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ABSTRACT

This study aims to figure out the impact of cross—promotion strategy on flow experience
to overcome the restrictions of social network game. Social network games faces tougher
market competition and shorter product life-cycles. The results show that the less users
play games, the more they feel flow experience led by interests and self-expression of
SNG. On the contrary, the more they play games, self- expression and sense of
competition factor are proved to be effective factor for flow. Also Users’ cognition for
usefulness and annoyingness of cross— promotion are different according to level of game
uses and promotion uses. People who play games more and utilize promotion more
appreciate the usefulness of promotion and indulge in flow experience of SNG.

Keywords : Social Network Game(22 UEYA Ad), Mobile Game(ErFY AlY), Cross
Promotion(Z 22 Z2 R A) Flow (%))

Received: Jan. 05, 2015 Revised: Feb. 03, 2015 © The Korea Game Society. All rights reserved. This is an
Accepted: Feb. 05, 2015 open-access article distributed under the terms of the Creative
Corresponding Author: Yeong-Ju Lee Commons Attribution Non-Commercial License
(Seoul National University of Science and Technology) (http://creativecommons.otg/licenses/oy—-nc/3.0), which permits
E-mail: roselee @seoultech.ac.kr unrestricted non-commercial use, distribution, and reproduction in
ISSN: 1598-4540 / elSSN: 2287-8211 any medium, provided the original work is properly cited.

Journal of Korea Game Society JKGS | 89



— 2 UEYZ Ade] AR~ ZRHEMF

1. X7

sPhEES] HAR oFd wuke of FelAol A
of e Qi Ahed, mrel AYE 1
A FRI we oEddeldels @ 4 vk
20139 oIE Yol viEe] 63%6F wikel A

o] Xt glow grgo] wiE 49 107 ¢

© 2 ERTH2].
zukd Aol o]+ SNS(Social

Network Service)?] g&o] ATt & 4 Qith

A7heE Alel7leh NHNe| 2h9I(LINE)o] 2o}
A AY #5 FTAFOR A FowA AFY
AQEel 998 AAAT B AYL Z71A
o)1= 3}

=
2

2
=)
i

lo
R
>,

Job ofy
_lZi
[-'O
=)
N
rE
lo,
Y
=i
o T
Yy
o
o
X,
sl
o O
£
o2}

SNGE AHgxte] 2wl
S AHgA el % wA 9]

=
=
o

Mr

of wje oj@el 4Bl o we
8. Hol A g Al
ooin EFelold # i
7h5 91 EH9).
Sefuh, SNGE 3719 F712 o847k BF 2
S fra gl steld

ojfo] Sropxi= wilol U7l

2030 ot gt & oot oft e ¥°
o,
o
il
o
)
2
g
_O'L
Y
i
©,

2,

o
+ s\g ﬁ
4 g

8 1o
4 e

mru
o ]

off w8 2 AT kI
2 K

s
Au)
o
|

N
o

asta, B/ A% A

A 7HEALE]

SNGE Z7]e] SNSE &3l
A% SNS AQAAA Aget F4Est B,
SNSE Es) ©Hshs SNG7F BobdmA Anlt
9] F&o] wropx]aL glvH10].

ol ADAHE EA=ES Z 2R M (cross
promotion) AES &3 ALS R3] A=
th A2 ZRRAS ASE AYS e ol
ANA BAYES vhntom AAS ololels F
Agoz AFA &A1"9 AYS V&

HqIH oz FHss Hgolg) €

MU 24 glol A% A

o o
ol
ol
i
X
jaled
s
i

QL
K Ho
e

= =
= At ARavYe Fu2E
3 o]FojXaL k. I AlFAEe] AR TR

BAS S olfE FAE AN Adshe
FeRE Folm, s FE TS fEsh) 9
SHeltHI0l et AYAES] Az ZERA
Aol Teksbll AEHAS SN A FWS
Asstan Ul FaAzY olg Ase zed

F Atk olgakse] AdE F& Aviek s
7171 flsiA 4ol Aash | weliz], Az~
ZEAL A9 298 AT F A= Aol

ofell & Ayellr= mutel Aare] AR
2R 84S AT S8 ars T2y
Aol A Bl vIAE= JFS rystast vk
o ol gl miEt AR TRRAMY f

[l

5!

