the majority of 
JoinDota.com members who participated in this survey 
agree that they participate in the community to get a 
better understanding of Dota 2. The percentage is a little 
lower than the results found in PlayDota.com’s analysis. 
(2.10D, P.35)  

Finally, for the purpose of understanding the consumer 
trends of JoinDota.com members compared with the 
other websites, we will compare the results of Q16 with 
those who answered Q11 by selecting JoinDota.com. 
Chart 2.11E shows the results of this analysis. 

Chart 2.11E: JoinDota.com community response (N=783) 
to Q16 from TDEQ: “Do you ever purchase Dota 2 
cosmetics or merchandise?” 

The results show that about half of the community 
always-rarely buys Dota 2 cosmetics/merchandise while 
the other half never do. The results are almost identical 
with that of PlayDota.com. (Chart 2.10E, P.35) 

GosuGamers.net 
GG.net, or GosuGamers.net, was established in 2002 as 
a competitive website that chains across many titles. 
Other than Dota 2, the website discusses news in both 
the developmental and competitive scene for many 
different games. The website includes a forum section 
where players can discuss different aspects of Dota 2.  

Considering GosuGamers.net caters to titles other than 
Dota 2, it is no surprise that the number of samples 
gathered from the website was relatively small. First, we 
will find out how respondents answered Q12 who 
answered Q11 by selecting GosuGamers.net.  Chart 
2.12A shows the results of this analysis. 

 

Chart 2.12A: GosuGamers.net community response 
(N=359) to Q12 from TDEQ: “Do you Agree that you often 
visit this community?”  

As the results from Chart 2.12A show, 64.35% of the 
respondents Strongly Agree that they often visit the 
community. This percentage is higher than the results of 
both PlayDota.com (2.10A, P.35) and JoinDota.com 
(2.11A, P.36). 

Now we will compare the results with of Q13 with those 
who answered Q11 by selecting GosuGamers.net. Chart 
2.12B shows the results of this analysis. 

Chart 2.12B: GosuGamers.net community response 
(N=359) to Q13 from TDEQ: “Do you post your comments 
and opinions about Dota 2?” 

As the results from Chart 2.12A show, 35.99% of the 
respondents answered that they ‘Sometimes’ post their 
comments and opinions about Dota 2. This percentage 
is higher than the results of both PlayDota.com (2.10A, 
P.35) and JoinDota.com (2.11A, P.36). 

Next, we will compare the results of Q14 with those who 
answered Q11 by selecting GosuGamers.net. Chart 
2.12C shows the results of this analysis on the next 
page. 



 

Chart 2.12C: GosuGamers.net community response 
(N=359) to Q14 from TDEQ: “Do you find the product 
information mentioned in the community is helpful?” 

The results of this analysis show a nearly identical 
response to the results of PlayDota.com (2.10C, P.35) 
and JoinDota.com’s (2.11C, P.36) analysis. So far, the 
reliability of information within Dota 2 community 
websites does not seem to be an issue. 

Next we will compare the results of Q15 with those who 
answered Q11 by selecting GosuGamers.net. Chart 
2.12D shows the results of this analysis.  

 

Chart 2.12D: GosuGamers.net community response 
(N=359) to Q15 from TDEQ: “Do you participate within the 
community to get a better understanding of Dota 2?” 

The results of this chart show that the majority of 
GosuGamers.net members who participated in TDEQ 
agree that they participate in the community to get a 
better understanding of Dota 2. The percentage is a little 
higher than the results found in PlayDota.com’s analysis 
(2.10D. P.35) and JoinDota.com’s analysis (2.11D, P.37)  

Finally, for the purpose of understanding the consumer 
trends of GosuGamers.net’s community compared to the 
other community websites, we will compare the results 
of Q16 with those who answered Q11 by selecting 
GosuGamers.net. Chart 2.12E shows the results of this 
analysis. 

 

Chart 2.12E: GosuGamers.net community response 
(N=359) to Q16 from TDEQ: “Do you ever purchase Dota 2 
cosmetics or merchandise?” 

These results show that about half of the community 
Always to Rarely buys Dota 2 merchandise while the 
other half never do. The results are nearly identical with 
that of PlayDota.com (2.10E, P.36) and JoinDota.com 
(2.11E, P.37). 

DotAlicious-Gaming.com 
DotAlicious-Gaming.com is a website dedicated 
specifically to the original DotA. This website offers 
many features unavailable through the other DotA 
websites. One of these features is a portal to play a 
game of DotA with other DotAlicious members. On top of 
that, the website offers a forum, skill league, clan league, 
vouch league, and a shop. 

It can safely be said that DotAlicious-gaming.com caters 
to getting experienced users to play together and 
socialize, rather than offering fundamental DotA/Dota 2 
information. First, we will find out how respondents 
answered Q12 who answered Q11 by selecting 
DotAlicious.  Chart 2.13A shows the results. 

 

Chart 2.13A: Dotalicious community response (N=170) to 
Q12 from TDEQ: “Do you Agree that you often visit this 
community?” 

Compared to the results from the other studies, 
DotAlicious-Gaming.com has a slightly lower agreement 
rating for Q12.  



Now we will compare the results of Q13 with those who 
answered Q11 by selecting DotAlicious. Chart 2.13B 
shows the results. 

 

Chart 2.13B: DotAlicious community response (N=170) to 
Q13 from TDEQ: “Do you post your comments and 
opinions about Dota 2?” 

The results show a similar trend to that seen in the 
previous analyses.  However, DotAlicious-Gaming.com 
has the lowest rating for responses under ‘I never do’. 
This means that the website has the most involved 
community compared to the previous websites.  

Next, we will compare the results of Q14 with those who 
answered Q11 by selecting Dotalicious-Gaming.com. 
Chart 2.13C shows the results. 

 

Chart 2.13C: DotAlicious community response (N=170) to 
Q14 from TDEQ: “Do you find the product information 
mentioned in the community is helpful?” 

Compared to the other websites addressed in this study, 
DotAlicious-Gaming.com community members find the 
information mentioned about Dota 2 to be a little less 
helpful on their respective website. Since its agreement 
rating is above 80%, it is still perceived by the majority of 
the sample to be a helpful source of Dota 2 information. 

Next we will compare the results of Q15 with those who 
answered Q11 by selecting DotAlicious-Gaming.com. 
Chart 2.13D shows the results.  

 

Chart 2.12D: DotAlicious community response (N=170) to 
Q15 from TDEQ: “Do you participate within the community 
to get a better understanding of Dota 2?” 

Compared to the other websites addressed in this study, 
DotAlicious-Gaming.com community members 
participate less in the community to better understand 
Dota 2. Since the website is geared more towards the 
original DotA audience, the results are understandable. 

Finally, for the purpose of understanding the consumer 
trends of the DotAlicious community compared to the 
other community websites, we will compare the results 
of Q16 with those who answered Q11 by selecting 
DotAlicious. Chart 2.13E shows the results.

 

Chart 2.13E: DotAlicious-Gaming.com community 
response (N=170) to Q16 from TDEQ: “Do you ever 
purchase Dota 2 cosmetics or merchandise?” 

The results show that about half of the community 
always to rarely buy Dota 2 merchandise while the other 
half never do. The results are nearly identical with that of 
PlayDota.com (2.10E, P.36), JoinDota.com (2.11E, 
P.37) and GosuGamers.net (2.12E, P.38). 

Dota 2 sub-Reddit 
Reddit is an online community where users vote on 
content submitted by other members. This content could 
be an image, video, web article, or anything else that 
can be found online. The Dota 2 sub-Reddit is where the 
Dota 2 community interacts. The range of content 
expands from replays to forum posts and has over 
34,414 users.  
 



First, we will find out how respondents answered 
question Q12 who answered Q11 by selecting Dota 2 
Reddit.  Chart 2.14A shows the results of this analysis. 

 

Chart 2.14A: Dota 2 sub-Reddit community response 
(N=281) to Q12 from TDEQ: “Do you Agree that you often 
visit this community?” 

