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Lampiran 3 Hasil Olah Data SMART PLS 3
1.  Model Struktural

Hv2

HV3Z

— =1
HV 1 ]
Hedonic Valua,
Pi1
uv1
Fﬁ_‘__"__q P2
4+
uvz H/__, 3
uv3 Purchase
Utilitarian Intentior
Value L1
L2
EVi h‘_ﬁ‘ [k
EV2 F
EV3
Economic
Value
2.  Convergent Validity
.
Outer Loadings
Economic Value Hedonic Value Loyalty Purchase Intention Satisfaction |Utilitarian Value
EVl 0.755
EV2
EV3
Hv2 0.86.
HV3 0.683
L1
2
L3
PI1
PI2
PI3
51
52
53
uvi
uva
uv3
HV1
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3. Cronbach’s Alpha, Composite Reliability dan Average Variance Extracted

Construct Reliability and Validity
] Matrix |i{i Cronbach's Alpha |{i% rho_A |iif CompositeReliability i Average Variance Extracted (AVE)
Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted (AVE)
éEconomic Value 0.730 0.742 0.848 0.651
Hedonic Value 0.653 0.678 0.812 0.593
Loyalty 0.813 0.814 0.889 0.728
Purchase Intention 0.842 0.853 0.908 0.767
Satisfaction 0.800 0.801 0.883 0.715
Utilitarian Value 0.797 0.802 0.881 0.711

4.  Crossing loading.

Economic | Hedonic Purchase ] - Utilitarian
Value Value Laryalty Intention o T Value
EV1 0.755 0.283 0.343 0214 0272 0427
EV2 0.871 0.396 0.426 0.364 0.345 0485
EV3 0.780 0.3 0.306 0.385 0.427 0.468
HV1 0.382 0.754 0.395 0.336 0.42 0.27
HV2 0.307 0.863 0.38 0.343 0588 0.281
HV3 0.257 0.683 0.208 0254 0.488 0.195
L1 0417 0.342 0.819 040 0.392 0275
L2 0322 0425 0.877 0429 0.432 0.17
L3 0.402 0.339 0.863 0472 0.357 0286
P11 0.406 0337 049 0.887 0.366 0.267
P12 0314 0.379 0417 0.902 0.379 0.267
P13 0338 0376 0426 0.836 0.3 0272
5.  R-Square Adjusted
R Square
| Matrix |13t RSquare |[2f RSquare Adjusted \ 4 Copy to Clipboard: | Excel Format R Format
RSquare R Square Adjusted
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6.

7.

Model Konstruk
Hv2
“pa nEEg
Hy3 49.274— 51
& 13811 : 26 nan ¥
HY 1 FT.EYRe 52
Hedonic Valu
+ 53
2104
Pt
v 2a zea
35 476 :’;4‘;‘:" Pi2
Uyz  #73R49— ' —
430335 5
uv3 Purchase
4.607 .
Utilitarian Yy Intentior
Wal Ll
% 31 nrat 4
RIS i FI|
-‘
Vi |F N
17 A%A Loyalty
EWz2 I(-'-!‘i.?%‘!—
16.644
EW3 l
Economic
Value
Path Coefficient
Path Coefficients
|] Mean, STDEV, T-Values, P-Values | |2 Confidence Intervals i || Confidence Intervals Bias Corrected | || Samp
Original Sam... Sample Mea... ! Standard De.. T Statistics (... P Values
Economic Val... 0.282 0.288 0.082 3.450 0.001
Economic Val... 0.165 0.165 0.078 2.112 0.035
Hedonic Valu... 0.170 0.165 0.096 1.771 0.077
Hedonic Valu... 0.560 0.554 0.072 7.761 0.000
Loyalty -> P... 0.413 0410 0.092 4.467 0.000
Satisfaction -... 0.231 0.237 0.115 2.015 0.044
Satisfaction -... 0.209 0.209 0.099 2.107 0.036
Utilitarian Val... -0.012 -0.000 0.093 0.130 0.897
Utilitarian Val... 0.073 0.078 0.087 0.843 0.400
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Abstract

Mobile games had domimated the games market in the last decade; meanwhile,
mobile games become one of the most popular leisure activity to modern people.
People can use their mohile phones or tablets to enjoy the fascinated and absorbed
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value, satisfaction, loyalty, and purchase mtention. The results of this study state
that perceived values are key determinants of users’ loyalty, satisfaction, and
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1. Introduction

In the rapid-varying environment, mobile technology has profoundly influenced our
daily life, empowening people to accomplish everything by their mobile phones.
The use of mobile phones has increased rapidly in the world, oniginated from the
characteristics of mohbility and connectedness. The mobile phone penetration is a
widespread presence in Asia, Europe, and North America and the average
percentage of the population owning a mobile phone exceed 60% (Mak etal., 2014).
Global game markets are also changed under this wave of revolution. Due to the
pervasiveness of mobile phones and tablets, abundant and varnous applications
(APPs) were developed and encouraged to support and entertain personally daily
activities.

