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Abstract
Daniswara Adi Prawira (2014). Online Game Loyalty Based on Gratification

and Experiential Motives Needs.

Online gaming is a play forum for teenagers favored by adolescents,
meanwhile online games have various types of games starting from strategy game,
adventure and musical which make attraction for everyone who plays online game.
The online game also provides features an online community features that gamers are
coming together and become place of information for online gamers to form a
network among fellow social online game players. This research is aimed to gain an
integrated model that examines the relationship between two elements of gratification
theory (entertainment and sociality), and flow theory (challenge, control,
interactivity) also customer satisfaction with the customer loyalty as its consequence

This research was conducted in Indonesia, which took young people as the
research object. The data was collected by using questionnaires enclosed with the
statement based on the likert scale. The respondents were university students who
stay in the area of Yogyakarta with 200 respondents. The testing of the hypothesis in
this study adopted structural equation model (SEM) designed to simultaneously
examine the structural relationship among the proposed construct.

The research found that gratification theory (entertainment and sociality) and
flow theory (challenge, control, interactivity) have positive influences on customer
loyalty toward online gaming. It was found that customer satisfaction has a
significant influence on the customer loyalty. Therefore, the customer satisfaction is a
significant predictor of customer loyalty.

Keywords: Online Gaming, Gratification Theory, Flow Theory, Computer Games,
Customer Satisfaction, Customer Loyalty.



Abstrak

Daniswara Adi Prawira (2014). Kesetian Permainan Online Berdasarkan
Kebutuhan Kepuasan dan Pengalaman Motif Kebutuhan.

Game online merupakan suatu wadah bermain bagi remaja yang sangat di
gemari remaja, dimana game online tersebut terdapat berbagai macam jenis
permainan yang mulai dari game strategi, pertualangan dan musical sehingga
menimbulkan daya tarik bagi setiap orang yang memainkan game online tersebut.
Game online tersebut juga menyediakan fitur fitur komunitas online yang disana
terdapat para pemain game yang saling berkumpul dan menjadi sarana informasi bagi
para pemain game online sehingga membentuk jaringan sosial antar sesama pemain
game online. Penelitian ini bertujuan sebagai kesatuan model yang menguji hubungan
antar dua elemen dari teori kepuasan (hiburan dan sosialitas), teori aliran(tantangan,
kontrol dan interaktivitas) juga kepuasan pelanggan dengan loyalitas pelanggan
sebagai konsekuensinya.

Responden penelitian ini adalah mahasiswa yang berada di area Yogyakarta
dengan total 200 responden. Uji hipotesis dalam penelitian ini menggunakan SEM
yang menguji hubungan struktural antar variabel.

Hasil penelitian menemukan bahwa teori kepuasan (hiburan dan sosialitas)
dan teori aliran (tantangan, control, interaktivitas) memiliki pengaruh positif pada
loyalties pelanggan terhadap permainan online. Penelitian ini menunjukkan bahwa
kepuasan pelanggan memiliki pengaruh yang signifikan terhadap loyalitas pelanggan.
Oleh karena itu, kepuasan pelanggan merupakan factor penentu dari loyalties
pelanggan.

Kata kunci: Permainan Online, Teori Kepuasan, Teori Aliran, Permainan
Komputer, Kepuasan Pelanggan, Loyalitas Pelanggan.



CHAPTER 1

INTRODUCTION

1.1. Background of the study

In the era of technology, understanding economics is vital to improving quality of
life. People can feel the effects of a global recession, but only by grasping the
principles behind it can they see the changes that must be made to solve it. When
people truly understand the reason why things cost what they do and how a
seemingly minor thing, such as gas prices, can affect every facet of their lives,
they can begin making decisions that will contribute to the overall financial health
of the nation. Global economy is characterized by very fast changes and high
uncertainty. The development of business and technology has led the business
doers of the business world into tight competition. The tight competition is
indicated by various marketing strategies being used to get as many consumers as
possible. Therefore, our marketing activity must make them feel satisfied with our
goods and services that we provide. As various Internet-based applications spread
into human society on a broad scale, they create numerous business opportunities
and enrich everyday consumer activities. One of the most prevalent online
activities is gaming. According to the survey by DFC Intelligence in 2010, the
total revenue of worldwide online game market for the PC is predicted to soar to

more than US$20 billion in 2015 ( Lan & Ying, 2011).