Compared to the results from the other studies, the Dota 
2 sub-Reddit has the highest agreement rating for Q12 
with 66.55% of the participants saying they Strongly 
Agree. Considering the popularity of Reddit today, it may 
be the quickest and easiest way for a Dota 2 fan to pick 
up on news or information- especially considering how 
easy it is to start an account. 

Now we will compare the results of Q13 with those who 
answered Q11 by selecting Dota 2 Reddit. Chart 2.14B 
shows the results of this analysis. 

 

Chart 2.14B: Dota 2 sub-Reddit community response 
(N=281) to Q13 from TDEQ: “Do you post your comments 
and opinions about Dota 2?” 

As the results from Chart 2.14B show, the response 
trend lays the same for Dota 2 Reddit as it does for the 
other four websites. It actually falls right in the median 
for those who answered ‘I never do’ across all of the 
studies. However, unlike the other four websites- Reddit 
is less of an organized forum and more of a discussion 
board where new/trending topics are always added.  

Next, we will compare the results of Q14 with those who 
answered Q11 by selecting Dota 2 Reddit. Chart 2.14C 
shows the results of this analysis. 

 

Chart 2.14C: Dota 2 sub-Reddit community response 
(N=281) to Q14 from TDEQ: “Do you find the product 
information mentioned in the community is helpful?” 

As the results show, there is a major agreement rating 
for Q14. The rating is actually higher than all of the other 
websites. As previously stated, this may be due to the 
quick and easy accessibility of information on Reddit in 
combination with the websites increasing popularity.  

Next we will compare the results of Q15 with those who 
answered Q11 by selecting Dota 2 Reddit. Chart 2.14D 
shows the results of this analysis.  

 

Chart 2.14D: Dota 2 sub-Reddit community response 
(N=281) to Q15 from TDEQ: “Do you participate within the 
community to get a better understanding of Dota 2?” 

The results show a 74% agreement rating for Q15. The 
rating is actually higher than all of the other websites. As 
previously stated, this may be due to the quick and easy 
accessibility of information on Reddit in combination with 
the websites increasing popularity.  

Finally, for the sole purpose of understanding the 
consumer trends of Dota 2 Reddit and the other 
websites, we will compare the results with question 5 
who answered Q11 by selecting Dota 2 Reddit. Chart 
2.14E on the next page shows the results. 



 

Chart 2.14E: Dota 2 sub-Reddit community response 
(N=281) to Q16 from TDEQ: “Do you ever purchase Dota 2 
cosmetics or merchandise?” 

The results of Chart 2.14E show that Dota 2 Reddit 
members have the highest consumer trends across all of 
the other websites addressed in this study by a fairly 
large margin. By comparing the results to JoinDota.com 
(2.10E, P.36), PlayDota.com (2.11E, P.37), 
GosuGamers.net (2.12E, P.38), and DotAlicious-
Gaming.com (2.13E, P.49) it is easy to see the 
difference in consumer responses. Perhaps Dota 2 
Reddit is just a better window for displaying Dota 2 
cosmetics in a quick, easy and accessible fashion. 

Results 
The results of Section 2B span across a variety of 
dimensions to raise implications about the different Dota 
2 community websites. The results show an over-all 
balance in results between PlayDota.com and 
JoinDota.com.   

GosuGamers.net community members are the most 
likely to post their comments and opinions about Dota 2 
on the websites forum. The website also serves the most 
experienced/oldest members compared to the other 
websites. 

The results from DotAlicious-Gaming.com do not show 
any outstanding results. However, the members do post 
their comments and opinions nearly as much as those 
on GosuGamers.net. Aside from that, the two websites 
are about equal across all of the subjects studied in this 
article. 

Finally, Dota 2 Reddit has the strongest agreement 
across all levels besides Q13. (Comments and opinions) 
In the discussion, we mentioned how the ease and 
accessibility of acquiring information pertaining to Dota 2 
through Reddit contributes to its popularity. The Dota 2 
sub-Reddit also has the youngest community within their 
sample, which we discovered in Part 2A. 

 

 

Implications 
There are a few important implications that can be 
derived from the results of this study. 

1. GosuGamers.net and DotAlicious-Gaming.com 
cater the most to an older DotA community who 
are more likely to post their thoughts and 
opinions about Dota 2, and are likely to find the 
information found on their website to be helpful.  

2. Playdota.com and Joindota.com remain similar 
across all aspects, which increases their 
relationship. 

3. Dota 2 Reddit is the most sought out and helpful 
website about Dota 2, especially for new 
players. Dota 2 Reddit users are also more likely 
to buy cosmetics. 

Issues with this Study: 
The potential problems with this study are listed as 
follows and must be addressed while discussing the 
implications. 
 
1. Q11, which asked participants to list the communities 
they belonged to, accepted more than one answer. This 
means that the results of this study are more subjective. 
This also means that the smallest margins across the 
results must be taken into consideration. 
 
2. Even samples were not collected across the different 
websites. All this means is that simply proclaiming a 
website as the ‘Most Helpful’ or ‘Least Helpful’ cannot be 
determined simply by sample number. However, the 
cross-analysis between the different websites may be 
used to reach such an implication. 
 
Further Studies 
After this study, a similar study will be carried out to 
understand how often the users of these different forums 
communicate with each other both in-game and out. For 
example, how often does the average player interact 
with other community members? That is just one of the 
questions that will be answered.  
 
This study will also be carried out again once Dota 2 
reaches the open-beta. 
 
Studies in section 2C and 2D will also stem off of this 
sections research combined with the results found in 
section 2A. Finally, by using the data found in other 
studies, the typical user effect of each website can be 
understood through how their users communicate in-
game. (Section 4) 
 
 
 
 
 
 
 
 
 
 



Conclusion 
Section 2B was used as a complex analysis of each 
Dota 2 community website. It examined the multiple axis 
of consumer-community interaction in an online medium.  
 
It seems as if Playdota.com users and Joindota.com are 
relatively equal in terms of consumer-community 
interaction.  
 
DotAlicious-Gaming.com and GosuGamers.net have the 
oldest crowd those are more likely to post their thoughts 
and opinions about Dota 2. Besides that- the two rate 
about equal across all levels of analysis within this 
article.  
 
Dota 2 sub-Reddit members have the highest levels of 
agreement across all axes besides Q13. This is likely to 
be due to the Dota 2 sub-Reddit’s easy and accessible 
website that is home to a younger DotA crowd. 
 
The other studies that branch off of the results should 
help to understand the social attitudes of each web-site 
and how they interact with the Dota 2 brand. 
  



Part 2C 

Online Communication 

 
  

 

 
Abstract 
Social networking is a way for Dota 2 community members to interact with each other through an online 
medium. Websites like Dota-Allstars.com (now Playdota.com) have given community members a way to 
express their ideas about DotA/Dota 2 and share them with the rest of the community. Some users have 
even constructed a fan-base through DotA-related videos, comics, blogs and more. The previous articles 
helped identify and compare some of the major DotA community websites. These included: Playdota.com, 
Joindota.com, GosuGamers.net, DotAlicious-gaming.com and the Dota 2 Sub-Reddit. As we saw from 
section 2B, the majority of these websites have a community who rarely, if ever, posts their thoughts and 
opinions online. What could this say about how the Dota 2 community interacts with each other in-game? 
Section 2C is going to analyze the communication ratings of the DotA community and will trace trends 
between in-game communication and online forum participation while using the data from Section 1 to help 
understand our sample even more. The findings in this article showed how participating in online 
communities and playing with friends may lead to a higher win-rate and better in-game experience. We also 
will discuss the extent to which disrespectful behavior (i.e. trolling, flaming and griefing) take a toll on the 
new and old player-base alike. This article will help to understand the current state of communication 
frequency within the DotA community both in-game and out. 
 

 



Introduction 
Section 1 analyzed our sample and came up with some 
great implications that can be used to understand more 
about our target community. Section 2 has already 
focused on trends within the online communities. Section 
2C will now attempt to understand the frequency of 
communication between members of the DotA 
community, which will hopefully lead to implications 
regarding a correlation between communicative team-
mates and a pleasant in-game experience.  
 