53], A9
$47 A7 e 40l A Bl ojme
GGL v AA Boluag Bk

1) 2 g70IA 2etd AT} A HEQT ARISNGR &2
o|0|2 ALSEICt x| RHIA(AOIEE)Q| 2IAMQI et=2
0|=/i0S 7|Ete 2 EAIZ= A le| iFE2 A4 WESRS
Ago|7| w20t

2) A2A0|C]|0] 1= UhA ZF WAL F2AM ofHE S0
S Chet LIS 71|12 AH[Rl0)A S el HARIE ©
E5te FIFUA0ME 2o|oHi12].

90 | Journal of Korea Game Society 2015 Feb; 15(1): 89-100



WA 71=

=2 =
—=

W oHENRS B
L

oN
ar

=k Ae] AA &

= Jehta Aok SNG7I

ATH21],
BYe 855 f2 ofold Fulel

AT A7} et geH22

-

o

ks

o]

=
=

el

el e} B =[13]

el

TH12].

sl

S

¢

)
kel

o

=

=

(Flow)©°]

2.1 24 HE3 Aol

— The Impacts of Usefulness and Annoyingness of Cross-Promotion on Users’ Flow Experience of Social Network Games —

e

o

iy
HE
H

BN

2.2.2 A7|1&dE

L
L

RS

I

el Atk

=
o

&g 7

NI

=

ol

A

o

oF

o
B

B
22!

o

=
=

o] 11

oy

well zpalo] 1 dsol o

feig
=

3 ds=

E

=

Apgell Al wrel A

H

o3

shal 1 PEaol

<

ﬂ
He

H

SHAl = rH24].

S

=
-

A

el oleldlEEE ®d
}_\__

S

]

Rl

=4
o

A

[e)
.

=

ol o olFS £YAY,

5’8

L

7F

1 =

o]

2]

&
=

[e)
= 7%

\

o
H

I
=

THAA 2 o

[

14 &
A9l
ghal 2 4 glrHie).

9]

23]
el

o] 2] 3l

Ag

N

EL
gl

=

S|
]

TH25]. A3

]

Ll

=

bl Azbelnt 244, )
o AL

pal

&t ZsHm A

S

7V 7

171 4ek Zakd Al
A= Anl, 24, 4

S

1,

=

RerA
1, =

[e]

o] 9
Aoz gra 7l vh 9ITH19,20].

L

o

2.2 A4 HEQ3 A S0 A

o] ot 47

Br

j
oF
4

‘mﬂ
&

)]

2

p

=

=

2]

Al
qE!

3738
of ¥Ms7r Ad) =

:
9

Al

=
o

Hpx

A

sttt 2448wk ATH7L. SNG

S

o] SNG° 44
8

3
il
=

A

ol
Journal of Korea Game Society JKGS |91

P

A} 50%©]
Q]

]

[e]

o~
T

g

foig
=

L

[<S]
-

3ol 4

A8 Al

L

pu

]_

7144l

°©

So] A

=
=

Alel™




— &4 dEAI Al 2

Al
=

ZZDMOl MJ}

2.4.2

CEE L

el

[a3
=

T ATH6].

P31 A

p
L

o] &x}2] Ao TA Rl
cf wEb AdALe]

A=

Z=RHM

2.3 HAL =&

o]-g-=kel

p
L

ERREI PARY
& 9rh26].

3T

A2

s

AdAZE X138

23

!

Tl
0
+
al
ok
=3
1]
-
3l
)
™o
® I
=
- Mm
- N
T
! M
W <
< ©
%
Mo B
= ™
21|
o "
W i
T X
. X
= '
%0 %)
— 2
o wm

3.1 AFEH

sl A
A

AT
A

SNSE &3
o}o]

Fol e}

St} 17}

A=A

ol
o
Bo
o)
B

on

oH

A

gl o] o]

3L
=

(Pop—up) Fele] #Fart vepdolh A

il

glck 3, Aele) oholgloltt A% W %

¢+

4 A5

E
il

o

AEA Awuas o)