Many factors could influence people not leave their old products and switch to the
other products because of their loyalty of good products itself. For example, most
people like to play games and they feel they can find a new world that they cannot
meet in the reality. They will enjoy one particular game to increase their loyalty to
play that game till end. “Gaming is undoubtedly a highly profitable online
industry that warrants research on the exploration of its acceptance factors. In
effect, many types of online games exist, usually characterized by anonymity,
media richness, real-time interaction, and lack of boundary” (Lan & Ying, 2011).
Like cinema, computer games have as many different genre categories as they do
audience groups. Unlike cinema, many of them are known by their tongue-
twisting acronyms. Based on Australian Centre for The Moving Image (n.d) here

are some of the most notable type of games that popular nowadays:

1. Advertise games
Games Developed for advertising purposes.

2. Adventure
Adventure games involve exploration of, and interaction with, the
environment as a main facet of gameplay. Story and puzzle solving are
also highlighted and interaction is usually driven by point and click.

Fighting plays a minor role. Adventure games include Zork and Myst.

10



. Classic Arcade

Classic arcade games refer to games that originally existed on freestanding
coin-operated machines. Classic arcade games include Pong and Space
Invaders

Fighting

Fighting games involves rendering opponents unconscious or dead by
using a number of different moves. Gameplay tactics are limited to
selecting the most appropriate move in a situation. Fighting games include
Tekken 3 and Street Fighter.

First Person Shooters (or FPS): are games in which the player has the
first-person perspective of their character. FPS shooters include Doom and
Quake, and the most popular fps game in the world is Counter- Strike.
First Person Sneaker: This is a sub-genre of First Person Shooter, where
the focus is on stealth rather than combat or shooting.

MMORPG: 'Massively Multiplayer Online Role Playing Games' are
multi-player role-playing games that enable thousands of players to play
in an evolving virtual online world at the same time. MMORPGs include
Diablo and WarCraft.

RPG: 'Role Playing Games' are games in which the player's character has
skills and abilities represented by statistics. Gameplay involves the

characters exploring and completing quests that build up their statistics
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and possessions. It can be single or multi-player. RPGs include Everquest
and Ultima.

9. Multiplayer online battle arena (MOBA), also known as action real-time
strategy (ARTS), is a sub-genre of the real-time strategy (RTS) genre of
video games, in which often two teams of players compete with each other
in discrete games, with each player controlling a single character through
an RTS-style interface. MOBA include the world most popular game
defense of the ancients (DotA). Since its original release, DotA has
become a feature at several worldwide tournaments, including Blizzard
Entertainment's BlizzCon and the Asian World Cyber Games, as well as
the Cyberathlete Amateur and CyberEvolution leagues; in a 2008 article
of video game industry website Gamasutra, the article's author claimed
that "DotA is likely the most popular and most-discussed free, non-
supported game mod in the world".

10. Strategy Games: Strategy games require the player to take on a leadership
role and oversee every detail of the provided scenario(s). Gameplay
focuses on strategies and careful planning and resource management in

order to win. Strategy games include Age of Mythology.

Customer will be loyal to several games because they feel satisfied with the

quality of that game, and this could be influenced by their environment. For
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example, a person who originally does not like to play game, he or she could be
influenced by his or her friend who likes playing game every day and then finally
he or she will like playing games too. “Particularly, massively multiplayer online
role- playing games (MMORPG) attract a growing number of participants as
MMORPGs, it permits individuals to interact with each other concurrently within
a science fiction world full of genre- based fantasy” (Lan & Ying, 2011). Popular
MMORPGs include Prius online, World of Warcraft, Lineage, and many others

make the people who play this game enjoy their virtual worlds.