The statistics within this article were all taken from The 
DotA Experiment Community Questionnaire. The 
questions that we will look into include the following: 
 
Q16. Do you communicate a lot with other community 
members? 
Q18. Are you satisfied with the Dota 2 community? 
Q22. Do you usually play Dota 2 with friends? 
Q23. If so, how many friends are usually in your party?  
Q25. How would you rate the average friendliness of 
other players? 
Q26. How would you rate your friendliness to other 
players? 
Q29. On average, how would you rate the 
communication between team-mates in a game of Dota 
2? 
Q30. On average, how often do you experience (trolling, 
flaming, griefing, racism) in a game of Dota 2? 
Q31. On average, how often do you engage in (trolling, 
flaming, griefing, racism) in a game of Dota 2? 
 
Without going too far into detail, we are going to cross 
analyze certain questions to gather statistics that can be 
carried over to other studies. Questions that will be 
compared include: 
 
Q16 and Q22 
Q18 and Q30 
Q23 and Q18 
Q23 and Q30 
Q25 and Q26 
Q30 and Q31 
Q29 and Q30 
Q29 and Q16 
Q29 and Q22 
Q26 and Q30 
Q26 and Q31 
 
By analyzing the questions listed above we can develop 
a list of implications to help understand the current state 
of Dota 2 in-game community interaction. 
 
Discussion 
To begin, let’s start by analyzing the results of Q16 from 
TDEQ. The question asked “Do you communicate a lot 
with other community members?” It’s important to 
remember that this question is referring to community 
members online, rather than in-game. Regardless, we 
can still use the statistics when cross-analyzing them 
with other questions. The results are shown on Chart 
2.15A below: 

 

 

Chart 2.15A: Total sample (N=1091) response to Q16 from TDEQ. 
“Do you communicate a lot with other community members?” 

As the results above show, there is a strong 
disagreement with 74% of the sample (N=803) and 26% 
agreement with 26.42% (N=288) of the sample. We will 
give these two samples names. Those who agreed will 
be referred to as Sample CO (communicates often). 
Those who disagreed will be referred to as Sample DO 
(doesn’t communicate often).  

CO=288 (26%) 
DO=803 (74%) 
 
Next, we will cross-analyze the results with Q22 from 
TDEQ, “Do you usually play Dota 2 with friends?” By 
doing this, we can add more statistics to each sub-
sample.  
 
Before we do anything, let’s look at the results of Q22 
before we cross-analyze them with Q16. Chart 2.15B 
shows the results.

 

Chart 2.15B: Total sample (N=1105) response to Q22 from TDEQ. 
“Do you usually play Dota 2 with friends?” 

Contrary to the results of chart 2.15A, we can see that 
82.90% of our sample agrees with the question (N=916) 
while 17.10% of our sample disagrees (N=189). 
Therefore, it’s expected that we will find a negative 
correlation when cross-analyzing Q16 and Q22. 

 



Our two conditions for this cross-analysis include: 
 
Condition A: Usually play with Friends 
Condition B: Usually play without Friends 
 
Chart 1.15C shows the results of this cross-analysis. 

 

Chart 2.15C: Total sample (N=1091) response to Q16 from TDEQ. 
“Do you communicate a lot with other community members?” 
cross-analyzed between players who play with (N=901) or without 
(N=186) friends. 

As the results show, there is an equal and noticeable 
difference between the two conditions. The left side of 
the graph shows the percentage of sample CO who 
plays w/ (N=245) or w/out (N=41) friends. There is a 5 
point difference between the two conditions. 

The right side of the graph shows the percentage of 
sample DO who plays w/ (N=656) or w/out (N=145) 
friends. Again, there is a 5-point difference between the 
two conditions. 

We can now add more conditions to each of our 
samples. To do this, we will label each with a new 
condition: 

CO: Communicate a lot with other community members 
and usually play Dota 2 with friends. 
 -Q16 v Q22= 245 
DO: Do not communicate a lot with other community 
members and do not usually play Dota 2 with friends.  
 -Q16 v Q22= 145 
 
What the data above shows is that 245 of our 
participants communicate online and play with friends, 
and 145 of our participants do not communicate online 
and do not play with friends.  
 
 
 
 

Q18 vs. Q30 
Next, we will analyze the results of Q18 from TDEQ: 
“Are you satisfied with the Dota 2 community?” The 
results from the total sample can be found on chart 2.16.  
 

 

Chart 2.16A: Total sample (N=1097) response to Q18 from TDEQ. 
“Are you satisfied with the Dota 2 community?” 

The results of this chart show a 62.63% (N=687) 
agreement with the question. They also show a 37.37% 
(N=410) disagreement. Like before, we will generate a 
conditional sample for each category. These sub-
samples will include: 

S (Satisfied with the Dota 2 community): N=687 
NS (Not Satisfied with the Dota 2 community): NS= 410 
  
Next we will cross-analyze these two conditional 
samples with the results from Q30: “On average, how 
often do you experience (trolling, flaming, griefing, 
racism) in a game of Dota 2?” 
 
To do this, we will first look at the total sample results of 
Q30. Chart 2.16B shows the results:

 

Chart 2.16B: Total sample (N=1097) response to Q30 from TDEQ. 
“On average, how often do you experience (trolling, flaming, 
griefing, racism) in a game of Dota 2?” 

The statistics give us an average rating of s=6.61 for 
Q30. The average lies high above the mid-value of 5. 
Therefore, it is predicted that there will be a positive 
correlation between sample NS and the results from 
Q30. 



To test this, let’s cross analyze the results of Q18 and 
Q30, with NS being the conditional variable. What we 
are looking for is a much higher response from sample 
NS on the Q30 scale, compared to sample S.  

Chart 2.16C shows the results of this cross-analysis. 

 

Chart 2.16C: Total sample (N=1097) response to Q30 from TDEQ. 
“On average, how often do you experience (trolling, flaming, 
griefing, racism) in a game of Dota 2?” cross-analyzed between 
players who are satisfied(S) (N=687) or not satisfied (NS) (N=410) 
with the Dota 2 community. 

Our NS conditional sample ranked with a much higher 
rating above the median, with nearly 75% of their 
responses falling within that percentile. Our S community 
seems scattered but definitely falls below our mean 
(s=6.61).  

We can now consider the effect that trolling, flaming, 
griefing and racism has on the Dota 2. We have data 
that players who are satisfied (S) experience 
disrespectful behavior far less than those who are not 
satisfied (NS). 

Q23 vs. Q22 
For the sake of gathering archival data, we will now try to 
determine the average amount of friends those who 
answered ‘Yes’ to Q22 have in their party. All we need to 
do is look at the sample response to Q23 from TDEQ. 
The results are shown on Chart 2.17 

 

Chart 2.17A: Total sample (N=974) response to Q18 from TDEQ. 
“If so, how many friends are usually in your party?” 

The statistics show that there is a mean value of 
(s=2.31). Therefore, we will use (2) as our average 
number of friends joined/party. The standard deviation 
falls at 0.96, meaning that the majority of sample 

response fell somewhere within this range. We can now 
consider that our average party consists of 3 friends.  

We will now look for any relationship between our three 
team mates who we will label as AT (Average Team) 
and the results of Q30 and Q18. The results of AT vs. 
Q18 is shown below on chart 2.17B 

 

Chart 2.17B conditional sample AT (N=390) vs Total Sample 
response (N=1097) Q18 from TDEQ: “Are you satisfied with the 
Dota 2 community” 

The results show little or no difference between Sample 
AT and the Total Sample. 

Next we will analyze the results of AT vs. Q30. Chart 
2.17C shows the results.

 

Chart 2.17C conditional sample AT (N=390) vs Q30 “On average, 
how often do you experience (trolling, flaming, griefing, racism) in 
a game of Dota 2?” 

Again, there is little to no relationship between AT and 
the total sample for Q30. 

We can now consider that the average amount of team 
mates you have on your team does not have an effect 
on your satisfaction with the community or frequency of 
experiencing disrespectful behavior. 

 
 
 



Q25 vs. Q26 
The next cross-analysis is going to be a really important 
one. We will now look for a difference between the 
samples rating of their friendliness versus the samples 
rating of another player’s friendliness. 
 
