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A Structured Analysis Model of Customer Loyalty
in Online Games

Choi, Dongseong, Park, Sungjune, Kim, Jinwoo

Inrecent years, the market for online computer games has become an important part in the enterfainment
industry. New online games have been infroduced every month and the numbers of game players who
are playing online games have grown rapidly. However, only a few online games have been successful
in making a good profit among many online games. Why are most players playing only a few online games
repeatedly? To answer the question, this research focuses on the customer loyally and thelr optimal
experience (flow) in playing specific online games. This research hypothesizes that custormer loyalty for specific
online game can be increcsed by customers” optimal experience (flow) in playing i, and they would feel
optimal experience because of mechanic and social inferaction in online games.

In order fo validate the hypothesis, 1his research analyzes online survey data of players of various online
games. According to this survey results, players” optimal experience is affected by their mechanic inferaction
between a player and an online game sysfemn, and their social inferaction with other players who parficipated
In the online game. And thelr optimal experience during playing the online game affects the degree of
customer loyalty to the gome. This paper ends with conclusions of the survey resulfs and study fimifs.
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12 S5 (Customer Loyaly)ol &tg ojxle 22t Aol T2 K240 thet LISREL 28 24
2 %73 % (Customer Loyalty)% Zzé &7 g A F& ¢ F Ak
2N A FF gl AEE FA4L s B
Al 23 A= G(Cronbach Alpha) ] 08143 3.4.3 Mechanic Interaction®} Social In-
A AR FAHUG teraction AE Z&0| S A=Y
2 ElgE B4
3.4.2 FlowEdE 98t & &50| Cyst B oo AEs 114 A% (Customer Loyalty)
AN ElEE B 9} ZQ(Flow)o] wid =% 23ge 7|2 AF
22kl AYE olEdte HAANA AMEAE oA AEEPY HE 2§ AHEEHt 3t
o] =7l EY(Flow)o] &riv} Herls &34 A gt Mechanic Interaction®} Social Interac-
at7] 9slA B A= o7l B3-S o] 83 tiono] #WHF AME F3t2 A AQEstd A}
Aok WA 679 EFo] EH(Flow)ete sht £33l waks B dF e Mechanic In-
o] 22018 A FAsT AeteE B4 teractiong =43}7] gl AHEHUA 3714
7] $13) Q.91¥-4(Factor Analysis)S AA1EHR Qo] U3t B8 233} Social InteractionS
o HE 739 HEAY 248 9% 290 # ZA3st7] Y8 AHEEE 27k 246 dig
8§ 4% 64 2ol AaaA) shtel 8le R Fuol Weht AT 4 AUx, B
E E4E0Y. 8 Efd(Flow) FAE 93 7hol uigh £A& AT HA & At
AMEE AR AFEE PAsed, 4 Me 12709 AA AL AE FEEel £ 4
A7 A3xE vste As|® gh(Cronbach Tl A AAIZE 5742 2 AES A A
Alpha)o] 084382 ZAHUT wahx] 2 HE atal Je7te AEsh] A8l aclEAE A
oo g AEs 84%e =L A4S St 2] 24 A 2 Aol A
<E 6> 45 Z(nteraction) A& &0l U Bt Tel MEE E4 AT
8% = |Pges | @01 | gol2 | 2003 [ 204 [ 205 | Cronbach Apha
MG 2 0.81 0.24 0.14 0.15 0.09
= B MG_1 .81 0.23 0.15 013 0.09 0.75
MG3 .52 -0.03 0.44 0.23 0.34
23 A MO_2 0.25 081 0.17 0.12 0.14 0.68
MO_1 0.20 0.68 0.33 0.25 0.17
MF_1 0.14 0.25 0.77 017 0.03
H o MF_2 0.12 023 B 0.77 0.09 0.20 0.72
MF_3 0.35 0.03 056 0.20 0.37
SV 2 017 0.20 0.10 084 0.10
THEAA ‘ 0.67
SV.1 0.16 0.11 0.25 0.74 0.27
SC 2 0.10 0.16 0.11 0.10 0.85
JAAE 071
SC 1 0.12 011 0.20 0.21 0.78
’_R‘otation Method: Varimax with Kaiser Normalization.
12 AYHESAHT Hi# M3z
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12 M E(Customer Loyalty)oll Q&2 o|x|=