According to the survey from the Market Intelligence Center (MIC) center in 2016,
games and communication are the most frequently downloaded APPs in Taiwan.
Mobile games have been prevailing over the last decade and becoming a most
popular leisure activity.

As reported by a game consulting company, Newzoo, the market share of mobile
games has already outstripped the console games and PC games. The profits of
mobile games will reach $46.1 billion in 2017, which claimed 42% of the whole
games market. In 2020, mobile games are expected to overtake 30% of the total
games market.

The previous studies for mobile games have investigated the determinants of growth
and decline of mobile games (Yi et al., 2019), the types of smartphone use and
dependence (Bae, 2017), the comstruction of 2 mobile game app to prevent
cyberbullying (Singh et al.. 2017) and the game platform (support mobile phones,
tablets, and computer) for video content annotation using a collaborative approach
(Viana and Pinto, 2017). Furthermore, Park et al. (2014) explored the motivations
of user acceptance of mobile sccial network games. Even though Hsiao and Chen
(2016) explored the factors drive in-apps purchase intention for mobile games, but
they did not consider the satisfaction and utilitarian value. Consequently, little is
known about how the relationship between hedomic value, utilitarian value,
economic value and the purchase intention of the mobile game user. Hence, this
tesearch tres to address the research question.

To response the research question, this study proposes a research framework and
hypotheses by drawing upon the perceived value perspective ind the literature of
satisfaction, loyalty, as well as purchase intention. This research verifies the
hypotheses against data collected from 531 mobile game users, via an online survey.
In subsequent sections, this study will first present the theoretical background,
research hypotheses, and research framework in section 2. Section 3 will depict the
research methodology and the data analysis and results are summarized in section
4. Finally, the conclusion will be organized in section 3.
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2. Theory and Hypotheses

2.1  Perceived Value (Hedonic, Utilitarian, and Economic) and Satisfaction
Percerved value is an important concept for understanding customers” whole
evaluation for specific product or service resulted from their perception (Zeithaml,
1988). According to prior studies, the comcept of perceived value has been
recogmized as one of the most essential notions for realizing customer thought (Ha
and Jang, 2010; Jensen, 1996). Furthermore, perceived value is considered a
multidimensional factor (Ha and Jang, 2010). In this study. the perceived value is
divided into three dimensions, which are hedomic value, utilitanan value, and
economic value (Ray et al , 2012; Ha and Jang, 2010; Park, 2004).

Hedonic value means the hedonic folfillment, which concems with the customer’s
detailed appraizal of experiencing profit and loss, like ammusement and escapism
(Orverby and Lee, 2006). The hedonic dimension 1s recognized as a perception.
which is about the peculiarity, signified meaning, and emotional incitement (Ha and
Jang. 2010; Spangenberg et al, 1997). Moreover, the utlitanan dimension is
correlated to efficient, goal-onented, and task-specific perspectives of the product
or service (Ha and Jang, 2010). Further, utilitaman value is characterized as a
comprehensive evaluation of fimetional satisfaction and disappointment (Owverby
and Lee, 2006). Furthermore, the economic value is emphasized the perceived
candor of the value of products (or services) for the level of quality and the intricacy
of features provided (Ray et al., 2012; Vethoef, 2003). When people’s calculation
economic value (such as low price, good quality, and better benefits) of this product
(or service) are better than the other competitors, they will choose the original one
(Ray etal . 2012).

Satisfaction signifies a customer’ pleasurable level of gratification and fulfillment
mto a supplier and its offenngs (Oliver, 1997). Based on the pmor research,
safisfaction judgments should have consisted of both affective and cognitive
elements (Jones et al., 2006). The two-appraisal model of satisfaction evaluation
emphasized that the responses arose from the assessment of the outcomes of the
usage of products or services, followed by cogmitive and affective assimilation as
well as related processes and then lead to satisfaction (Jones et al., 2006, Oliver,
1989). Consequently, it is reasonable to infer that the perception of the value of the
mobile game should be eritical elements of the utilitanan and hedonic appraisals on
satisfaction. Therefore, this research poses the following hypotheses:

H1: Hedonic value is positively related to satisfaction.