The producer of online game compete each other to attract the consumers to get
their loyal customers, usually every customer has different behavior to adapt with
the quality of the games from the magazine and the review of television program
about games rating. A recent survey of Internet entertainment behaviors in
Taiwan revealed that online games are the most popular entertainment
applications on the Internet in terms of the number of people participating, their
willingness to pay, and their intention to use these applications in the future (Liu

& Chou, 2008).

This research tries to investigate the factors that influence online game loyalty
based on gratification and experiential motives in Yogyakarta. The construct of
experiential value, such as aesthetics, entertainment, visual appeal, escapism,
interaction, service excellence, and consumers return on investment, have all been

identified as important factors in internet shopping behavior. “Since the internet
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shopping environment is similar to that online gaming, it may be that similar
causal relationships exist between experiential value and satisfaction with regard

to online gaming” (Kwei & Ming, 2007).

1.2. Problem Statement

Every business tries to get bigger profit, including online game business. One of the
ways is by building lasting relationships with their customers because the best
foundation for growth and profitability is to have a substantial base of loyal

customers.

Playing online game nowadays has become a global phenomenon, many people like
to playing games starting from young, adolescents, even though the old one. Through
online games, people can get new friends, share ideas, and even sell or trade their
items or products without paying some amount of money. In Indonesia there are
several games that have their own characteristic and provide some value added for the
costumer to choose. As in the case with any research efforts, the limitations may
occur during the data collection. Although the results help enrich the current
understanding of determinants of online game loyalty, certain limitations are of note.
First, and perhaps the major limitation of the study is the breadth of our sample.
Based on Insafe online gaming in context (n.d) some of the key issues relating to

online gaming are outlined below:
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1. Age appropriateness

One of the key concerns with games — whether online or indeed video based — is the
age appropriateness of the content. Many games are given age ratings, and these are

there for a reason.

2. Online interactions

It should also be noted that as many games feature aspects of player interaction, some
if not all of the risks associated with regular chat-based services may also apply. And,
due to the truly global nature of games, young gamers might encounter those with
different values and cultures to themselves. Key risks include inappropriate content
and language, conduct and contact, and increased risk of cyber bullying. Our
additional articles on chat-based services and cyber bullying provide further

information on these issues.

3. Revealing too much personal information

As with any online interaction, children and young people should understand that
they should keep their personal information private. They should ideally play using a

nickname and avatar rather than their real name or photograph, keep their passwords
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secure, and seek help from a trusted adult if they feel that their personal information

may have been compromised in any way.

4. Addictive tendencies

There are concerns that online gaming may have addictive tendencies, with players
being distracted from regular every-day activities to attend to the crops in their virtual

farm or to progress to the next level in their favourite MMORPG.

5. Impact on behaviour, health and welfare

A further concern is the impact on behaviour, health and welfare that online gaming
may have. Negative aspects typically associated with gaming include the length of
time spent online, disturbed sleep patterns, and the associated impact on offline

activities and relationships.

Various researches have tried to establish the link between playing games and violent
behaviour. Despite some media reports to the contrary, no scientifically valid causal
link has yet been established. Instead, it is likely that other social factors have much

more of an influence on an individual’s actions.

Gaming does however, trigger a release of adrenaline, and this small level of

hormone increase may also cause a small, short-term behavioural change. Therefore,
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it is important that gamers have offline time too, to give themselves time to ‘wind
down’ from a gaming session before bedtime, for example, regular sleep patterns may
be disturbed. Additionally, gaming is a somewhat static activity. Gamers should
therefore take regular breaks, move around, and make sure they eat and drink
regularly, and balance their gaming activities with physical activities in the real

world.

