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Abstract In line with the increase in consumer demand for mobile games, game companies face stiff competition.
For a more successful marketing strategy, many game companies actively adopt Cross Promotion. The Cross
Promotion marketing strategy in the mobile game is regarded as a low cost and high efficiency marketing method
because the game companies provide new experiences to game users by utilizing existing game infrastructure and
absorbing current users of game companies. Despite the advantages of Cross Promotion, there has been little practical
study on the relationship between Cross Promotion and mobile game acceptance.

Accordingly, the aim of this study was to determine the influential factors of Cross Promotion on the acceptance of
mobile games. After reviewing previous research, a structural model was established, a survey was performed and
the model was analyzed. The managerial implications are suggested along with the concluding remarks.

Keywords : Cross Promotion, Mobile game, Genre involvement, Advertising expression, Perceived Enjoyment,
Attitude toward game
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3. Research Framework

3.1 Research Model
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Hypothesis HS: Perceived enjoyment has a positive

effect (+) on attitude toward using.

3UNE 129 5U7HA] 2
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4.2 Operational Definition and Measurement
Hgo] zatglel AL B os_?oﬂﬁ Ateh= 2y
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4. An Empirical Study AEARJN AHAE E ohekst -39] 2ufd A 23
& T Qi Sy AHEAES o @ g
4.1 Data Collection ZAE E3lo] gAY EE B A oME 7 24
ATl At or mutd AYE Bol & A F=o] thste] Likert 58 HEE AFgdle] AES AA]

o AZWE PSS Fa AREA oR B san.

Table 1. Operational Definition & Measurement

Variable Operational Definition List of Measurement Source

The extent to which mobile games
Genre currently being played by users and

Relative-ness |Cross Promotion being exposed are
(GR) related

1. T have more interest when the genre of my games coincides with the one of
Cross Promotion games.

. It is ecasier to remember when the genre of my games coincides with the
one of Cross Promotion games. [25]

3. I might be going to click a particular game when its genre coincides with
the genre of my games.

4. A particular game is more attractive to me when
the genre of my games.

its genre coincides with

—

Perceived  |money, gifts, and other rewards(e.g.
Useful- ness
(PU) were perceived through  Cross

. 1 feel pleased when I am given ‘game items’ for my game by clicking
mobile game advertising provided from Cross Promotion.

The extent to which game items,|2. 1 feel pleased when I am given ‘game money’ for my game by clicking
mobile game advertising provided from Cross Promotion. [18],
level-up, power-up of characters)|3. I feel pleased when I am given ‘gifts’ for my game by clicking mobile| [20]
game advertising provided from Cross Promotion.

Promotion 4. 1 feel pleased when I am given ‘rewards (e.g. level-up, power-up of
characters)’ for my game by clicking mobile game advertising provided
from Cross Promotion.

—

Adverti-sement | Types of advertising expression 2

. It is easier to understand the contents of image advertising than the ones of]
text advertising.
. 1 have more interest in the contents of image advertising than the ones of]

Expre- form in mobile games being .
. . text advertising. 2]
ssion exposed  through Cross Promotion A . . -
. 3. Image advertising is more interesting than text advertising.
(AE) (image vs text) . .. .
4. 1 prefer watching image advertising first to text advertising.
5. I think image advertising is more attractive than text advertising.
Perceived |The extent to which players have|l. Mobile games induce one’s fun
Enjoy- an interest in mobile games after|2. Mobile games stimulate one’s curiosity [26],
ment watching Cross Promotion|3. Mobile games provides unique enjoyment. [27]
(PE) advertising 4. T feel excited when playing mobile games.
Attitude The extent to which players have 1. T have a good impression qn mobile games.
toward . . 2. T am favorable toward mobile games. [14],
attitudes toward mobile games and . . .
game accept mobile sames 3. I have positive attitude toward mobile games. [15]
(AU) P g 4. T have a sense of intimacy toward mobile games.