First, we will look at the results of Q25 from TDEQ. The 
question asked “How would you rate the average 
friendliness of other players?” participants were given a 
10-point Likert scale where 1 meant very unfriendly and 
10 meant very friendly. The results are shown on Chart 
2.18A. 
 

 

Chart 2.18A: Total sample (N=1097) response to Q25 from TDEQ. 
“How would you rate the average friendliness of other players?” 

The statistics show that the mean rating of the average 
friendliness of other players sits at (s=4.85) with a 
standard deviation of 1.70.  

We will compare these results with those of Q26 from 
TDEQ. The question asked “How would you rate your 
friendliness to other players?” participants were given a 
10-point Likert scale where 1 meant very unfriendly and 
10 meant very friendly. The results are shown on Chart 
2.18B

 

Chart 2.18B: Total sample (N=1097) response to Q26 from TDEQ. 
“How would you rate your friendliness to other players?” 

The mean rating of how players rated their friendliness 
to other Dota 2 players sits at (s=6.84) with a standard 
deviation of 1.78. These results lead me to a potential 
hypothesis. 

“There is a trust issue within the Dota 2 community.” 

As profound as that hypothesis may seem, the statistics 
from this comparison at least address the trend. We can 
look at questions similar to Q25 & Q26 to understand 
more. 

Q30 and Q31 
To test the previously stated hypothesis, we are now 
going to look for a difference between the samples rating 
of the frequency that they experience trolling, flaming, 
griefing or racism versus the frequency in which they 
engage in trolling, flaming, griefing or racism. 
 
First, we will look at the results of Q30 from TDEQ. 
(2.16B, P.45) This chart told us that the average rating 
fell at (s=6.61) for how often players experience (trolling, 
flaming, griefing, racism) in a game of Dota 2. 
.  
Next, we will study the results of Q31 from TDEQ. This 
question asked participants “On average, how often do 
you engage in (trolling, flaming, griefing, racism) in a 
game of Dota 2?” Chart 2.19 shows the results of this 
analysis: 
 

 

Chart 2.19: Total sample (N=1097) response to Q31 from TDEQ. 
“On average, how often do you engage in (trolling, flaming, 
griefing, racism) in a game of Dota 2?” 

The statistics show that the mean rating of how players 
rated themselves sits at (s=3.27) with a standard 
deviation of 2.41. Therefore, the comparison between 
Q30 and Q31 shows the difference between average 
responses is over 3 points! This finding directly supports 
my hypothesis and shows that the total sample believes 
that the Dota 2 community as a whole typically engages 
in more disrespectful behavior then they do. 

Q29 and Q30 
The next cross-analysis is going to focus on one of the 
most important questions regarding to the subject of this 
article, Q29. This question asked the participants: “On 
average, how would you rate the communication 
between team-mates in a game of Dota 2?” We will 
compare these results with Q30 to understand the effect 
that trolling, flaming, griefing and racism have on the 
communication rating. 
 



First we are going to look at the results of Q29 which can 
be found on Chart 2.20A.  
 

 

Chart 2.20A: Total sample (N=1095) response to Q29 from TDEQ. 
“On average, how would you rate communication between team-
mates in a game of Dota 2?” 

The statistics show that the mean rating of how players 
rated the communication between team-mates in a 
game of Dota 2 sits at (s=4.21) with a standard deviation 
of 1.88. Notice that less than 2 percent of the sample set 
their rating at 9 or 10. 

Now, let’s look back at the results of Q30 (Chart 2.16B, 
P.45) which told us how often our sample experiences 
trolling, flaming, griefing or racism in a game of Dota 2. 
The results showed an average response of (s=6.61).  

We now want to know if the high average rating of 
experience dealing with trolling, flaming, griefing and 
racism may be responsible for the low average 
communication rating. 

To test this, we are going to run the same cross-analysis 
used on Chart 2.16C (P.46). To do this, let’s cross 
analyze the results of Q18 and Q29, with NS being the 
conditional variable. What we expect is a much lower 
response from sample NS on the Q29 scale, compared 
to sample S. The results of this cross-analysis are found 
on Chart 2.20B.  

 

Chart 2.20B: Sample S (N=687) and Sample NS (N=410) response 
to Q29 from TDEQ. “On average, how would you rate 
communication between team-mates in a game of Dota 2?”  

The results show that sample NS generally rate in-game 
communication to be lower than sample S. The 

difference actually peaks around the mean response 
(s=6.61) which shows the negative correlation between 
both conditions with the dependent variable.  
 
Therefore, it can be inferred that lower player 
satisfaction can be attributed to low in-game 
communication and high frequency of experience with 
disrespectful behavior (Chart 6.16C, P.46).  
 
Q29 and Q22 
We are now going to see if online-communication is a 
variable behind the low in-game communication rating 
from the total sample. To do this, we will use our two 
conditional samples addressed earlier in this study. 
These two sub-samples incorporate the following 
conditions: 
 
CO: (N=245) Communicate often with other community 
members and usually play Dota 2 with friends. 
DO: (N=145) Do not communicate often with other 
community members and usually play Dota 2 without 
friends. 
 
We will cross-analyze these conditional samples with 
Q29 from TDEQ.  
 
The results of this cross-analysis are shown below on 
chart 2.21 

 

Chart 2.20B: Sample CO (N=245) vs. Sample DO (N=145) response 
to Q29 from TDEQ. “On average, how would you rate 
communication between team-mates in a game of Dota 2” 

Sample DO rates in-game communication to be much 
lower than sample CO. Notice that over 58% of sample 
DO rated communication below the mean (s=4.21), and 
that 52% of sample CO rated communication below the 
mean. More importantly, the majority of ratings above 
the mid-point (5) are from sample CO. 2.47% of sample 
CO even rated in-game communication to be excellent. 

There’s no doubt that the difference is small, but the 
results do hint towards the potential implication that 
those who communicate often with the community tend 
to rate in-game communication as less of an issue. 

 
 
 



Q26 vs. Q30/Q31 
Our final study within this article is going to attempt to 
answer these questions: 
 
1) Might a players self-rated friendliness rating be lower 
because of their high frequency of experiences with 
trolling, flaming, griefing or racism? 
 
2) Do players with a low self-rated friendliness rating 
have a higher frequency engaging in trolling, flaming, 
griefing or racism? 
 
Let’s begin by looking at the total sample’s average 
response to the following three questions from TDEQ: 
  
Q26: Mean self-friendliness rating: (s=6.74) 
Q30: Mean experience with trolling, flaming, griefing or 
racism: (s=6.61) 
Q31: Mean experience with engaging in trolling, flaming, 
griefing or racism: (s=3.27) 
 
We can are going to two results from our cross-analysis. 
 
 One, we can expect that those who listed themselves 
with a lower self-friendliness rating also listed 
themselves with a high experience rating of dealing with 
trolling, flaming, griefing or racism.  
 
Two, we can expect that participants who listed 
themselves with a lower self-friendliness rating also 
listed themselves with a high experience rating of 
engaging in trolling, flaming, griefing or racism. 
 
To test the first hypothesis, we will compare the results 
of Q26 and Q30. The conditional sample (N=621) 
includes participants who rated their frequency of 
experiences with disrespectful behavior above the mean 
(7,8,9,10). Chart 2.21A shows the results. 

 

Chart 2.21A: A comparison between the conditional “trolled” 
sample (N=621) with the total sample (N=1098) when analyzing 
self-rated friendliness. 

Notice how the conditional sample ranks higher all below 
the mean (6.74) of the 1-10 self-friendliness rating? This 
raises a trend that those who experience the most 
disrespectful behavior are the less likely to be friendly to 
other players. 

Next we are going to run the same study except change 
the conditional sample. The conditional sample (N=377) 
includes participants who rated their frequency of 
engaging in disrespectful behavior above the mean 
(4,5,6,7,8,9,10). Chart 2.21B shows the results. 

 

Chart 2.21B: A comparison between the conditional “trolled” 
sample (N=377) with the total sample (N=1098) when analyzing 
self-rated friendliness. 