It is not all negative, however. Some people may find it difficult to establish regular
social relationships in their own (real) communities, and for them, the online
networks associated with gaming may actually help to boost their confidence and
self-esteem. As with everything in life, however, there should be balance, and online
interactions that are not substitute for regular real-life interactions. Based on the
background of study above, the basic problems that could be stated here is the online

game loyalty based on gratification and experiential motive needs at Yogyakarta.

1.3. Research Questions

Based on the defined problems above, this research study will focus on how the
gratifications and online flow experience factors influence the consumer loyalty
toward online game and thus the relationship of the satisfaction and customer loyalty.

Therefore, the problems can be formulated into the following questions:

1. Does gratifications have positive impact to consumer loyalty toward online game?

17



2. Does online flow experience have positive impact to consumer loyalty toward

online game?

3. Does customer satisfaction significantly affect consumer loyalty toward online

game?

By identifying the answers to those questions, the online game vendors are able to
understand why the consumers become loyal to play online game or satisfied
regardless of the online game contents. The producers and marketers could then come
up with ways or different strategies in engaging the consumers to become loyal

toward online game context.

1.4. Research Objective

This paper analyzes the online game loyalty based on gratification and experiential
motive needs. This study replicates the study conducted by Lan-Ying and Ying-Jiun
(2011). In that study, customer loyalty toward online game is affected by two

variables which are U&G theory (gratifications) and Flow theory (online experience).

Therefore, here are the research objectives to be conducted:

1. To examine the relationship between gratifications factor and consumer
loyalty toward online game context.
2. To examine the relationship between online flow experience factor and

consumer loyalty toward online game context.
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3. To investigate the relationship between satisfaction to the consumer loyalty

toward online game context.

1.5. Research Contribution

This study is conducted based on past research of Lan and Ying (2011). The research
was done in a different country with different setting such as different behavior and
different culture of customers. This study contributes in enabling others to understand
the attitudes of customers in Indonesia. The writer would like to contribute the study
for both theoretical use and practical use. Those benefits may be useful for the

following parties:

a. The researchers
The result of this study can be used to measure the impact of factors
influencing customer loyalty toward online game in order to have better
understanding about how come people become loyal to online games that are
provided by online game vendors, and to be able to apply the knowledge in
the real business field. Furthermore, this study can be used as additional
information that can be further analyzed and compared to other findings or

study conducted in different area.

b. The marketing and gaming practitioners

19



The findings can be beneficial to the manufacturers and marketers of branded

game products in understanding the consumers’ behavior toward online game.

Others

The result of this thesis may contribute to a literature work to expand the
study of marketing strategy. It is also may be used as a reference to conduct
further research and the outcome of this study can be used as reference and

knowledge educational institution.
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CHAPTER 2

REVIEW OF LITERATURE

The previous chapter has highlighted the importance of this study. This chapter will
cover previous literatures of each topic area. Literature reviews are secondary sources
obtained from published work such as journals, books, master’s thesis, conference
proceedings, and other reports, which is vital in supporting the derivation of

hypothesis.

2.1. Introduction

The study of satisfaction had always received large attention by researchers. It is
however a subjective concept, as it can be inferred from the different definitions
found in literature. Having said that, it must be pointed out that there is wide
consensus that “satisfaction is a person’s feeling of pleasure or disappointment
resulting from comparing a product’s perceived performance (or outcome) in relation
to his or her expectations” (Kotler, 2003, p. 36). Therefore, satisfaction is closely
related to consumers’ expectations. More specifically, the narrower the gap is
between the consumers’ expectations and the actual performance of the product or
service, the higher is the consumer’s satisfaction (Hutcheson & Moutinho, 1998).
Consumers usually have various expectations from what they want from the online

game.
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Customer satisfaction has been considered as a fundamental determinant of customer
loyalty. Anderson and Sullivan (1993) found that satisfied customers have greater
propensity to be retained and resist to alternative options, while Fornell (1992) stated
that high satisfaction results to customers with increased loyalty, less prone to be
approached from competition. Moreover, satisfaction enhances repeat purchase and
positive word of mouth by customers (Reichheld & Sasser, 1990; Wirtz, 2003).
Overall, it can be concluded that research has shown that customer satisfaction has

significant effects on both behavioural and attitudinal aspects of loyalty.