meld AY 22A 2R £HRY AY FEH R X o

F

4.3 Factor Analysis

TERPAN RS B B0 o ARo|A AA
d F3dE0] dF QAER Bol=AE AHEy] s
A QoA AAHG 2Rae 9d B
T2 O 2= SPSS PASW 19.00] AMEE%len &
AFEE AL FYR B2 o8, agle
slAHe A3 dE B3l 7 8919 AA gro] waL
291 9] TETAY AT ANT S A el
(Varimax) & ARSI W3 7} 9Qlo 2 Fejzl
SRR Sl Mot YK Auns] ) e
T NS A AAsknh AEEgEe aQlEA A
= [Table 2]9F 2t Al8|% &5 A3 Aitd 2904
Cronbach’s a #2 &5 0.8 0|4t 2 AlZg ukgl =5
o= et
Table 2. EFA and Reliability Analysis

Factor . Cronbach’s

Var Lt Communality a AVE

AU3 .861 778

AU2 843 718 905 0.635

AUl .802 833 ’ ’

AU4 743 832

AE4 .845 559

AE3 .838 .693

AE2 781 710 857 0.587

AEl 726 732

AES .686 516

GR3 .886 729

GR4 .869 793

GRI 850 558 849 0544

GR2 768 768

PE3 847 77

PE2 .806 799 901 0.697

PE1 137 811 : ’

PE4 .699 749

PU2 854 850

PU4 .849 867

922 0.779
PU1 810 858 o i
PU3 .699 .697

* Factor Loading value is restructured along with the related factors
GR=Genre Relativeness, PU=Perceived Usefulness,
AE=Advertisement Expression, PE= Perceived Enjoyment, AU=
Attitude toward Using

7Fs/d Aol AHS-%= Kaiser-Meyer-Olkin

]
h=

| fo
-0,

Z(Measure of Sampling Adequacy) 3k
A #0525 F3]sh= 0.889=
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Test of Sphericity)ol| 1= P-value #t©] 0.0002.2 =
7k o] EAlste] 8RliEA o] Thedk slo =
o} mpAe o2 @Rl ol AdE 4 A
W89l F5A(Communality) S 29
gk Table. 2. 9k #o] A& A2 0.5 oS
A7 A= Yeh

g B AN E JF BHYEE AFs] s
AVE #7711 213 =5 A rolth Table. 3. oA &
T W ASE gro] 070102 A% 7l @ o] o]

o, J#AF] AlFE AVE FRE 2] mjite] &

79 dolHe Wl BEEE e Ao® A dh
Table 3. Confirmatory Factor Analysis - Model 1
GR | AE PU PE AU AVE* C.R.**
GR 1 0.234 | 0.435 | 0.392 | 0.304 0.635 0.873
AE 1 0.219 | 0.314 | 0.378 0.587 0.875
PU 1 0.404 | 0.380 0.544 0.823
PE 1 0.765 0.697 0.901
AU 1 0.779 0.933

* AVE>0.5, ** C.R (Construct Reliability)>0.7

T PER1ZE-8]4) 3 AUAIY ENE) 2] Correlation
w01 0.76 oFoR - W= A e WeR sjid
T Utk webd F HEE shube] MR B S
S AZo] JA(R3A HIE, Joyful Attitude)= "85k

‘Model 2’5 =Z&skar 914 Qli4& skl

o~ =
HrE
—

9

s}

Table 4. Confirmatory Factor Analysis - Model 2

GR AE PU JA AVE* C.R.**
GR 1 0.234 | 0.435 | 0.353 0.635 0.874
AE 1 0.219 | 0.379 0.587 0.875
PU 1 0.417 0.544 0.824
JA 1 0.636 0.932
* AVE=0.5, ** C.R (Construct Reliability)>0.7
¥ ‘Model 2°¢] AVE #¥ 7/ AF=E 2

A3} Table. 4.9014 9A] ZE /)3 AlF% Zko] 0.7

B
offer AY 7IE # oldelH, ATl Awi
AVE BTt 27] wjiol] & d-e] dlojeli= i g
=8 M Aew A E