Again, notice how the conditional sample rated higher all 
below the mean (s=6.74) of the 1-10 self-friendliness 
scale? This shows that the more experience participants 
have with engaging in trolling, the less friendly they rate 
themselves.  

This study addresses an important trend. Players who 
experience more disrespectful behavior in-game are 
likely to be less friendly to other players. Players who 
engage in disrespectful behavior are less likely to be 
friendly to other players. Therefore, there’s a potential 
hypothesis that a player that’s exposed to disrespectful 
behavior may, in turn, exercise this behavior in-game. 

Results 
The results of Part 2C addressed on some major trends 
within the Dota 2 community. We now have data that 
players who are satisfied experience less trolling 
behavior than those who are not satisfied. Furthermore, 
we now have reason to believe that lower player 
satisfaction can be attributed to low in-game 
communication and high frequency of experiencing 
disrespectful behavior in-game. 
 
We were also able to rule out the idea that the average 
amount of team mates you have on your team does not 
have an effect on your satisfaction with the Dota 2 
community or frequency of experiencing disrespectful 
behavior. 
 
One finding from this study suggested that those who 
communicate often (sample CO) typically have a higher 
win-rate, and rate in-game communication to be higher 
among team mates, than those who do not communicate 
often (sample DO). This finding supports the importance 
of communication in a game of Dota 2 and shows how 
participating more within the online community and 



playing friends has a positive effect on playing 
experience. 
 
We were also able to identify a potential hypothesis: 
“The Dota 2 community members do not trust other 
members and think more highly of themselves.” This 
hypothesis was derived from multiple instances where a 
player would rate themselves higher, and an average 
player lower, in different categories including friendliness 
and engagement in disrespectful behavior. 

Finally, we learned that players who experience trolling 
are likely to be less friendly to new players. Also, players 
who engage in trolling are less likely to be friendly to 
other players. This finding raised a potential hypothesis 
relating to a viral trend: “Engaging in disrespectful 
behavior, and experiencing disrespectful behavior, 
generates less friendly behavior from the Dota 2 
community.” 

Implications 
The implications from Section 2, Part 2C include: 
 
1. Participating in online communities and playing with 
friends may lead to a higher win-rate and better in-game 
experience.  
 
2. Behavior such as trolling, flaming, griefing and racism 
lead to player dissatisfaction with Dota 2. 
 
3. Being part of on an organized team does not have an 
effect on player satisfaction or frequency of experience 
with disrespectful behavior in-game. 
 
4. Player satisfaction is linked to in-game communication 
and frequency of experience with disrespectful behavior. 
 
5. The Dota 2 community members are less likely to 
trust other members over themselves in terms of 
friendliness and engagement in trolling experience. 
 
6. Engaging in disrespectful behavior, and experiencing 
disrespectful behavior, may generate a less friendly and 
more disrespectful player. 
 
Potential Errors within this study 
The potential problems with this study are listed as 
follows and must be addressed while discussing the 
implications. 
 
1. TDEQ was only distributed in English, carrying this 
study out at an international level may yield different 
results.  
 
2. Player response may have been influenced by a 
previous game.  
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Additional Studies 
For the sake of archival data, we are going to check how 
the sample CO win-rate compares to that of DO. The 
results are shown on Chart 2.20x: 

 

Chart 2.20x: Sample CO (N=245) vs. Sample DO response (N=145) 
to Q8 from TDEQ. “My win-rate is approximately:” 

The results show that sample CO usually ranks higher 
within the 50-75 percentile compared to DO. There’s 
only a small difference within the 60-65 percentile.  

These results show that sample CO generally has a 
higher win-rate and rates in-game communication to be 
higher among team mates than those in sample DO. 

Further Studies 
After this study, a similar study will be carried out to 
understand how player-created content like hero-guides 
have an effect on the community. For example, how 
useful does this sample find hero guides? Have they 
ever felt mislead by a hero guide? How might their 
experience contribute to this? These are just some of the 
questions that will be addressed in Section 2, Part 2D.  
 
Also, it would be interesting to conduct a cross-analysis 
between sample self-rated skill-ratings and how they 
compare to sample skill ratings of a random team mate. 
These findings are expected to support my hypothesis 
that players think more highly of themselves than others. 
This hypothesis will be further understood through the 
following sections. 
 
Furthermore, it would be interesting to look for cross-
regional trends between the implications found on this 
study. For example, perhaps one region (i.e. Europe) 
rates communication higher than another. I’m using 
Europe as an example because if you look back at 
section 1D, you will notice that 50% of our participants 
who play on Europe servers only play on Europe servers 
(P.13).  
 
Conclusion 
Part 2C addressed some important implications that 
were used to better understand the current state of the 
Dota 2 community. Through this research, we have 
identified and analyzed numerous variables that affect 
in-game player satisfaction. These variables include 
online communication, being part of an organized team, 
in-game communication, friendliness, community trust 
and disrespectful behavior including its viral trends.  
 
We have also identified four sub-samples which include 
S (Satisfied), NS (Not Satisfied), CO (Communicate 

Often), DO (Don’t Communicate Often) and AT (Average 
3-man Team). These sub-samples may be repeatedly 
used in the studies to come because their conditions are 
easily identified and may be related across many future 
subjects. 
 
In total, part 2C taught us a lot about the community and 
how they interact with each other. It has shed light on 
two potential hypotheses, and will be extraordinarily 
helpful in Section 5. Section 2, Part 2D will focus on 
user-made hero guides and how other social-media may 
or may not be beneficial for the Dota 2 online 
community. 
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Abstract 
Social networking is a way for Dota 2 community members to interact with each other through an online 
medium. Websites like Dota-Allstars.com (now Playdota.com) have given community members a way to 
express their ideas about DotA/Dota 2 and share them with the rest of the community. Some users have 
even constructed a fan-base through DotA-related videos, comics, blogs and more. The previous articles 
helped identify and compare some of the major DotA community websites. These included: Playdota.com, 
Joindota.com, GosuGamers.net, DotAlicious-gaming.com and the Dota 2 Sub-Reddit. This section in 
particular is going to focus less on statistics than the other articles within this journal. Part 2D will be more of 
a discussion on the current state of user-generated social-media for Dota 2. We are going to discuss how 
websites like Facebook, YouTube, PlayDota, DeviantArt and others are incorporated into Dota 2’s brand 
identity. We will also discuss hero-guides which have been an important way for players to express their 
unique strategies and share them among the community. At the same time, we will try to understand the 
effects of misleading hero guides and the effect they have on the community. Finally, we are going to 
discuss some case studies about specific Dota 2 community members. Part 2D will help to understand what 
forms of social-media have become prevalent methods of increasing the brand recognition of Dota 2 among 
newcomers and veterans alike. 
 

 



Introduction 
Section 2, Part 2A focused on understanding what 
websites in particular are most recognized and utilized 
by the Dota 2 community. Part 2B helped us understand 
how these websites interact with each other in terms of 
user interaction. Part 2C focused on over-all 
communication within the DotA community and raised 
important implications through the results of multiple 
questions from TDEQ. 
 
Part 2D is going to focus on the current state of Dota 2 
social-media as well as its history. We will also discuss 
how helpful players consider hero-guides to be and 
whether or not they’ve ever felt mislead by one. 

To do this, we are going to focus on two questions from 
TDEQ. These two questions include: 
 
Q19: Do you find community-submitted guides to be 
helpful? 
Q20: Have you ever felt mislead by a hero-guide.  
 
We will then cross-analyze the results with the following 
questions: 
 
Q2: I have played DotA/Dota 2 for approximately how 
many years? 
Q3: I have played the original DotA for Warcraft 3: 
(RoC/TFT) 
Q14 Do you find that product information mentioned in 
the community is helpful? 
Q15 Do you participate within the community to get a 
better understanding of Dota 2? 
 
To turn this into more of a case-study, we are going to 
focus on the work of multiple community members 
including TheBloodseeker, CyborgMatt and Wyk. Finally, 
we are going to study two recognizable Dota 2 social-
media distributors: DotA Cinema and WoDotA. We are 
going to discuss how these community icons and many 
others have influenced Dota 2’s progression into the 
public spot-light. 
 