The objectives of business marketing activities are often the development,
maintenance, or enchantment of customer loyalty (Dick & Basu, 1994). The online
gaming vendors always have to maintaining about their contents of the game to make
consumer feel satisfied, and actually online game they are all based around the idea of
allowing participants to communicate online, make friends, assume roles and conduct
transactions involving real or virtual assets. Most of gamers gaining profit from this
kind of business, they feel so happy even their sleep time actually are less than
normal people who do not like playing online game. These groups can realize daring
accomplishments that they could never hope to achieve in the real world and can, in

some ways, significantly their self- esteem (Kwei & Ming, 2007).
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2.2 Hypothesis Development

2.2.1 Customer Loyalty

Consumer loyalty is often examined from a behavioural point of view by measuring
items such as number of repeat purchases, “share of wallet” and purchase frequency.
A frequent assumption is that loyalty translates into an unspecified number of repeat
purchases from the same supplier over a specified period (Egan, 2004). In this line,
Oliver (1999) defined loyalty as “a deeply held commitment to rebuy or repatronize a
preferred product/service consistently in the future, thereby causing repetitive same-
brand purchasing, despite situational influences and marketing efforts having the
potential to cause switching behaviour”. However, the definition of loyalty based
solely on repurchase behaviour does not provide a holistic view of this complex
concept. This drove researchers to propose alternative and more comprehensive
definitions. Dick and Basu (1994) suggested that loyalty has both attitudinal and
behavioural elements and argued that it is determined by the strength of the
relationship between relative attitude and repeat patronage. Examining loyalty under
the attitudinal lens, it can be derived from psychological involvement, favoritism and
a sense of goodwill towards a particular product or service (Oh, 1995 cited by Kim et
al., 2004). Therefore, most technology and a few media psychology researchers focus
on the adoption intention (e.g. Koo, 2009), whereas a rich body of media psychology
and online flow research concentrates on the negative aspect of the behavior, namely

addiction (e.g. Wan and Chiou, 2006). Although researchers contend that intention is
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a reliable indicator of actual behavior (Webb & Sheeran, 2006), online consumer
behavior researchers suggest that continuance, compared to intention and adoption,
remains an underexplored area of research (Cheung et al., 2003). Furthermore,
several researchers affirm that only a small portion of online gamers can be classified
as Internet addicts, indicating that non-addicts constitute a vast group of online game
players (Chak & Leung, 2004; Koo, 2009). As a result, the study considers consumer
loyalty as the criterion variable because it is an indicator of continuance and
represents an important behavioral consequence in online gaming (Flavia'n et al.,

2006).

In view of the consumers, consumer loyalty can be influenced by a number of

antecedents. The literature largely supports two groups, namely:

1. Gratifications (U&G theory) including entertainment and sociality, and

2. Online experience (Flow theory) such as Challenge, Control, and Interactivity.

2.2.2 Gratifications (U&G theory)

U&G research has its foundation in communication research, which constitutes an
integrated field of researchers in media, sociology, and psychology (Bryant & Miron,
2004). In the late twentieth century, scholars begin to employ this approach to
examine the adoption of Internet related services owing to their increasing use as a
new form of communication (Ruggiero, 2000; Svennevig, 2000; Stafford et al., 2004;

Castan"eda et al., 2007). U&G theory posits that individuals use particular forms of
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mass communication to meet specific needs. If these needs are fulfilled, they are

likely to repeat the experience (Bryant & Miron, 2004).