H2: Utilitanian value 15 positively related to satisfaction.
H3: Economic value is positively related to satisfaction.
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2.2 Perceived Value (Hedonic, Utilitarian, and Economic) and Lovalty
Oliver (1999) suggested that loyalty was customers’ profoundly commitment to
take part in an affirmative behavior for some specific favonite products (or services)
i the future; therefore, the repetitive purchasing behavior happens. Loyalty is
described as the positive athitude of customers toward specific product or service,
and they will repurchase repeatedly (Dick and Basu, 1994). Furthermore, loyvalty
means an intensely held promise to a specific product o1 services (Jones et al., 2006;
Oliver, 1999). A prior study also indicated the hedonic and utilitarian values were
positively influenced loyalty (Jones et al., 2008).

An individual will develop positive attitudes and thoughts toward the experiences
which offer psychological and physical fulfillment (Chuang et al., 2016; Jones et
al., 2006; Katz, 1960). For example, the people who feel a pleasant experience n
the mobile game will dedicate much time, effort, and commitment to it. Thus, this
study proposes the following hypotheses:

H4: Hedonic value is positively related to loyalty.
H3: Utilitanian value 15 positively related to loyalty.
Hé: Economic value is positively related to loyalty.

2.3 Satisfaction, Loyalty and Purchase Intention

Satisfaction has been venified and viewed as an essential tigger of loyalty (Wu and
Liang, 2011) and purchase intention (Ha and Jang, 2010). Pror studies indicated
that satisfaction had a positive effect on lovalty (Jones et al., 2006) and behavioral
mtention (Ha and Jang, 2010; Jones et al., 2006). If an individual has a positive
fesling with a specific product or service, their satisfaction will contribute to
continuons lovalty and purchase intention. In the same vein, when the player is
satisfied with this game, he or she will have positive affection on this game and then
the loyalty and purchase mtention is formed; therefore, the gamer has a high
probability to retain in this game. In contrast, if this game is not gratified to players’
needs, they are very likely switching or deleting the game (Sirakaya-Tuk et al.,
2013).

Additionally, prior research suggested that satisfaction had a positive impact on
lovalty and confinnance intention (Sirakaya-Turk et al.. 2013; Saba, 2012; Jones et

al., 2006). Given this background, this study proposed:

H7: Satisfaction 15 positively related to loyalty.
HE: Satisfaction is positively related to continuance intention.

2.4 Loyalty and Purchase Intention

In marketing literature, purchase intention is usually regarded to be better captured
by customers' loyalty to repurchase a preferred product or service persistently (Lu
et al., 2015; Oliver, 1999). Dick and Basu (1994) also suggested that loyalty 1s a
relative attitude toward an entity (brand or service or store or vendor) and patronage
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behavior.

In the online context, Sohn and Lee (2005) suggested that loyalty was an important
predecessor of customers” mtention to revisit a website. Also, Chuang et al. (2016)
mdicated that consumer” loyalty 1s high, the possibility of re-purchasing the product
or service will also be high. Customers who have high preferences and affective
attachments to a particular online shopping website can be regarded as high loyalty
to the vendor. Simalarly, if the gamer has a mental attachment to a specific mobile
game, they can be seen as high purchase intention in this game. Thus, this study
proposed:

H9: Loyalty is positively related to purchase intention.

3. Research Design and Methodology

31  Respondents and procedure

A purposive sampling method to conduct an onlme survey is adopted in this
research, and the targeted objects are the people who have mobile game experiences.
A total of 531 valid questionnaires was received from the associated PTT Bulletin
Board System Forum (the biggest cnline forum in Taiwan) and Bahamut (the
biggest online game forum in Chinese world). The research framework of this study
15 depicted n Figure 1.

Perceived Value

ﬁﬂ;r =
/

% _a
=E FE

Figure 1: The Research model
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3.1 Measurements

The Measurements for all the factors in this research framework were developed
and suggested in the antecedent research and these items were modified to conform
to the context of this research. All items used a seven-point Likert-scale ranging
from 1 to 7 (“strongly disagree” to “strongly agree.”), which is showed in Table 1
and the respondent charactenstics can be found in Table 2.