giel 7Alelel £2 @40 it LISREL 22

A
&y

AT

487 AT SFHR1e R ALgstch
4.2 LISREL 2E 24 2y}

2 dFAME o83 wAAA AR
7€ F4og LISREL g 2AS 3o
LISREL #4 g E<Y(Flow)s} 143
JE(Customer Loyalty)dh= ZAwele =3
3] A% BAWo] 7 7 U EAE)
wjol Zhzbel] WiE 9 ApHHS wle] AAkse

L oge IFAAG

4.2.1 LISREL g9 Al=[M 24

HA B Ao AAF LISREL xdo]
T EHR1A oldAE Hrtsr] s guk
HAGH)E 24 st<z 7> #=x] ®
A3 GFle 092 #4590 ¢38, 23
FA(AGF]) 9A] 0982 EAMEQoH, Ui
B Aol (RMR)Y e 0.0158 BEAE Y
. 283, ¥F RFX(NFDE 099, vlus

o oHdr x> Az od

B (NNF) 2] 49 0.992
A B LISREL nde ggst

F ek

4.2.2 LISRELZHOAM zHEtiolnt ZxfH
oizio| T B4

0502 £ AqtdMe b1 JAAS
Mechanic Interaction, Social Interaction, Flow,
Customer Loyaltys &43}7] 93] AL&dd
7 BREe] deh FARAES 2 47
S Qerte RAsQi<ag 2> 3=l @
A EH(Goal), ZZAHOperator), H.4H(Feed-
back)o]gl= 3714 #F wH<lo] Mechanic In-
teractiono]dh= ZHAWHRS dvht 2 93}
2 gEvll oE B4 A%E yue, 5%
(Goal), =22 Operator), H J(Feedback)e]
A% A, gl Z2E 0.75(t=36.65, p<0.01),
0.72(t=3472, p<001). 0.78(t=38.44, p<0.01)
2 yett

ok FEHAT FAWQ Abojo] A A

Goal

0.75%*

Mechanic
0.72%+ )
Operator Interaction 0.90%* 0.99*
0.34*=

0.78*
Feedback

0.63#x
Communication &

<28 2> LISREL &4

Virtual World 0.73% 0.50%%
Social
‘Interaction

SOl ALt

#p <07

Z 29 A FHA (= p<0.01)

14 APHHEIT
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F7F B BAASE Foldy] wiEe] H3i
(Goal), ZZ#HOperator), X A}(Feedback)o] &
A 219l Mechanic Interactiong 2 =23}
Ues & 5 Atk o9} A (Goal)

2k Operator), E%L(Feedback)«] A7}
B 060014l A, 2 FAA%) %)
Aoz Goate A%E Fa, AEAEo
Lkl A oroA Mechanic InteractionsS &
HAog 2337 YA Mechanic Inter-
AHgAL S As ol @ 25 (Goal)

oo

N

actiong &3

= a3Hog Ags Folop (A2,
ol HRE sfAsty] 9 Fag z2AA
(Operator)g AREAbll Al E3d oz A F 3

Folol AVi(1a2), shARte R AgAEol
CEENEE %a Aol tsl 4R w
(Feedback)%

A, =
[} T
8tk ae zg%@ o Qd<E & AZ]

<¥F 8> F JHA| MEA

E(nteraction) =} ZEHA= 719 |

OJA}A % (Communication)o| 2k #zhHQ o]
AAGE AuEw, A 7 A)(Virtual World)
20l A, Zhe 073(t=3211, p<001)
A ar,  2A2% (Communication) €]
u 063(t=2776, p<00l) o2 A
C e BT AR Abelef 3
SAASE Fo5ty] witel 2
o] Social Interactiono]dl= ZHA]
2 ZA3I S & 7 Uk =3
7} A Al (Virtual World)$} 2] 414 % (Commu-
nication) 2] FHA|G7} 0.600]4Felw, FAHL
2 f Y8t A%4E B8, AHgAEe] &4
ol AQl oFeA] Social InteractionS &}7 O
Z Ay geide vA b4 ARRAE
o 2Y F UEE 7P

