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ABSTRACT

This study is based on previous studies on the various types of games and analyse
the effects of the characteristics of mobile social network games on online
word-of-mouth of game users. As a result, it was revealed that commitment increased
because of the features of not needing to access continuously, not interrupted by
reciprocal relationship among users, a particular time and place. However, in the process
of the interaction with the media, perceived individual social presence and asynchrony
that did not need to continue to access, they did not affect satisfaction and respectively.
In addition, this commitment had more effects on online word-of-mouth than satisfaction.
Comprehensive the above, the research achievement of this study may be expected to
contribute to the ongoing development of future domestic mobile social network game
industry.
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[Table 1] Advanced Research

Division Leading Variable Researcher
Information Quality, Wang &
Correlation, Expression Strong(1996)
Service Quality, Perceived Cronin et al
Value, Perceived Sacrifice (2000)
Qn Enjoyment, Perceived Ease Moon &
“line | of Use, Perceived Usefulness | Kim(2001)
Game ; -
External Variables, Perceived
Ease of Use, Perceived
. Hsu &
Usefulness, Attitude toward Lu(2004)
Using, Behavioral Intention
to Use, Actual System Use
et ot e
F " | Nocak(1996)
Concentration
A, 1 &
Temporary Separation, gaera
. - Larajanna
Enjoyment, Control, Curiosity
. (2000)
Mobile m S 5
Game o'w, ystgrn Qua 1F3f,
Service Quality, Mobility, Hae In
User Satisfaction, Purchase Jeon(2004)
Intention
System Quality, Personal
. .. Hyun Soo
Characteristics, User Ha(2006)
Satisfaction, Reuse Intention
Perceived Enjoyment,
Perceived Playfulness, D. Shin,
Social Perceived Security, Flow & Y. Shin
Net Perceived Usefulness (2011)
work Intention to Use
Game Social Network Game
. . . Dong Heon
Dependence, Life Satisfaction, Lee(2013)
Self-Control, Self-Efficiency

Interactivity, Approach
Possibili .
ossibility, Em.oyment, Young Lee
Compensation, 2013)
Self-Control, Toxication,
Life Adaptation, Attitude
So.c1.a% Interac‘gwty,. . Yong Guk
Accessibility, Manipulability,
. . Jeong(2012)
Compensation, Flow
. Social Interactivity,
Mobile . . .
Social Enjoyment, Customer Service, Tae Hoon
Net Satisfaction, Purchase Kim(2005)
Intention, Purchase Behavior
work
Game | User Experience, Satisfaction,
Attitude, P(lsrcelved Ease of Eun 1l Park
Use, Perceived Usefulness, et al(2014)
Enjoyment, Perceived
Motivation, Relationship
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[Table 2] Key Variables and Related Reference

Variable

Construct

List of measurement

Reference

Indepen
dent
Variable

Social
Interaction

I can make friends via the mobile social network games.

I can exchange opinions with whom have similar interests via the
mobile social network games.

I can share information with people via the mobile social network
game.

Involving with people
interesting.

I can participate in the cooperative with other users while playing
mobile social network games.

in mobile social network games is more

Park & Floyd
(1996),
Kim et al.
(2005)

Social
Presence

Mobile social network game environment is a good way of
communicating with other people.

The representation of mobile social network game environment is
interesting.

The representation of mobile social network game environment is easy
to be made.

Expressions to be convey in mobile social network game environment

can be easily understood.

Karahanna
&
Limayem(2000)

Asynchro
nism

Mobile social network games do not have to participate in the game
at the same time.

Mobile social network games can be easily and conveniently used by
anyone.

It is possible that do multi-tasks during the mobile social network
games.

Mohile social network game users do not have to participate in real time.

Ih Chul Kim
(2006)

Ubiquity

I can play mobile social network games without getting stuck in the
time required for information or contents.

I can play mobile social network game without getting stuck in the
place of the required information or contents.

I can get necessary information of myself and others, such as the
status or ranking via the mobile social network games.

Kannan &
Whinston
(2001)

Param
eter

Flow

Playing mobile social network games are not boring.
Mobile social network games stimulate my curiosity.
Mobile social network games can make me very excited.
Mobile social network games, the time flies.

I can play as I want in mobile social network games.

Chikszentmihal
vi
(1997)

Satisfacti
on

I am satisfied with the mobile social network games that I currently use.
I am satisfied with the service of the social network games that I
currently use.

I am not feel regretful with the mobile social network games that I
currently use.