Gratifications studies reveal many different ways of categorizing the central concept.
Swanson (1992) suggested a fundamental and dichotomous gratification structure,
namely, gratifications that result from learning information from the media content
and subsequently putting it to use in practical affairs (i.e. content or knowledge
gratifications), and gratifications that result from the pleasurable experience of media
content and are realized during consumption (i.e. process or entertainment
gratifications). Content-based use of online games can be exemplified by those online
gamers who look for a specific bit of information or knowledge (e.g. ancient history,
cultures, etc.). A more process-based perspective might be represented by those who
pass time by playing online games. For example, online game participants may view
the games as sources of providing diversions and filling time (Peters et al., 2007).
Playing with the features in the online games would be a form of entertainment that

the online gamer could use to fill up his/her unused time when free or waiting.

The conceptual definition of usability by 1SO (International Organization for
Standardization) 9241-11 is the extent to which a product can be used to achieve
specified goals with effectiveness, efficiency, and satisfaction in a specified context
of use (Karat, 1997; Agarwal & Venkatesh, 2002; Sauro & Kindlund, 2005;
Whitehead, 2006; Peevers et al., 2007). Usability means the use quality of a system

for a user to achieve his/her own purpose after a series of tasks. Higher system
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usability guides users to their own challengeable objectives. The operational
definition of usability, that is, the heuristic evaluation framework of usability by
Nielsen dominates (Gray & Salzman, 1998). This definition includes visibility of
system status, match between the system and the real world, user control and
freedom, consistency and standards, error prevention, recognition rather than recall,
flexibility and efficiency of use, aesthetic and minimalist design, and helping users
recognize, diagnose, and recover from errors (Nielsen, 1994a). Nielsen (1994b)
further grouped the framework into five usability goals: learnability, efficiency,

memorability, errors (as in low error rate), and satisfaction.

Online games are social spaces, new social worlds where players spend time and
interact with others as well as form friendships or meet future life partners (Taylor
2006). The social play is the unique selling point of these games (Cole & Griffiths
2007) and design for interaction between players is a basic function (Williams, 2006).
Player interdependency, player created guilds, player grouping and other social
engineering features are ways in which developers foster social engagement within
the game and support player interaction (Jakobsson & Taylor 2003; Ducheneaut, Yee,
Nickell and Moore 2006). The high Internet penetration in the past decade, however,
points to the potential social usefulness of Internet-based services, arising from
consumer use of the Internet as a social environment (Toral et al., 2009). As such,
online games possess high attraction to individuals using the Internet for social

stimulation. For instance, participants can interact with others anonymously and
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instantly, and even form virtual interpersonal relationships or organize virtual
communities. In this virtual group, members can assume different roles, exchange
virtual assets, develop strong relationships, as well as strengthen social ties (Kolo and
Baur, 2004; Williams, 2006). Furthermore, online game participants may expect
others’ feedback, thus obtaining mutual benefit or social rewards such as reputation,
expected relationships, and trust. These tendencies collectively reveal that the virtual
world created by an online game mimics the real world in that they both provide a
“living” place for people to carry on daily activities. Thus, the “cyberspace” an online
game creates should not be simply reckoned as a medium for playing games, but as a

social place where new types of lives and personal relationships are formed.

In Massive Multiplayer Online Games (MMOs) players compete but also work
together and have the opportunity of building long-lasting relationships; in short,
these games offer many opportunities for social interaction (Kolo and Bauer 2004,
Ducheneaut and Moore 2004). As Jakobsson and Taylor (2003, p.88) argued, "The
production of social networks and the circulation of social capital prove to be one of
the most important aspects in EQ" [The MMO EverQuest (Sony 1999)]. Gameplay
where groups take part in different adventures is what characterizes these games, so
they are dependent on high levels of trust and cooperation between gamers in order to
function (Chen 2008). Gamers do, however, use these spaces in their own ways and
engage in sociality on their own terms (Simon, Boudreau & Silverman 2009). In this

study we take a closer look at the relationship between played and designed sociality
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in online games from an interaction perspective by looking at sociality in temporary

collaboration groups.