Discussion 
Before we get into anything, let’s break down some 
important statistics early so we can at least understand 
how new and old users feel about user-made hero 
guides. The purpose of these guides is to give a means 
of sharing unique strategies among the community. 
Where some of them have been recognized as superb 
and helpful, others have been considered misleading.  
 
By cross-analyzing the results we can get a better 
understanding of what users have been misled by hero-
guides and the potential effect misleading information 
has had on the community. Some of the variables 
include experience and communication. We will analyze 
how participants who selected they joined communities 
to learn about Dota 2 rate the reliability of hero guides. 
 
To begin, lets us consider the popular sources of hero-
guides. Reliable and moderated sources include 

PlayDota.com, JoinDota.com, and DotaFire.com. What 
makes these websites reliable is that they are self-
moderated. This means that the community votes on the 
integrity of hero-guides and can basically flush bad 
guides to the bottom of the database.  
 
Let’s look at the results of Q19 from TDEQ. This 
question asked users to state whether they agreed or 
disagreed with the following statement: “Do you find 
community-submitted hero guides to be helpful?” 
 
The results are shown on Chart 2.22 below:

 

Chart 2.22: Total Sample response (N=1097) to Q19 from 
TDEQ: “Do you find community-submitted hero guides to 
be useful?” 

As the results show, there is a major agreement rating at 
78% (N=856) among the sample and a 22% (N=241) 
disagreement rating.  

Let’s now take a look at the results of Q20 from TDEQ. 
This question asked users the following question: “Have 
you ever felt mislead by a hero guide?” 

The results are shown on Chart 2.23 below: 

 

Chart 2.23: Total Sample response (N=1097) to Q20 from 
TDEQ: “Have you ever felt misled by a hero guide?” 

The results show a nearly balanced agreement rating. 
49.32% (N=541) of the sample disagreed with the 
statement and 50.68% (N=556) agreed with the 
statement.  

These results suggest that misleading hero guides may 
be an issue for the Dota 2 community.  



To understand the effects of misleading Dota 2 hero 
guides, let’s generate two conditional samples:: 

Sample GS: 442 (40%) 
Find community-submitted guides to be helpful 
Have never felt mislead by a hero guide. 

Sample GU: 129 (12%) 
 Do not find community-submitted guides helpful. 
 Have felt mislead by a hero guide. 

These two conditional samples tell us that the majority of 
the sample is satisfied with the current state of 
community-submitted hero guides. However, Sample 
GU shows us that there is still room for improvement 
within this category. To understand this further, we are 
going to run four cross-analyses to find out what portion 
of the total sample may fall into these two conditional 
samples. 

Q2/Q3 vs. Q19/20 
The first thing we are going to do is see how DotA 
experience may act as a variable behind hero guide 
misinterpretation.  
 
To do this, we will run a cross-analysis between Q2: “I 
have played DotA/Dota 2 for approximately how many 
years?” And Q19 “Do you find community-submitted 
guides to be helpful?” We will use conditional sample GS 
and GU as the independent variables.  
 
The results are shown on Chart 2.24A: 

 

Chart 2.24A: Sample GS (N=442) vs. Sample GU (N=129) 
response to Q2 from TDEQ: “I have played DotA/Dota 2 for 
approximately how many years?” 

The results are pretty much scattered. There are not any 
findings that we can implicate through these results. 
However, we are forgetting the sub samples we 
discussed in section 1D, veterans (V) and new players 
(N). We are now going to use two different conditions to 
see if the results vary. 

Sample GSV: Guide Satisfied Veterans (N=254) 

-Find community submitted guides to be helpful. 
-Have never felt mislead by a hero guide 
-Played the original DotA 
-Have the most experience with the original DotA.  
 

Sample GUO: Guide Unsatisfied Other Title (N=43) 
 
-Do not find community submitted guides to be helpful. 
-Have felt mislead by a hero guide. 
-Played the original DotA 
-Have the most experience playing a title besides DotA. 
 
The results of this cross-analysis are shown below on 
Chart 2.24B: 

 

Chart 2.24B: Sample GSV (N=254) vs. Sample GUO 
response (N=43) to Q2 from TDEQ: “I have played 
DotA/Dota 2 for approximately how many years?” 

The results show that those of them who have under a 
year of experience (come from another game) are 
generally the most unsatisfied with hero-guides within 
their conditional sample.  

In order to test the integrity of the previous study, we will 
use reverse conditions.  

Sample GUV: Guide Unsatisfied Veterans (N=74) 

-Do not find community submitted guides to be helpful. 
-Have felt mislead by a hero guide 
-Played the original DotA 
-Have the most experience with the original DotA.  
 
Sample GSO: Guide Satisfied Other Title (N=151) 
 
-Find community submitted guides to be helpful. 
-Have never felt mislead by a hero guide. 
-Played the original DotA 
-Have the most experience playing a title besides DotA. 

 

Chart 2.24C: Sample GUV (N=71) vs. Sample GSO 
response (N=151) to Q2 from TDEQ: “I have played 
DotA/Dota 2 for approximately how many years?” 



What these results show is interesting and verifies the 
integrity of the previous cross-analyses all together. 
Again, we can see a balance between Veteran and 
Other Title sample response.  

Just for reference, we are now going to compare the 
results of Sample’s GUV and GUO. The results are 
shown on Chart 2.24D below: 

 

Chart 2.24D: Sample GUV (N=74) vs. Sample GUO 
response to Q2 from TDEQ (N=45): “I have played 
DotA/Dota 2 for approximately how many years?” 

As the results show, the most experienced Veterans who 
are unsatisfied fall within 5-10 years of experience where 
GUO falls within 0-4 years 

With the expansion of Dota 2 into the public spot-light 
and the frequency of new (and possibly uneducated) 
hero-guides sprouting among the internet, it is possible 
that there may need to be more authority behind hero 
guides due to a small (~12%) dissatisfaction among the 
veteran and new community alike. We cannot trace any 
correlation between DotA experience and hero guide 
dissatisfaction. 

Q19/20 vs. Q14/15 
We are now going to look for another variable in hero-
guide dissatisfaction: Communication. Do those who 
participate more often in an online community have a 
better understanding of what makes a reliable hero 
guide? 
 
Let’s start by collecting our two conditional samples from 
Part 2C. Samples CO (Communicate often) and DO (Do 
not communicate often). The conditions for these 
samples are listed as follows: 
 
CO=288 (26%) 
-Communicate often with other Dota 2 community 
members. 
DO=803 (74%) 
-Do not communicate often with other Dota 2 community 
members. 

First, let’s see what portion of our two sub-samples find 
community-submitted guides to be unhelpful and 
misleading. We will cross-analyze these sub-samples 
with Q19. The results are shown on Chart 2.25A: 

 

Chart 2.25A: Cross Analysis between Q2 and Q16 from 
TDEQ using sample CO (N=288) and DO (N=803) as 
variables. 

These results show no difference between the two 
conditional variables. Now let’s run a cross-analysis with 
Q14 and Q16. Q14 from TDEQ asked participants “Do 
you find that product information mentioned in the 
community is helpful?” The results can be found on chart 
2.25B below:  
 

 

Chart 2.25B: Sample Info Helpful (N=938) vs. Sample Info 
Not Helpful response (N=152) to Q16 from TDEQ: “Do you 
find community-submitted hero guides to be helpful?” 

For the two conditional variables, Info Helpful (N=938) 
includes participants who find product information on 
websites helpful. Info Not Helpful (N=152) includes 
participants who do not find product information on 
websites helpful. As you can see, despite the sample 
size difference, those who find product information on 
websites helpful are more likely to find hero guides to be 
helpful than the opposite condition. 



This leads me to believe that the educational integrity of 
a web-site is parallel with its ability to provide reliable 
hero-guides. 

To verify this, let’s run the same cross-analysis with 
Q20, “Have you ever felt misled by a hero-guide?” Chart 
2.25C below shows the results: 

 

Chart 2.25C: Sample Info Helpful (N=938) vs. Sample Info 
Not Helpful response (N=152) to Q20 from TDEQ: “Have 
you ever felt misled by a hero-guide?” 