I am satisfied with the quality of the mobile social network games
that I currently use.

Oliver(1997)

Depen
dent
Variable

Electronic
world of
Mouth

I am willing to tell other people the information that related to the
mobile social network games via the internet.

I am willing to tell other people the experience that related to the
mobile social network games via the internet.

I am willing to tell other people the service and features that related
to the mobile social network games via the internet.

I am willing to tell other people the events and activities that related
to the mobile social network games via the internet.

Briser(1992),
Holmes & Lett
Jr.(1997)
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F 92 1437%(60.6%), © 93%8 (39.4%)©]

3L 20th7h 17278 (72.9%) 0]tk HE3F Al o] 113

18(47.9%)0laL thskE Yol 1507 (63.6%) = 7l

A SHA T P w2 HES AAEA
oAl AR AndEe AREE HAs

st7] fsto] A B 2Ae AAEA

U4 d3ds AS53H7] 931 Cronbach’s Alpha

2ol TR mAE Gl B AT —

ATE &8st 0.7 o] dd A9 FHE 2ol
EA = Aoz FHES i Nunally, 1978; Hair
et al,, 1998; AAL, 2005, A4, 2010). EFIGA
= AR o= Jidely £45 Ak A
of ZVEA B&e ZAs et AEE UE
W oujolti (A Y, 2005). EldA HAES 98l
[AEAE AAEEon 4 A= [Table 3]0l
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[Table 3] Exploratory Factor Analysis

Latent . -
Variable Component Cronbach a
Electronic 907 081 143

.900 159 111
World of 386 167 055 938
851 226 125
147 .880 081
171 .858 117
Flow 211 812 039 909
117 .803 .100
.066 .061 .855

Social .061 113 .844

Mouse

Presence .096 .052 822 873
189 .092 768
eigen-value 6.797 3628 2.368
% of ariance 27188 14511 9472

Latent Component Cronbach
Variable a
886 038 .026 .123
Asynchro | .859 .024 .064 .070 348

nism 820 022 .003 .136
688 .066 .040 .029

054 908 133 048
Ubiquity 051 .883 178  .020 916
065 .825 205  .002

040 144 855 186

Satisfaction Q09268 770089 831

100 150 748 8

067 012 069 .853
005 074 042 .838 781
218 -027 080 .765

Social
Interaction

eigen-value 2060 1751 1636 1108
% of arlance 8242 7006 654 4413
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7MaS Felets Frto Rz AMS R AL, 2010)
A Az} o] \*gho] A

[Table 4] Reliability Verification in
Confirmatory Factor Analysis

o). [Table 51} o] Fraehg4 A

3} AVEZkel glele] % gl acle] guArel A
Furh 27] wFo] FEeigAe] Susgica
9 5 A ol & AN ALgE 7 W
2 Ansts 2gE0 45 SY4L Fuso
N o Baolehs A% £9d & A

[Table 5] Differentiation Validity Analysis

A B C D E F G
A 544
B 015 .560
c 006 117 .682
D .08 .051 .011 .537
E 047 084 256 .013 .647
F 016 .060 .162 .014 .261 .710
G 000 073 .081 .005 .130 .164 .790

Note: A-Social Interaction, B~ Social Presence, C-Ubiquity
D-Asynchronism, E-Satisfaction, F-Flow, G-Electronic World

of Mouse

Latent Unstanda Standa Standard iz:g
Variabl rdized S.E, CR. rdized ized  Error Reliab
A amida lambda  lambda’ e
ility
Social 840 095 8811 672 452 548
octe 1 T 604 396 49 554
Interaction
938 01 929 767 588 12
659 058 11393 .653 426 574
i 1 12.1 1 464
Social v 059 108 .68 .46 536 5 50
Presence 1 910 828 172
967 054 17965 .889 7190 210
860 049 17488 821 674 326
Ubiquity 950 044 21401 913 834 166 815 682
1 926 857 143
793 060 1317 732 536 464
r 2 2
Asy.nchnon 633 070 9,06 555 308 .69 s
ism 1 907 823 77
966 058 16,585 867 752248
951 074 12805 815 664 336
Satisfaction 1 837 01299 T34 647
956 083 11518 730 533 467
856 059 14612 770 593407
1 885 783 217
Flow 8170
972 056 17.386 851 124276
974 053 18488 881 6 224
- . .909 047 19.461 867 T2 248
CCUOME  g00  0u 2348 92 88 IR
World of 938 790
1 902 814 186
Mouse
958 049 19553 869 785 245