H1: Online gamer’s gratification from (a) entertainment and (b) sociality relate

positively to their loyalty toward the game.

2.2.3 Flow Experience: Online Flow

Researchers characterize flow as being facilitated by an order in conscientiousness
that causes individuals to enter a specific experiential state so desirable that one
wishes to repeat the state as often as possible (Csikszentmihalyi, 2008). They argued
that flow can only occur when both challenges and skills exceed the level of difficulty
that is typical for the individual’s day-to-day experiences. Especially, for an
individual to remain in the state of flow, he/she must be continually challenged with
more difficult tasks in order to ensure that the level of complexity is consistent with
his/her level of skills. Thus, early scholars link flow with various types of leisure
activities such as gaming, dancing, playing chess, etc. where the individual becomes
so immersed in the activity as to create an enjoyable experience (Havitz & Mannell,
2005). Over the past twenty years, researchers begin to establish the flow construct
and its antecedents in relation to computer related activities (Novak et al., 2000;
Pearce et al., 2005). Novak et al. (2000) stated that online flow is a cognitive state
experienced during navigation, which is characterized by a seamless sequence of

responses facilitated by machine interactivity, intrinsically enjoyable, accompanied
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by a loss of self-conscientiousness, and self-reinforcing. Furthermore, providing
consumers with flow opportunities is critical to the success of online commercial
activities as these opportunities underlie what makes for a compelling online

experience.

In light of the unique features online gaming possesses in the context of human-
computer interaction, the study builds upon the following frequently endorsed online
flow elements: challenge, control, and interactivity to predict online gamer’s
participating behavior (Novak et al., 2000). First, the challenge an activity presents is
among the most important predictors of flow (Hoffman & Novak, 2009). Game
designers normally create a series of challenging virtual tasks that are causally linked
and connected in the simulated environment (Rollings & Adams, 2003), intending to
influence a player’s response to that experience, for example, by restricting his/her
progress in the game (Kiili, 2005). Csikszentmihalyi (2008) maintained that
individuals tend to experience these challenging situations as rewarding and feel
happiest when these challenges match their skills. It appears that online games allow
the players to constantly improve their gaming skills through learning to overcome
the challenges from which they acquire a sense of personal achievement. Therefore,
an appropriate level of challenge keeps the online gamer continuously motivated and
engaged in the game (Woszczynski et al., 2002; Kiili, 2005; Hoffman & Novak,

2009).
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Second, flow research generally regards control as the level of an individual’s control
over the environment and his/her actions. This definition is comparable to Ajzen’s
(2001) perceived behavioral control in that control is specific to an action and its
level can vary in different situations or actions. Accordingly, the study characterizes
online gaming control by feeling unrestricted or free to act in a variety of ways under
a specific situation in the virtual environment. Third, interactivity commonly refers to
the artifact’s (i.e. Internet human-computer interface) interactive behavior as
experienced by the users. Similar to the concept of feedback, online game
interactivity signifies the extent to which an individual perceives that gaming brings
forth interaction between players mediated by the virtual environment (Chung & Tan,
2004; Hoffman & Novak, 2009). Interaction design allows players to actively
participate in the process through continuous and immediate feedback. In particular,
Wang and Wang (2008) stated that prompt feedback facilitates a gamer’s playful
experience. The term “interactivity” indeed refers to a complex and multi-
dimensional concept (McMillan, 2000), which incorporates other elements such as
the way an online game participant move his/her cursor on the screen or with the
joystick, the way the online game allows an individual to select an icon in the list, and
the way he/she enters text. Nonetheless, little agreement exists in the literature about
the conceptual and operational definitions related to interactivity (Kiousis, 2002).
Online game participants usually need to cooperate with each other to overcome a
series of challenges, stressing the need of sufficient bandwidth as well as servers.

Failing to satisfy the need may lead to broken connection between participants or lag
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system response, which causes frustration, thereby hindering an individual’s intention
to play the game. Thus, the study evaluates interactivity from the aspect