Aot #EE 94ES aHFOE AT Fe
a3 (73, o R 7 AEAE
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M 21| ARRE
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), Mechanic Interactione] &340 =

t-Value kﬁlﬂ!%ﬁl
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tiono] & o7 o]Fojd ZAo|c}
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37 SME(Customer Lovalty)oll ¥&e ojxle 223}

2 220 e LISREL 23 &4

FTRHDIB-)E e HITE 5 Ay
<% 8 Z#F].

ppARt o 2 Q] Customer Loyalty$}
FlowE ZA3}7] 93 A}&3 #zuole] &
2} Aol tigh 34 FA = (Customer Loy-
alty)st EU(Flow)e] FAHAFQ A, gk 099,
09002 Uheytc},

4.2.3 LISREL 2EOIN LHAMoIn} 2/
#OIZH0] T B

oz B A7da: adudd o
Xé% FAHJAZEY] #AE FAEAT. AA

#(Goal), FZAHOperator), 3A}H(Feedback)
o)) 9]8]] ZAH 2 22l Mechanic Interac-
tion®} 7HG Al A (Virtual World)g} oAt A E
(Communication)ol] ¢J3j 24 F < Awelel
Social Interactiono] WA E-3](Flow)ol] m] X
£ g3l usl BAST. B4 Ase 4y
B, Mechanic Interaction®} = (Flow)$}e]
Aol tg 2RA% %9 7 7b 034(t =361,
p<00)Q Ao FAHAE 183 Social
Interaction®} & (Flow) Aloje] Az u)sh
FHAS & 050(t=519, p<0.01)Z B4
AcH<ad 2> Fz].

w}2ZkA Mechanic Interaction®} - Social Inter-

actiono] E<J(Flow)ol| m]X]+= 3kl ufjs
Aoz Fo3 27t ZEHAY] o
Mechanic Interactiono] & ¢ (Flow)ol]l <
o)A 7HE 29} Social Interactiono] ¢
(Flow)oll F&E& v]d Aolegk= 7HA 30 vk
e S ¢ 5 doH<#E 9> FE]

& EY(Flow)o] nAFAHE
Loyalty)oll mla& 43S &

Ha %](FIOWF A
tomer Loyalty) A
¢ BAR B4 A% 529 08e
4077, p<00D)ZE ALY <1 2> 2z
et 2 dAgedAe EFlow)d a1A4FA

%(Customer Loyalty) Alo]9] A4 gho] EA
Hog {Fost7] e, EY(Flowye] 12 F
4% (Customer Loyalty)ol] 93& v Aolg}
= 7HE 15 AT & AUTH<E 9> 2E]

(Customer

4.2.4 o|& ®olo st | - 21y S3 24

uprjglo 2 B oo Mechanic Interac-
tion#} Social Interaction, &Y (Flow)o] 1174 Z
= (Customer Loyalty)el] v]x]= AA|, AH
2 AHERE BHAG 24 A%E 4w
E™ WA Mechanic interaction® Social In-
teraction-2 Flowol] Z}z} 0.34(t =3.61, P<0.01),

< 9> Mechanic Interaction, Social Interaction0| Flow2} Customer Loyaltyoll o|%|= Hs&kol| chsh 7t e 92

(= :p<001)
7t o t-Value i@,ﬂ‘%——?—
A AY FolA Aga F2 oS
7H 1 ) dele BA AYshd a—’F% 3844 | A o
7 4% (Customer Loyalty)= 7 :
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7Hd 2 =g o TS o Lol AY ALAEL | 034 211 | A
EUFlow) JHHE B4 39T 5+ 9L Aog
<2k Aol Fd AFgHEo| Social Interactiond & 7}A o
M3 2 APL F YRS §) FUAS o, 2 AY AEAES | 050+ 2776 | A €
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