Tahble 1: Factors and measurements used in the research framework

Factor Source
Hedonic Value Zhouetal., (2012)
HV1 While plaving this mobile game, I enjoyed being immersed in - | Griffin et al., (2000)
the environment
HV2 While playing this mobile game, T feel that it is exciting
HV3 While plaving this mobile game, ] had a feeling of adventure
Utilitarian Value Zhou etal., (2012)
Vi While playing this mobile game, I finished just the tasks I
initially intended to
uv2 I could do what I really needed to do in this mobile game
U3 I accomplizhed just what I inifially wanted to in this mobile game
Economic Value Ray etal., (2012)
EV1 This mobile game is reasonably priced.
EV2 This mobile game offers value for money.
EV3 This mobile game is a good service for the price.
Satisfaction Zhouetal , (2012)
SAl I feel pleased in this mobile game
SA2 I feel contented in this mobile game
SA3 I feel delighted in this mobile game
Lovaly Ray etal., 2012
Loyl I consider myzelf to be highly loyal to the mobile game. Chang and Chen,
Loy2 When [ want to play mobile games, this game is my first thought (2008)
of mobile games
Loy3 I believe that this is my favonte mobile game
Purchaze Intention Park and Lee (2011)
N I intend to buy game items in the futare
P12 I predict that I will buy game items in the future
P13 I hope to buy game items soon
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Tahble 2: Respondent Characteristics

41

Characteristics | Number | Percentage
Gender
Male 462 e
Female 69 13%
Age
10-19 124 23.4%
20-29 400 75.3%
30-39 7 1.3%
Daily average time to surf Internet
Under 1 hour 3 0.6%
1-2 hour 27 51%
2-3 hour 31 15.3%
34 hour 134 25.2%
4-5 hour 37 16.4%
3-6 hour 51 9.6%
6 hour and above 148 279%

Daily average timme to pla

v this mobile game

Under 1 hour 37 10.7%%
1-2 hour 210 39.5%
2-3 hour 146 27.5%
3-4 hour 73 13.7%
4-5 hour 24 4.5%
5-6 hour 7 1.3%
6 hour and above 14 26%

4. Results

41  Estimation of the Measurement Model

This study uses stuctural equation modelng (SEM) to examine the hypotheses in
the research framework. SEM contains two models of analyses, which are the
measurement model and a structural model (Hair et al., 2018; Anderson and

Gerbing, 1988).

The measurement model affirmed that the exact correlation between the factors and
their observed measures, meaning that factor loading. The cnitenion of the factor
loading 15 0.6 and satisfies the reliability requirement (Churchill, 1979).
Furthermore, the convergent validity and discriminant validity both meet the criteria,
showed in Table 3 and Table 4. In general. the model fit of the measurement model

15 adequate because these measures of fit come to the acceptable criteria
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(¥2/df=2.47; GFI = 0.94; AGFI = 0.91; EMSEA=0.03; NFI =0.95; NNFI =0.9¢;
CFI=097; IFI=0.97; EFI =0.94).

4.1  Estimation of the Structural Model

All the hypotheses conform the expectation except HS, showed in Figure 2 and
Table 3. The model fit of the structural model 15 also satisfied, resulted from all
measures of criteria meet the required level

(¥2/df=2.51; GFI = 0.93; AGFI = 0.91; EMSEA=0.05; NFI =0.95; NNFI =0.96;
CFI=097; IFI=097; REFI =0.94).

Table 3: Azsessment results of the meazurement model

Construct Items | Standardized loading | CR | AVE
HV1 0.73***

Hedonic Value HV2 0.g3**= 084 | 064
HV3 0.83**=
UVl 0.86**+*

Utilitanian Value uvz2 0.81**= 087 | 069
uvs3 (.g2**=
EV1 0.g2**=

Economic Value EWV2 0. 74**= 086 | 067
EV3 L
Satl 0.93**+

Satisfaction Sat? [ g4q++= 093 | 0.82
Sat3 (.95**=
Loyl 0. 77**=

Loyalty Loy2 0.80**= 084 | 064
Lov3 0.g2+*=
PI1 [

Purchase Intention PI2 [ 085 | 087
PLI3 0.92+*=

Notes: (1) CR= Composite Reliability; AVE= Average Variance Extracted.