4.3 Path Analysis
Fig. 1. ol|A AAE A7de] £45 98 7+
A2 el 40l AHEE= AMOS 20.0& ©]8-5t3]
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LB ArEge RdHFE X|4= Table. 5. - Model  0.052.tF 218 A9 o} A3t ddich 2 A4
12 2tk o 4= RMSEA %M 0.049% o} A% ghow e}
Sk
Table 5. Model Fit - Model 1 wS R AAE A g iate] do
Fit Index Model Recommended Level B Aol 9E&F& e A BAs] 8 2234171
X 2 281.7 o= 0.05018Hd S5t mdE Hrs 2 At
RMSEA 0.049 < 008 A& SRMRe] 005732 UERL} AR o2 2 uf of
GFI 0.904 > 09 T os3 2dlE HrE9ch
AGH 0875 =08 3, 549% ‘Model 2°9] ZAHFE A5 Table
CFI 0.970 > 09 65} 7).
NFI 0.925 > 09
NNFI(TLI) 0.965 > 09
SEMR 0.057 = o1 Table 6. Model Fit - Model 2
Fit Index Model Recommended Level
Amosel ] 2@e] gy Bk AdH AT, 22 X 326,08
A%, FFATAS 52 o Uk Table 59 8} = . =
A P wee) B Ao v vadgs = = =
AGFI 0.859 =08
ol x= 2817, NFI=0.92509 °l% %), pan 0957 ~ 0o
NNFI=0.965(0.9 ©]’ Ofﬁ) CFI=0.970(0.9 ]’ % NFI 0.913 > 09
), GFI=0.904(0.9 °]’$ ), AGFI=0.875(0.8 ©]’¢ NNFI(TLI) 0.949 > 09
ol E YEgon, BE A %LE A7t AdrEE SRMR 0.062 = 01
SRHEKCE
x%q}x%st}x] A=Y 4?-1}7]_ )\116—]- [ﬂo]ag] FEALEY ‘Model 2’2 =4 x%z;j—g A5 B 47634_ GFI7L0] A
g} o] 2 H}E“”i g AT RN F8% FEake ArEERd 099 o X PR LR YT 1
Ho| drp} AYJAAE HolFm, o dykzQl 7 2l B ‘Model 2’9t 71| R A3Hie 2|46} v]als)
GG Prhshs Afolth FRATAFE 12RP] G ), B4 LARYE F45] A9 Model 1°9)
gk AR BAAEE Hrlete 20%, ol X Rd g§YRrt o Eoa & 5 itk
Yol HYRYo| nlsf| AR5E drf} & dHsteAE
YeERAETH39]. Table 7. Path Analysis Result - Model 1
7]%_ A3 A 45(GFI: Goodness of Fit Index)© <1 Epr— o i?th. tvalue | pvalue | Result
G stme] satdEe] RHls AR 5 9l I—elslls GR — PE Cof).zl;sem 3.156 | 0.002 | Support***
= 001]/\1 17h419] ks 7H s A oS det H2 |PU —>PE| 0267 | 3700 | 0.000 | Support***
G 19 P s A e e, 18 [Pl ol o s
2 A4 Vel GFI9] A¥ 3h-S 0.904= AYFF H5 |PE — AU| 0724 | 12085 | 0.000 | Support***
<1 098 RHEalTh <001
24 A3% A 43(AGFL Adjusted Goodness of Fit
Index)= GFI9] AHFES 23t Ao 2 QoA 14109 Table. 7. & £ ATolA AAre AT =0
e 7HAA fok & 230 AGFI=0.875% el w7 ©4 A3E vEhiar Qi Table. 5. ol A
0.8 ool weba] Aeek =291 A= ekt U 4= gl%o] AfEFe BE Ml P Fhe] 0.01 ]}
TAFE T Q A HRMSEA: Root Mean Square o9~ §-o]3k A Yelgton B oodqte] ypde 1

2
=

Error of Approximation) 7 EF¢ho] Be] dul  F AA UL FERHAA ] A2EA 43 2E-2 Fig.

U 2Akeke 7 ARE vedle AR o, gol 2
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Fig. 2. Analysis Result - Model 1

Table. 8. Path Analysis Result - Model 2

Hypf)— Path Path t-value | p-value Result
thesis coefficient
HI |GR —JA 0.143 2.098 0.036 | Support***
H2 | PU—JA 0.288 4.045 0.000 | Support***
H3 | AE — JA 0.279 4.038 0.000 | Support***
*%<0.05
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Fig. 3. Analysis Result - Model 2
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5. Conclusions and Implications
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