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Influence that Heuristic Type has on Word of Mouth and Behavioral

Intention in Mobile Game
- Word of Mouth as a Mediator -
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Abstract This study analyzed the outcome of 120 persons who used mobile game in order to investigate the
influence that heuristic type which affects users’ selection has on word of mouth, the influence that word of mouth
has on users’ behavioral intention and whether word of mouth will play the role of mediation between heuristic type
and behavioral intention or not. First, heuristic(representatives, adjustment) type is found to have positive(+)
influence on word of mouth (favorableness, reliance, persuasiveness). Second, while reliance word of mouth is found
to have significant influence on behavioral intention, favorableness, persuasiveness and word of mouth is not found
to have significant influence on behavioral intention. Third, heuristic (representative, adjustment) type is found to
have significant influence on behavioral intention. Fourth, only reliance, word of mouth is found to play the role
of mediation in the role of heuristic type and behavioral intention. The outcome of this study will help to understand
users’ behavioral intention selecting game in mobile game market.
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Table 1. Overall sales and growth rate of domestic
game market

PC Online Mobile Game
Game
Sales 46,464 43,301
2016
Growth rate -12.0% 24.3%
I 47,207
2017 Sales 20 48,800
Growth rate 1.6% 12.7%
2018 Sales 47,821 53,143
(E) Growth rate 1.3% 8.9%
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Fig. 1. Research model
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Table 2. Results validity and reliability analysis of
the measured variables of Heuristic Type

Factors
Variable name Adjustment Representative Factor
heuristics heuristics loading
h7 .887 142 .807
h3 .869 230 .808
h6 .821 343 TR
h5 708 .324 .59
M .307 834 790
h2 237 .808 701
ht 122 7% .647
h3 374 .765 725
Eigen value 3015 2853
Variance of% 37.682 35.668
Cronbaha’a .880 .861

KMO=3862, Bartlett test x2=476.670(df=28, p<.000)
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Table 3. Results validity and reliability analysis of
the measured variables of Word of Mouth
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7}
) Factors 59 At
UEESS Trustworthine Factor
name Favorable - Persuasive loading
e 870 BTG 51 858 Table 5. Research question 1 results
m12 865 198 282 867
- Dep Indep
m10 851 30 100 869 Ver Ver B |SE| B t P
mo 734 278 304 771 Const | 925 | .389 2381 | 019
ma 304 831 249 845 Represenial
o a1 =80 26 23 Favorat o 270 | 114 | 254 2368 020
m 301 768 389 832 e | Adustment | 331 | 121 | 292 2721 008
m 070 690 528 760 R=486, R?=.236, Adj. R*=.220
mb 248 658 584 837 F=15277, P=.000, Durbin-Watson=1.906
m7 438 281 74 869 Const 472 | 314 1504 136
m6 261 491 749 870 Representati 3 o 8 2508 014
m3 A44 405 667 806 Trustwor ve
Eigen value 3645 3567 279 thiness | Adjustment | 484 | .09 | 468 4933 000
Variance of%|  30.377 29.728 23290 R=636, R*=404, Adj. R*=3%2
Cronbaha’a 930 930 910 F= 33556, P‘O(I), Durbin-Watson=1.749
KMO=.925, Bartlet test x2=1185.042(cf=66, p<.000) Const | 713 | .289 2468 | 015
| Representall| gy | g5 | g | 32 | 000
Persuasi ve
. Adustment | 382 | .00 | 394 4235
423 PFo % BgE 2 2AFE 24 ve
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Table 4. Results validity and reliability analysis of

the measured variables of Behavioral
Intention
Variable Factor Eigen |Variance of | Cronbach’s
Factor ,
name loading value % a
1 909 826
2 859 737 2024 67.480 69
3 679 462

KMO=593, Bartlett test x2=96.537 (dff=3, p<.000)
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Table 7. Research Question 3 results

Dep Indep
o b B | sE | B t P
Const | 1158 | 2% 3914 | 000
Behavior Reprssee”tat 23 | 087 | 218| 23% | o2
al :
ntontion | Adustment | 498 | 002 | 498 | 581 | 000
R=69, R'=421, Adj. Ri=410
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Table 6. Research Question 2 result
. h h hesis 4—1, 4-2 1
Dep Indep = SE 8 . - Table 8. Research hypothesis results
Var Var
Step 2 Step 3
Const 184 22 6572 00 Model Fe?\t/i‘r)agle Behavioral Behavioral
Favorable 028 106 | 032 264 NES) Intention Intention
Behavior | Trustworthin ;
a oss 296 | 4| 310 204 | .08 Representalive | 7 4y 203(087) 174(089)
. heuristics 2368 2 XY 1956
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Table 9. Research hypothesis 4—3, 4—4 results

Step 1 Step 2 Step 3
Model T Behav!oral Behav!oral
Intention Intention
Reﬁzsnesrt‘iﬁ've 231(,09) 203(087) 158(088)
) 2508+ 2.334xx 1.791
t(Sig)
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Table 10. Research hypothesis 4—5, 4—6 results