Despite the difference in sample size, those who find the 
product information on websites to be helpful have less 
of a chance of feeling misled by a hero-guide.  

This leads me to my next hypothesis: “The integrity of a 
web-site is parallel with its ability to teach a community.” 

Next, let’s do the same cross-analyses with Q15: “Do 
you participate within the community to get a better 
understanding of Dota 2?”  We will first cross-analyze 
two conditional samples with Q19. These results should 
let us know if those who visit the communities to 
understand Dota 2 find the hero guides to be more 
helpful. 
 
The conditional samples for the next two studies are 
listed as follows: 
 
PTU: Participate to Understand (N=690) 
NTU: Do not Participate to Understand (N=401) 
 
The cross-analysis with these two conditional samples 
and Q19 can be found on Chart 2.26A in the next 
column. 
 
Those who visit these community websites to learn and 
understand more about Dota 2 usually find the hero-
guides more helpful than those who go there, let’s say, 
to critique the guides. 

This leads me to believe that the integrity of a website 
with the intention of teaching a community is more likely 
to have a community that’s willing to learn and submit 
better hero-guides. 

 

Chart 2.25D: Sample PTU (N=690) vs. Sample NTU (N=401) 
response to Q19 from TDEQ: “Do you find community-
submitted hero guides to be helpful?” 

To verify the implication addressed in the last paragraph, 
let’s run the same cross-analysis with Q20, “Have you 
ever felt misled by a hero-guide?” Chart 2.25E below 
shows the results: 

 

Chart 2.25E: Sample PTU (N=690) vs. Sample NTU (N=401) 
response to Q20 from TDEQ: “Have you ever felt misled by 
a hero-guide?” 

The results show the smallest difference between 
sample PTU (N=690) and NTU (401). The results show 
that those who participate in these communities to 
understand more about Dota 2 are less likely to be 
misled by a hero-guide than those who do not participate 
in the communities to understand more about Dota 2.  

Remember that the difference in sample size for all of 
the previous studies is because we are only analyzing a 
sample associated with 12% of our total sample. We are 
simply looking for variables behind the 12% community 
dissatisfaction with hero-guides. 

 



Moving on… 
Now we are going to shift far away from statistics and 
discuss the topic explained in the introduction: Social-
media. Social-media has always played a huge role in 
Dota 2’s brand identity, about as much as Social 
Networking. The two really go hand in hand.  
 
Let’s look back at what was perhaps one of the greatest 
pieces of social-media for the expansion of DotA brand 
awareness. In 2006, singer, producer and DJ Jonas 
“Basshunter” Altberg released a track named DotA. The 
track became so popular that it reached the top charts in 
2006 in Finland, Norway, Sweden, Denmark and the 
U.S. (see chart below) 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
The song was a hit which content-wise, spoke directly to 
the DotA community.  DotA became hot, the acronym 
clicked, people danced to it, DJ’s remixed it and the 
brand identity, image and recognition of DotA was 
enhanced to levels many indie developers could only 
dream of. Basshunter set the standard for DotA social- 
media very high.  
 
Next, we are going to discuss the different platforms that 
Dota 2 social-media is found on and how it is distributed 
through them. We will list some of these websites and 
give each a brief description. 
 
1) PlayDota.com- The official DotA website that hosts 
digital content including video’s, artwork, comics and 
more. The community may vote on uploaded material 
and submit their own. 
2) Youtube.com- Perhaps the most well-known video 
streaming website. Numerous DotA-related video 
producers use Youtube for distribution. These include 
DotaCinema, WoDota and many more. 
3) Reddit.com- Defined earlier as perhaps the most 
accessible and user-friendly DotA website. Users can 
submit media and vote on uploaded content. 
4) DeviantArt.com- A portal for hosting amazing artwork 
created by DotA fans. This artwork is usually of 
extremely high quality and is distributed often by 
moderators to the public. 
5) Facebook.com- Numerous DotA-related fan pages 
have been started through Facebook and their fan-base 
is always increasing. Facebook’s an easy portal to share 
content with a massive audience. 
 
 

Case Study: TheBloodseeker 
Next we are going to form a case-study based on the 
community involvement of one member in particular: 
TheBloodseeker. TBS represents your veteran Dota 2 
social-media content developer. His work is funny, 
classic and original.  
 
We will look at some of TheBloodseeker’s work and 
discuss why it helps the community, why it might not 
help the community and what makes his brand so 
unique.  
 
TheBloodseeker is most well-known for his “Rage 
Comics” portfolio. These comics portray different in-
game scenarios that make most players want to break 
their keyboards. The following comic is one of his most 
popular creations. The comic itself generated a meme of 
its own. Let’s discuss two affects TBS’s “Rage Comics” 
might have on a new Dota 2 community member. 
 
First: They let the Dota 2 community know that they are 
not the only ones who experience this sort of situation.  
 
Second: They help new players understand what not to 
do in a game of Dota 2. 
  
 

.  
 

Basshunter (LOL) Chart (2006) 
Peak 

position 

Finland Albums Top 40 4
[1]

 

Norway Albums Top 40 19
[2]

 

Sweden Albums Top 60 5
[3]

 

Denmark Albums Top 40 3
[4]

 

U.S. Billboard Dance/Electronic Albums 24
[5]
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http://en.wikipedia.org/wiki/LOL_(%5E%5E,)#cite_note-1
http://en.wikipedia.org/wiki/LOL_(%5E%5E,)#cite_note-2
http://en.wikipedia.org/wiki/LOL_(%5E%5E,)#cite_note-3
http://en.wikipedia.org/wiki/LOL_(%5E%5E,)#cite_note-4


How do your rage comics relate to 
your thoughts or feelings about the 
DotA community? 

The DotA Community has two faces. 
Once face is the avid learner getting 
excited by trying new things and asking 
for help. The other is a grumpy old 
man; mad at the world for being 
mediocre and slapping kids for being 
puerile. 

The DotA community is the most sour 
and distrusting community I’ve ever 
experienced, willing to insult you the 
minute you do something wrong, and 
yet I love it.  

Apparently a game where you win 
based on the chance your team is not 
completely incompetent is a hard game 
to win 

My rages have nothing in reflection to 
the DotA community. They are based 
on real events within a DotA game, 
none are actually made up. In fact, if 
you read all the comments, you will 
find some are replies from players in 
those games getting mad i drew a 
comic about them 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Thus far, TBS’s “Rage Comics” portfolio has over 65,000 
hits on his PlayDota.com thread alone. The most 
important thing about TBS’s work is that it’s not only 
hilarious, but it’s educational for the new Dota 2 
community. 
 
Another way TheBloodseeker interacts with his audience 
is through his YouTube page. As of now, he’s generated 
an audience on 91 subscribers with 32,059 video hits 
total. Unlike his rage portfolio, his YouTube is not 
specifically geared towards DotA. However, it still utilizes 
the Dota 2-related brand he has associated with his 
work. 

Case Study: CyborgMatt 
Next, we are going to discuss another popular 
community icon named CyborgMatt. 
 
CyborgMatt has generated an audience solely on his 
ability to break down every Dota 2 update to the roots. 
His blog has become the reliable source to understand 
what new content has been incorporated into each Dota 
2 patch. 

For example, he may post a list of unreleased 
cosmetics, hero portraits, hero quotes, hints towards 
future content and more. The most important aspect of 
his blog is that it is trusted. It’s organized without the 
bells and whistles, and shows visitors exactly what they 
expect.  

Cyborgmatt has also constructed numerous user-friendly 
guides to help community members create their own 
Dota 2 social-media. He released one guide to teach 
others how to view and manipulate the Dota 2 hero 
models through Alien Swarm SDK. He has also released 
a guide on how to upload Dota 2 hero-models into 
Source Film-Maker. This encourages creativity and 
social-media output of the Dota 2 community 

CyborgMatt’s growth as an independent blog developer 
into one of the most trusted names in the DotA 
community is what makes his work so remarkable. Like 
TheBloodseeker, he has built his brand around a specific 
Dota 2 icon (Furion) which easily associates his work 
with Dota 2. 

