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ABSTRACT

Despite a great performance of Korean online game in Chinese online game market,
Korean companies were faced with decreasing market positions in China from 2006. To
overcome this problem, I will suggest a research model about determinant of repurchase
behavior of on-line game user and moderation effect of online review. Data collected
from questionnaire survey were used in empirical analysis on research hypothesis
through moderated multiple regression method. There are several conclusions as such;
first, perceived value and loyalty of consumer have great positive relationships with
repurchase behavior. Second, online review has positive direct influence on repurchase
behavior and moderation effect of relationships among them. Third, game company has
great efforts to develop online games and game contents which were guaranteed before
in price, quality, information, and accurate consideration of online review.

Keyword : on-line game(&2}21A19), perceived value(21%]7}x)), loyalty (4 %),
repurchase behavior(A7m] #$]), moderation effect(Z=4d33})
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[Table 1] Demographic Characteristics
e Total(480) Male(270) Female(210)
v number | % number | % number | %
below 19 9 19 7 2.6 2 0.9
20724 194 40.4 108 40.0 36 41.0
Age 25729 195 40.6 115 42.6 80 38.1
30734 56 11.7 27 10.0 29 13.8
above 35 26 54 13 4.8 13 6.2
below high school 5 1.0 5 19 0 0.0
Academic high school 24 5.0 16 5.9 8 3.9
background college : 82 17.1 52 19.2 30 14.3
graduation of college 307 64.0 168 62.2 139 66.1
above graduate school 62 129 29 10.8 33 15.7
below 1000 CNY 46 9.7 27 10.0 19 9.0
100072000 CNY 58 12.1 31 115 27 129
Income 200073000 CNY 101 21.1 58 215 43 20.5
300074000 CNY 109 22.7 56 20.7 53 25.2
above 4000 CNY 165 34.4 98 36,3 68 324
[Table 2] Factor & Reliability analysis
Factor Analysis Reliability
Variables Loading | Total 7o . of Cumu % | Cronbach a
Variance
Value level comp(ared to) cost D87
VPZE;e Value level comp. time 812 2.342 16.730 16.730 871
Useful level comp. effort 790
Friend recommd on game use .649
Lovalty fosiuve evaluation on game a2 3042 | 22728 39548 | 891
positive recomm on others 804
Preference comp. other game 810
previous search of review 759
on_line consideration on review rank .869 3141 99 445 61.993
review numbers of reviews .864 900
consideration of expert reviews 815
days of utilization/month 844
5:11]’;15 payments on game use/month 861 2.319 16.567 78.560 836
time of utilization/use 836
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[Table 4] Result of Moderated Regression

Variables M1 M2 M3 M4
Age -.001
Academic -.196
Background stk
Income .067
Perceived 110 e 156
Value * 143 sk
Loyalty 235 315 196
Online
Review 199 -.109 .026
Per. Valuev X 499 073
online review sk
Loyalty x o=
online review —.242 025
F 27.907 120.008 11.812 10.036
Adjusted R 099 037 100 132
AR’ 103 039 119 145

Remark) *: 10%, **: 5%, ***. 1% significant
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[Table 5] Result of moderated regression:
Comparison between Male and Female

) Model 5 Model 6
Variables Male Fem | Male | Fem
Age
Academic Back
Income
Perceived .031 218
Value 3k
Loyalty 319 178
Online Review 245 144
Per Val x
online review
Loyalty x
online review
F 17.600 16.179 17.174 4.571
Adjusted R’ 110 127 057 016

ARZ 116 135 .060 021

) Model 7 Model 8
Variables Male Fem Male Fem
Age -.029 .058
Academic -.190 -.121
Background ok Hk
Income .097 017
Perceived -.087 .290 .018 284
Value skekk skokok
Loyalty 293 139 288 137
Online Review -.117 2171 -.155 139

kk

Per Value x 191 1.43 .055 272
online review sk sk
Loyalty x 131 -1.124 300 -.281
online review * ok
F 7510 7.322 6.192 5.217

skkok sokosk sokosk sk sk
Adjusted R’ 108 131 131 139
AR’ 125 152 160 172
Num. Sample 270 210 270 210

Remark) *: 109, **: 5%, #*x. 1% significant

3.2.3 A3z &

50| Journal of Korea Game Society 2015 Dec; 15(6): 41-54



— An Analysis of determinant on Repurchase Behavior of Game User in Chinese online game industry: moderation effect of online review —

(1), A=
2ol 7t A5 w7

Stk ool A¥E ywkew 7}

(+) ol fI% Ao

s}

ZHd a3

g]slH [Table 613 2t}

[Table 6] Summary of empirical test

Independant Result

Variables Hyp. | Total | Male | Female
Perceived Value | H1 ++ Reject ++

Loyalty H2 et +++ +
DE }?e‘:/li:&/ H3 ot - ++

On. Rev.+ H4 ++ Reject ++
ME o e ‘
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