Fornell & Larker(1981)2 2124 AAF] 7]Eol
EFE 3 (AVE:Average Variance

afo]

Extracted)©] 0.5 o]o] EHojof FAHFE

= Bz 45 BY4e wARdn

50l

L W ]

FEd

A

a3l

S 2|5
19 d5S AAlstdnh 1 A3
[Table 6]ollX AIAZ A3} o] RMR3} NFI7}
FrolaeEel ofF mAA ZaAN U mHl
A BT mExeR HYPE AFE A7|E o
91 (Gefen et al,, 2003), ZHe] 4=§7}5Ao] #A3d
Al 71#e glthe A(Joreskog & Sorbom,
1993) 5& 1% u Rde] A HAubyom

Fasbn @& 4 ek

et

[Table 6] Structural Equation Model Fit Test

Goodness Research Significant

of Fit Index Model Level

493.913
X2 (P) (p=0.000) p>0.05
1.0<x2/df<2.
X2/df 1.914

Absolute / 0-3.0

Fit RMSEA 0.062 <0.08

Index RMR 0.127 <0.08
GFI 0.864 >0.8-09
AGFI 0.829 >0.8-09
PGFI 0.686 >05-06
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Ierem NFI 0.881 =09
e;tal IFI 0939 >09
TLI
Fi . >0.

1 dlt (NNFD 0929 09
ndex CFI 0.939 >0.9
Parsim PNFI 0.758 >05-06

ony Fit
Indext PCFI 0.807 >05-06

MAFE Astel AReAE 4N
8

ok&td [Table 713 #t}.

[Table 7] Path Analysis

Latent  Indepen Sig
Varia dent Beta S.E. CR. P nifi
ble Variable cant
Social S
Intera | 168 074 2231 026 °°°
. port
ction
Satisf - > 190 o438 1689 o001 N9
. Presence ect
action Su
Ubiquity | 455 061 6221 sex P
port
Asmch =007 055 102 919 R
ronism ect
Sl o o890 2027 003 O
Interaction port
Sdd L6 056 1734 o0s3 B9
Presence ect
. ; Sup
Flow : Ubiquity ; .164 065 2193 .028
port
Asvneh o ops 2205 0z O
ronism port
Salst o6 104 55 wer O
action port
Electr | Satis
ectr | Satist o) gog 2601 007 O
onic action port
‘World S
of | Flow | 296 076 3766 sxx O®
port
Mouse

Note: =significant at .05(p<0.05), **significant at
01(p<0.01), **=significant at .001(p<0.001)

A, WS s AlslA
(C.R.=2.231/P=0.026), AA43(C.R.=6.221/ P=0.000)
of Fold JF& A3 A2 AAHCRLOSY

P=0.091), ¥]*€7]4(CR.=0.102/ P=0.919)& <&

ArS AL

1O

2ol TR mAE Gl B AT —

(Beta=0.455)¢] AF#] 4 g5 28 (Beta=0.168)H.t}
2 4TS A E Aoz Yy

=4, B dEiME AEE dsEs
(CR=2927/  P=0003),  AAM(CR-2193/
P-0028), E/IH(CR=-2295/P=0.022), W

(CR=55/ P-=0.000)0] 218 %S v A3
2 AAFHCR.=1.734/ P=0.083) F3S wAY
®ahe Ao e

A, el el disiAe
C.R.=2.694/P=0.007), &%(C.R.=3.766/ P=0.000)
2RO 4TS WAL AoR e 1
£ (Beta=0.296)¢] WFE(Beta=0.218) .ttt
g vAtn BT 5 Aok

Z
s

—~

U oy

5. 2 B

A Av A, AH8H FEAE, B
wRoll A(+)e] S MR AoE YEWth &
A, AHEA AEas, BAA, NE, BEe =

y e} 6] il

Holl A+ dS v Aoz el AlA,
2 EUH 2l el A(+)e] dFE m
Aoz Yehgth dA, BL 28l e A
(H)9] Gge mR Aoz ey

2kl A4 YEYA AY AEAES AdS
B8 ATE A 5 da vss ALE TER
AlFEY gAS wE & ¢ 9oy HARE FH
FogA WEHE i BYd 9FE A= A
AE g ATk T Bukd 24 vEYA A
A2 AIZEE el FolE R @i Has A
Hu ZulxE o] 83 & 9lon zpaloly Rl
AEid @97 5 ZEed ARE SZHoRE dS
T dojof gtk HE AlAMRTE Bk A4 )
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