 

CyborgMatt’s content helps the Dota 2 community stay 
up-to-date with the latest content released by Valve. He 
has also created a set of guides to encourage the 
development of new Dota 2 social-media. His blog is a 
trusted source that fits directly with the Dota 2 brand- it’s 
cool, simple, and original with an edge. These are the 
potential elements that make Dota 2 social-media so 
successful.  

Like TheBloodseeker, CyborgMatt represents the typical 
DotA player. 

 
 

Community Spotlight 

TheBloodseeker 

http://www.playdota.com/forums/showthread.php?t=26035


Case Study: Wyk 
Now that we know a lot about how community members 
get involved with Dota 2 social-media, let’s discuss who 
spreads it to the greater Dota 2 community: The leaders. 
 
Using Wyk as an example, we will discuss how he uses 
Facebook to share beautiful fan-made content with the 
rest of the community. Wyk’s Facebook fan-page 
includes plenty of his original artwork. Whenever a new 
hero is released, he posts a uniform portrait for his fans 
to download. Here’s his most recent portrait for Templar 
Assassin: 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
There are dozens more of these images uploaded by 
Wyk which include not only hero portraits, but item 
portraits as well. His ability to generate brand interest 
and awareness through these windows is what makes 
his methods so prevalent. Wyk also distributes high-
quality fan-made content through his Facebook page: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Wyk is a trusted leader who has a deep history with the 
DotA/Dota 2 community. He relates to the veteran 
community while consistently attracting new players 
through his online distribution of Dota 2 social-media.  
 
Wyk’s brand stays consistent with the previous 
examples. It’s cool, simple, and original with an edge. 
Most importantly, it’s reliable. Outside of Facebook, he 
also has a personal blog where users can find his insight 
on Dota 2 updates as well as popular Dota 2 news 
stories. He also has a YouTube channel that shares the 
same characteristics. 

Case Study: WoDotA 

 
 
WoDotA caters to the classic DotA community. It’s 
extremely popular for many reasons and represents the 
powerful brand image that DotA has built for itself.  
 
What WoDotA offers is an international showcase of 
weekly user-submitted content. The content may include 
‘best plays’ or ‘funniest moments’. There’s a top-10 
biggest plays video every week which shows the website 
has been dedicated to its craft for a long time. 
 
One of the other things that make WoDotA so appealing 
is that it caters to an international audience. The videos 
it displays may come from a US, European or Chinese 
player. It embraces every culture which is another 
important aspect of the DotA brand. WoDotA has 
recently extended its brand to Dota 2, which should bring 
in a whole new group of viewers. 
 
 

Case Study: DotACinema 

 
Contrary to WoDotA, DotACinema caters towards the 
Dota 2 community as a whole. It distributes content 
through many windows including DotaCinema.com, 
Facebook, YouTube and PlayDota.com.  
 
The website itself hosts user-generated content like 
funny videos or epic moments. DotACinema also creates 
its own Dota 2 social-media. These productions may 
include short and concise hero guides, Dota 2 cosmetic 
showcases and much more.  
 
As discussed in the first part of this article, hero guide 
reliability seems to be an issue. What DotACinema does 
is it boils the hero-guide complexities down to the basics 
and offers the community a very simple Dota 2 hero 
guide in video format.  
 
Like the other examples, DotACinema carries the same 
brand image shared by the most successful Dota 2 
social-media producers. It’s DotA-related, cool, simple 
and original. DotACinema connects with new and 
veteran players alike and encourages creativity 
throughout the greater Dota 2 community. 
 
These two websites help generate social-media and 
bring brand awareness to the greater gaming 
community.  
 
 
 



Results 
Section 2, Part 2D discussed the importance of hero-
guide reliability and how Dota 2 social-media affects the 
community. For hero guides, we came to the conclusion 
that with the expansion of Dota 2 into the public spot-
light and the frequency of new players joining the Dota 2 
community every day, it is possible that there may need 
to be more authority behind hero guide distribution due 
to small (~ 12%) dissatisfaction among the veteran and 
new community alike. 
 
We also noted that websites like DotACinema.com host 
reliable hero-guides in a concise and helpful manner 
without giving out too much information.  
 
Furthermore, we learned that players who visit DotA 
community websites to learn or to understand more 
about Dota 2 are usually more satisfied with hero guides.  

The results of the statistics shed light on a new 
hypothesis: The integrity of a website with the intention 
of teaching a community is more likely to have a 
community that’s willing to learn and submit better 
content. This hypothesis challenges websites with non-
moderated content, which could be considered 
misleading. 

Finally, we discussed the work of Dota 2 social-media 
producers and how it affects the greater Dota 2 
community. The case studies within this article include: 
TheBloodseeker, CyborgMatt, Wyk, WoDotA and 
DotACinema.  

Implications 
There are quite a few implications that can be derived 
from this article which are listed as follows: 
 
1. There’s a ~12% sample dissatisfaction with the 
current state of hero-guides. 
2. Those who visit DotA community websites for the 
sake of understanding more about Dota 2 are more likely 
to be satisfied with hero guides than those who do not. 
3. The integrity of a community website with the intention 
of teaching its members is likely to have a community 
that’s willing to learn and submit better content. 
4. The integrity of a web-site is parallel with its ability to 
teach a community. 
5. Successful DotA social-media producers share some 
important qualities: They connect with the DotA brand in 
a cool, simple, original, universally appealing and edgy 
manner. 
 
Issues or Errors within this study 
 
1. There was no question in The Dota Experiment 
Community Analysis that addressed the frequency of 
DotA experience over the years of plotted experience. 
For example, some players who put 5 years may have 
accumulated over 2,000 hours of DotA play-time, while 
another may have accumulated only 200 hours.  
 

2. TDEQ was only distributed in English, carrying this 
study out at an international level may yield different 
results.  
 
Future Studies 
This study was carried out during the closed-beta phase 
for Dota 2. This means that the continued saturation of 
new players within the community has not even begun. 
Therefore, this study will be carried out again once Dota 
2 reaches open/public access. A future analysis will help 
to understand how the much wider ‘new’ community 
feels about the integrity of educational social-media. 
 
In addition, it would be great to track the hits recorded by 
websites like CyborgMatt’s blog, DotACinema, and 
PlayDota.com once Dota 2 reaches public access. 
 
Conclusion 
In conclusion, Part 1D helped us to understand how the 
sample studied throughout this journal perceives 
educational social-media like hero-guides. We discussed 
how community members with a willingness to learn 
generally feel less misled by hero guides and find them 
more useful. We considered that this may be attributed 
to their experience in understanding the do’s and don’ts 
of Dota 2, meaning they will know a good guide when 
they see one. We found out that ~12% of our sample is 
unsatisfied with the current state of hero-guide 
moderation. Though the margin is small, there is at least 
room for improvement. 
 
Furthermore, we discussed how the integrity and 
moderation of a DotA community website can foster a 
community with a willingness to learn. In other words, a 
website that is well moderate usually grants a more 
satisfied community than a website with unreliable, un-
moderated content. Though this may seem obvious, it 
may be a reason behind the small margin of participants 
within the sample who are totally dissatisfied with the 
hero-guide system.  
 
We addressed five case studies analyzing different 
contributors of DotA social-media. We first analyzed the 
work of TheBloodseeker, CyborgMatt and Wyk. We then 
discussed how websites like WoDota.com and 
DotACinema.com get the community involved in the 
Dota 2 brand. We came to the conclusion that 
successful Dota 2 social-media producers share some 
important qualities: They connect with the DotA brand in 
a cool, simple, original, universally appealing and edgy 
manner. 
 
Some important things that were not mentioned in this 
article include the user Kunkka’s artwork. He has 
contributed so much beautiful art over the years that a 
hero was named after him. Also, Valve’s digital comic 
“Are We Heroes Yet?: Tales From the Secret Shop” and 
the Dota 2 trailer were great ways to introduce the 
community to a brave new DotA world. 
 
 
 



 