Step 2 Step 3
Model PeSrtsiZs:ve Behavioral Behavioral
Intention Intention
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Adjusted R 415 410 424
F 36.793x++ 36.041xx 25,778+
*p<.05 #p<.01 #+p<,001
20A1 A A FEl2=E(B=.203, p<05)-‘+ ZA
Y2E(B=4R, p<00]) 5 F5H 45 2] ol
o3 gL Bk 3e7A umta ol M5 T
o] FHuel PFelwd] v Jge fol
&9k7191(B=.189, p>.001), 454 ‘TLXV\* < x4
DECIESE SECER Ol C RO P
A &= Ao = Yyehy 71 4-5 7P 462 B 7
99}
5. 4%

+ mukd AP AvtEES VNto R ok EY
o 544 B, A Alokg WA T AYE £
T o] & AY EHEF vlasiA 2, Frig
e A A 22 ol gekel 2wt 444
& 27 & Qe FHol ATHB] ol d FHoR
o) we o) wokel Aol £4, FE5 Qlov, o
A} mgk o] Apale] Fdlo] szt sh= Al gk
B 5ol B AR 29aA % etk oY 2
AA el 3 FelHel were e Bast gl F3
B} AESHA stdshe 71€°Q] FEl =87 A
ol a3k aclolH, o]¢} 7 9] H7-9 - &
Zolz} e TR AY AY P90l JFHS FE
A% nE g

oo ¥ 7= moked Aol A Felzg 3ol 7
A4 VA g3t FAGAo) ol g9 BB

e
4 fel9 4954 a5



siel Aol Felse fge] T4 L AEelmel nAE 9% — FASE vElew — 277
A, FEl28(E3, 24) 82 HAEAEYY, 7 SAES oA XEsite delth 24, & A
A, A5 (49 FEFEE 2= AoR Yty o SEAEC] FE 200 X8k 300 $Rbo] fiRits
o 4, G THEEE el oA FFE AA sk, 1009 0] 0] AR FolM R B A
S 2= How Uehtor) selgst A5 TASY o o] fARR ATl hesx) A% % Rat Ao
o AgelmEel fold 9L 24 9 Aow UB B AT A%t FaH 493 70545 P50
ok A, FElAEEE, 29) f9e BFEd  Ede) WS AFskd st glom, mi A
folE JRUe 2 Ao Uehdth WA, RS AR o8Bl A AEs: PEES o3
o] FE|28 Y 5o AN wAgES st sted ERS ATEE 7 s slolth
= Aol vhgt A3k, sl FASAE Falsg F
B AAA Y widEE kA gom 21
TAEEE 24 Fel2E K A5 BANA v REFERENCES
AL felahA e, diEy Frelag §9)

o) wA oA WiAEI} SoetA] VrEREA] @k [1] KOCCA. (2017). 2017 GAME INDUSTRY WHITE
o EE 454 FASAE FelaEng 21) £4 PAPERL Seonl® FOCCA .
[21 Y. C. Jeong. (2018). Comparison of online game and
3 Ao BAA Y mrfgEs s e AoR mobile game users,
LHEsETh http://www.dt.co.kr/contents.html?article_no=2015110602
ol gt A Aupe] AA2 AA, Eakd AYS Al 101857786001
g3l glo] EA Fels~gs 24 Felag g3 B H L Kim H S Pyo & M. J. Han. (2011). Analysis on
7)E ApgA} EE= ,\} % AR o] Q= F9 AlTE o] F o the Influences and Effects of eWOM (electronic Word of
A, A4 e W3} e A Lol dapee Mouth) of Power Blog Post as a Source of
Advertisement. The Korean Journal of Advertising and
RS T slel ERH T A FelA AlE S st Public Relations, 13(4), 315-362.
@A e Aeel=e GFE FASU, oI Z 4] S H Lee & Y. K Jeong. (2016). The effects of eWOM
e HAA WE-S ﬂﬂo} AR et AFAdo] = Characteristics on Credibility, eWOM Acceptance and
SFE YQulA o 7 AHFARE] Y ARE 483 Purchase Intentions. Journal o the Korea Contents
FsA o] molx= Ao 2 et Hovland, Janis & Association, 16(9), 545-559.
Kb OS], o5, QIO Y9, 5 3 1L DL Cok 19,020 e Sl Mo
AQOIB)241e] 71 AT st AR AE B on the Zialysis of Case Studies. Journal of the Korea
S, o= 2rkd A GeelME Hre Azl Contents Association, 15(7), 403-413.
gsoro) JIFEs Frhe AS R A ol Al [6] S.Yi & C. Park. (2015). Factors Influencing e-WOM
A HEA FE 28T 24 FElage mepkd A through SNS: Focus on China Weibo. Journal of
3 WE Lo e FYEd, o= e international area studies, 19(1), 131-156.
QIS sk fAle Az A& olgAgel 4 ) if;?;(t’bgy GIOSWW@OW el
//terms.naver.com/entry.nhn?docld= id=
O3 o Aol g BEL A8 s Heleh A e
= 3l Ark= 2le BelFE Aotk vAMORE AR (g v ¢ Hwang (2016). A Study on a Relationship between
of ik g4 &Nl 24 FEl Y FHY 3 Behavioral Intention & The Determinants of Heuristic
% AANA wjfYgES sl AoRE B ouf el and Type of Heuristics : Focus on Wine Customer. The
Ao A Are] AN} o] &xte] A A AF 1 Journal o Internet Electronic Commerce Resarch,
91 AYs BAD B3 5ol ol gAe] AInA F 1600, 2%
23 9olow Aasits AL wol=d [9l Ggetenzer,. G (2098). ‘Why heuristics work. Perspectives on
psychological science, 3(1), 20-29.
eivh A7 A AR 2ol AP R g Kk moAm & 1S Gwak Q01D Consumer
S 183 B 2aU) du AA, & AdFo A= ot decision-making from the perspective of behavioral