(2)*** denotes significance at p = (L001

4.3 Hypotheses Testing

Fegarding hypotheses testing, this study examines the presumed linear relationships
between the exogenous and endogenous factors through SEM analysis. According
to the analysis result of the structure model, all the other hypothesized relationships
except HS are supported and the parameter estimates, as well as T-values for all of
the hypotheses, are organized in Table 5. In general, the variance of this research
framework can explain 59.8% mn satisfaction, 36.8% in loyalty, and 19.1% n
purchase intention.
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Table 4: Correlation matrix of constructs

43

Construct L0 - S U T € (= I (]
(1) Hedonic Value 0.80
(2) Utiltarian Value 0.54 (083
(3) Economic Value 0.35 |036 |0.82
(4) Satisfaction 0.62 (067 (049 |091
(5) Loyalty 0.56 (061 (047 070 |0.BO
(&) Purchase Intention 0.32 (026 (033 035 |0.42 |093
Note: Diagonal elements are the square root of the average vanance extracted
(AVE). Off-diagonal elements are the comelations among constructs.
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Table &: The research resultz

Eelationship

Standardized
parameter estimates

T-value

Hypothesis
testing

H1: Hedonic value i3
positively related to
satisfaction.

03]**=

6.66

Supported

H?2: Tlitarian value 15
positively related to
satisfaction.

0. 42%*=

023

Supported

H3: Econonuc value is
positively related to
satisfaction.

0.23%*=

6.28

Supported

H4: Hedonic value is
positively related to
loyalty.

0.15*=*

Supported

HS5: Utilitarian value is
positively related to
loyalty.

0.20%*=

3.62

Supported

H6: Economic value is
positively related to
loyalty.

0.15%**

i

Supported

H7: Satisfaction 1s
positively related to
loyalty.

0.59%*+

6.20

Supported

H3: Satisfaction is
positively related to
purchase intention.

0.09

1.40

Not Supported

HY: Loyalty is
positively related to
purchase intention.

0.36%+*

LA
pa—y
|

Supported

*, *¥*and *** denote significance at p = 0.05, p=0.01, and p

= 0.001 respectively.
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D.15%=* L Satisfaction
(.42 "Q\/ Purchase
Intention
0.20%#*

&

[ e
e

0.15%*

Figure 2: The Structural Model

4.4 Mediating Effect Testing

The result of the structural model showed that satisfaction had a positive but
msignificant effect on purchase intention; meanwhile, satisfaction has a positive and
significant mfluence on lovalty as well as loyalty significantly affects purchase
mtention. Thus, the mediating effect between satisfaction and purchase exists or 1s
needed to be examined.

To venfy the mediating effect of satisfaction and loyalty, the gidelines proposed
by Zhao et al. (2010) was followed. The result of medicating effect was summanzed
in Table 6. According to the suggestion of Zhao et al. (2010), the significance of
mdirect effects was firstly examined and which indicate that the indirect effect of
satisfaction on purchase intention via loyalty is significant at p=0.03 level and zero
15 excluded in the 93% confidence interval. This study then venfied the significance
of direct effect from satisfaction to purchase intention with the mediator (loyalty)
controlled to examine full or partial mediation. According to Table 6, loyalty fully
mediates the relationship between satisfaction and purchase mtention.
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Tahble 6: Significance of mediating effect

Product of

Point Coefficients Biaz-Corrected CI|Percentile CI

Estimates SE | Z | Lower | Upper |Lower|Upper
Satisfaction—Loyalt
y—Purchase 0.250 | 0.060(4.167| 0147 | 0393 [ 0138 | 0.379
Intention
Direct Effect

(Satisfaction—+Purch| ©0.139 |0.127(1.252( -0.088 | 0408 (-0.087| 0412
ase Infention)

Total Indirect Effect| 0410 (01043942 0203 | 0617 | 0201 | 0.616

5. Results

This study proposed and tested the research framework, based on literature to
1dentify the perceived value (hedonic, utilitanian, and economic value). satisfaction,
loyalty, and purchase intention in the mobile game context. According to the
research result, this study found that the hedomic value, utlitanan value, and
economic value have positive impact on purchase intention via satisfaction and
loyalty. The possible reason for safisfaction has an msignificant effect on purchase
intention is buying digital items is an additicnal expenditure so that the game plaver
will not rashly to buy digital goeds. Once the player continues to play and loyal to
this game, the further purchase intention will be triggered.

Consequently, this study not only verified the cause effects among perceived value,
satisfaction as well as loyalty, but also empirically proved that the mediating role of
lovalty between satisfaction and purchase intention; hence, the mobile game
companies should pay much attention to think how to attract and leck players in
their games. A possible solution is trymg te design a game, combined with hedomic,
utilitarian, economic elements. The ultimate geal for game compamies is not
pursuing satisfied customers, but alse high loyal customers. Taken together, this
study provided a comprehensive and examined the theoretical model with complete
information for ether scholars to conduct firture research.
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