2.4 O|8X2] 3=2A =2

A

RQ1) o]&Ake Aol g FFE w2t Al
AA(FAA, AVIEd, )]

ki3

o

AYAHEES SNG AL

FrtE Aws] ErH24l

A 2

il

0

3t

43 47+

]

ar

+

ol
yal

mz Z2eAHd

of h

=4

A4o] %A AL

el

o
o

ae

i

RQ3) ZEEA o§ 5zo| W ZzuAe
de f84 Q43 Aol AY Edol ol

AAE AFetel AYS el "ol

92| Journal of Korea Game Society 2015 Feb; 15(1): 89-100



— The Impacts of Usefulness and Annoyingness of Cross-Promotion on Users’ Flow Experience of Social Network Games —

AT Sl 22 AE =4S 98 =2
Al =30 S 289 2AFGS Farste] Wk 1540 o]
G~1E 404 olst HHE die® et 2
vkl Aldel o8 Adol sl Aok A 1UhY
F SNGE o83t &e AFEE XA tidelA
A3ttt ZAZS 20149 1149 39FE 2014

BB A o]gHE Fa Wold Y3 AR
2 [Table 113 2t} =912 ‘2uld AYL 3
WA SE2 EFA EARS =71 FHY o
B AES oA Kk AudHE Foskd
th B9l SHEIELS 7|Ee 42,1318 7
o2 AFAete] ‘mutd AYS & u o &3
7F dekeE AL sheEA WEe] oy, ‘Bl Al
S @ w FHE QAEA Xy, ‘mutd A
g o |WF GA3] g e ARE 27Hs gold
YN o, ‘Beld AYS & Fol v AY
ol b3 wA £ F 4EFgoR FASIAT

5 O
AY F1 £ 3
[e) = 1
al = T

a7b g, wak A $ug Be AEEe @
Q FEoI} A PE AG SR AT,
9 A %3 Ao AuE B3 g,

o
o f2 AY o

JJgle BEEI} AW F 4RFoE T =
stk

[Table 1] Operational Definition of Factors

Factor Measurement
When playing SNG, I recognize what

I want

When playing SNG, I am oblivious to
Flow |my surroundings

When playing SNG, I am unconscious
of the passage of time owing to
While playing SNG, I entirely indulge in it
SNG makes me excited

SNG stimulates my curiosity

Interest . . .
SNG provides me with a variety of
amusements
I could express my own individuality
. through SNG.
Self .
. |I could express my own actions
Expression

I could manage social image/present
my image through SNG

I want to get higher rank than my
friends

Sense of |I want to revenge tot my friends
Competition|who attacked me in SNG

When my friends overtake my rank,
I would play SNG to do so

Some of mobile game advertisements
are needed to me

The discount coupon and game money
provided by mobile game advertisements

Usefulness
are useful
for .
. |Some parts of mobile game
Promotion . .. .
advertisements is informative
The charged game items provided for
free by mobile game advertisements are
practical
. The mobile game advertisements on
Amoyingness . .
for SNG disturb my playing
. |Pop—up ad of SNG irritates and annoys me
Promotion .
The mobile game messages bothers me.
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[Table 2] Mean of Factors

Factor M Gulahisa
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[Table 3] T—test results of individual cognition for

SNG
Game time M T
under 1 hour 4.56
Interest over 1 hour 5.19 3432
Self' under 1 hour 3.02 3760
expression | over 1 hour 3.61
Sensg .of under 1 hour 3.82 3760w
competition | over 1 hour 4.42
*p<05  #xp<.005  #xxp<.0013)
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[Table 4] Factors of Individual Cognition affecting

Flow [Table 5] T—test results of individual cognition for
Individual Flow Promotion
Cognition 1(Beta) 2(Beta) Game time M T
Interest 181* 134 under 1 hour | 2.76 .
Self expression 30254 195% Usefulness over 1 hour 3.26 3700
Sense of competition 232 280%* . under 1 hour | 5.69 .
F 184987+ 12.199%5% Annoyingness over 1 hour 544 2.003
adj R2 208 .208

#p<.06  ##p<.005
#p<05  #xp<.005  #xxp<.001
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[Table 6] one—way ANOVA results
<over 1 hour> (A level of using Promotion)
e
1 2.118 1.02
i 1957 - ful 48.2
Usefuln |28 L L0240
ess 3 3.765 113 -
| Sense of competition . "
. 1 5.970 1.09
) o . Annoyin 7.221
[Fig. 3] Factors of Individual Cognition gness 2 5.431 1.09 s
affecting Flow 3 5.506 93
*p<.05  xxp<.005
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