278

ARG AL e =B A167 A8E

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

[19]

[21]

economics. Seoul. Haghyeonsa.

J. H Kang. (2018). Study on the heuristic decision
making process according to foodservice consumers’
WOM acceptance attitude. Doctoral — dissertation.
Kyonggi University, Kyonggido.

J. F. Engel. R. J. Kegerreis & R. D. Blackwell. (1969).
Word of Mouth Communication by The Innovator.
Journal of Marketing, 33(July), 18.

R. Ohanian. (1990). Construction and Validation of a
Scale to Measure Celebrity Endorser
Expertise, Trustworthiness, and Attractiveness. Journal
of Advertising, 18, 39-52.

H S. Yun & S. W. Bae. (2011). The Effect of Sender's
and Receiver's Expertise On the Receiver's Attitude
about Word-of-Mouth: The Moderating Role of Tie
Strength. Journal of Marketing Management Research,
16(2), 83-112.

K. Y. Kim & J. H. Kang. (2016). Study on Cafe Choice
Behavior Using Extended Theory of Reasoned
Action(ETRA) and Heuristics Theory. International
Journal of Tourism and Hospitality Research, 30(1),
83-99.

B. H Lee, Y. D. Kwak & T. H. Lee. (2014). Effect of
Green Management Activities in Hotels on Brand Image
and Revisit Intention : Focused on The Moderator Effect
of Eco-Friendly Attitude of Customers. JOURNAL OF
TOURISM & LEISURE RESEARCH, 26(4), 121-137.
S.S. Mun, Y. Y. Ju & T. S. Rho. (2011). Licensing
Effect, the Consumers' Psychological Deviance. Journal
of Consumer Studies, 22(1), 219-243.

M. Fishbein & 1. Ajzen. (1975). Belief, attitude, intention
and behavior: An introduction to theory and research.
M. Fishbein & I. Ajzen. (1980). Understanding attitudes
and predicting social behaviour. Englewood Cliffs, NJ:
Prentice Hall.

M. S. Kim & N. J. Kim. (2013). A Study of a Customer's
Attitude and Behavior toward Low-Carbon Management
in Food-Service Industry. Korean Journal of Hospitality
& Tourism, 22(4), 195-216.

M S. Cho & W. S. Cho. (2010), The structural
relationship between on-line word of mouth, trust,

Perceived

acceptance of word of mouth and intention of family
restaurant visit on the Family Restaurant, Journal of
Tourism Management Research, 14(2), 181-199.

N. K Lee, G. J. Kim & G. L. Byun. (2014). A Study on
Married Women's Accepting Process of SNS WOM and
Behavioral
Restaurants: Focusing on Busan. Culinary Science &

Forming Process  of Intention ~ for

(23]

[25]

[26]

[27]

Z
A E

Hospitality Research, 20(6), 159-174.

S. H Lee & Y. K Jeong. (2016), The effects of e WOM
Characteristics on Credibility, eWOM Acceptance and
Purchase Intentions. Journal of the Korea Contents
Association, 16(9), 545-559.

S. W. Park. (2016). A Study on Theory of Planned
Behavior and Heuristic Behavioral Intention : Focused
on International and Regional Event Participants.
JOURNAL OF TOURISM & LEISURE RESEARCH,
28(12), 61-79.

S. H. Kim. (2016). Characteristics of Mobile Game
Industry and Market Environment.
http://www.futurekorea.co.kr/news/articleView.html?idx
no=34023

M. W. Riley. (1954), Communication and Persuasion:
Psychological Studies of Opinion Change. Carl 1
Hovland Irving L. Janis Harold H. Kelley, American
Sociological Review, 19(3), 356-357.

D. K Lee & T. K Na. (2016). The Effect of Source
Credihility about Online Restaurant Information on
Information Usefulness, Acceptance of e-WOM and
Behavior Intention. International Journal of Tourism and
Hospitality Research, 30(1), 261-274.

-(Kim, Jong Moo) [43]4]
<2011 99 ~ @A ¢ EEoha
71U Aol A 3he: Fulg
-Aﬂﬁﬁ:%@ﬂa;%@mq%
mtle] &3, wtolZEl=
= E-Mail : isaacb@dankook.ac.kr



