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Abstract

The present study investigated fashion Instagram marketing, applying the concept of
gamification. It set out to examine the following specific issues: 1) perceptions of
flow, pleasures, dimensions of game dynamics (challenge, competition, achievement,
reward, relationships among participants, and relationships between brands and con-
sumers), and consumer responses based on frequency and involvement in exercise;
2) the effects of game dynamics dimensions on flow and pleasure; and 3) the effects
of flow and pleasure on consumer responses. An online survey was used to gather
data and the study analyzed a total of 200 responses. The results of the study were
as follows. Perception differences were found only in relation to exercise involvement.
Competition, relationships among participants, and relationships between brands and
customers positively predicted flow. Among the dimensions of game dynamics,
challenge, competition, reward, relationships among participants, and relationships
between brands and consumers positively influenced pleasure. In addition, the study
also found that pleasure and flow had positive effects on intention to participate and
brand loyalty. Meanwhile, only pleasure predicted word-of-mouth. These findings
suggest that fashion brands implementing Instagram as a marketing channel should
seek to stimulate pleasure and fun to provoke positive consumer responses. Further-
more, the findings of the study provide practical and useful insights for fashion brands
implementing Instagram marketing.

Keywords: game dynamics(#|Y TFoJfT]A), Instagram( QIAEFZE), flow(EFZ-2),
pleasure(E7+2), consumer response(4:H[} HFS

l. Introduction
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st 4 Ith(Moon & Park, 2016). o]of w2} thokst
JAAETIH vHAY F3ol 54T 2719 AAE
O uA"E 2 AL olHE Y& HES A
AY ATLET F85H= #H4]o]9l 2 (New Balance
Lifestyle Korea, 2016), 0]%& 2&0l7} @ Zz}Q] &%
= AAsh= WAlo] A= ltk(Fashionn, 2015). |
2ol Yslg Holsh wAo) ofl B7] meAEo
FHE W 1A9 A& T FoiE fEet
o, o o) BA=9} AHe WAL S} 7B
st FH7F 54T (Moon & Park, 2016). ThEZ A}
#|Ql Yo]7]19] Hdutet oIEE= & 839 7|7-5<t
A&H o2 2L uAdS AlFots YHoE Y5
ATHByun, 2017). o]AH AAEFTHZ o|-&3t ulA|
oA 7142 AH[R] BAS E7] 5] AH|A
Al JFE FofstH o]of wE BEAS SHsk=t, ol
= AY &AM olFojR= Fxo FASITHL & 5
QJIth(Kim et al., 2014; Moon & Park, 2016). o]&{3t
AL 727} 46749 Aeleh SEAQ Fol F
TR W o] /19SS @A AolslmAol4
(Gamification) H}ARO] &St Ut} Ao]w| T
o] dolgt Aol obd iRt Ao ALY 84=
= A&5to] AGSA 7= AL HTH(Kim et al,
2014). olejtt WS WY, AEE, o2 5 T
At Folo] uiA”of] HEE 1 1O W(Moon, Lee,
& Park, 2015), 7|&9] viAY A Ho} TS A Z
ol 845 o83l 48R Au]e} Fols FETt
© AolA FHEAL UAth(Kim et al, 2014). °]=
@Rt B e FAo] obd AH|AEA HefRt
Fo571E st S R oaEH IE5A
27‘1 S AArste, 7143t anA} ko] [zt B4
35 245 A 17} 7Fs5kthJeong & Lee, 2013).
E?l’, ol 1179] HoE AR stof FTAHH HE
AT EHN AB|R|A BAE o]u]| X Z5HA
QI A Al 71tk (Park, 2011).

U AAERIH o] &4 7F HE F7Hel whet
JAAEIHS 55 oHIE, WHARE AEsh= oid
BT S7bela Q= FAIZE(Lee et al., 2015), F
9] Yol7|ut ofHthA 5o] ARESHIL Sl A&A %1
AAETIH wpA" 3ol Alelu|gAolAY] gl
AEH 7202 & 4 Ut} ole AREAE] o 5715
A 710 AR, A3 & Ao, Biieet

filo

A - A -

av)3} 7he) HEEE B 4N BAS 75
4 1tH(Moon et al., 2015). T3S o] &3t S-S vt
Fog FF208 HHE FAHAE P 71U &
Qlth(Ahn, 2013).

QUAFITIUT BT ABATEL, AAETH A
870] E4ol} o8 5717} BAHE YEE So 1)
A 9ol o A7k 5 oF1 UrkKim,
2016; Kim & Han, 2016). 184 AU 4ES Zds)
o &Aoo g AFYst= JAAEITHO ulA g S
s AT A= vlEe Aotk E]E Aloju] ]
Aol dof &3t AP A5 AwE 23, T Fo%

]‘QQ A2 olAH U (Jeong & Lee, 2013) AHHE £4]
o= Aqt= ZAYHA O (Lee, Woo, Park, Lee, &
Jeong, 2014; Moon & Park, 2016), AA]| u}A o] &
&& Aolu|x] Aol o] thsf Av[A7} A Zsh= HEo
et A5H 04-_%5 ojH]siet. wEhA 2 At A

st

ll‘l

EFIolA APl A4 oA Aol dhef Al
A7k Azt AY volfus 4Ue BsIA

Fek 3 olefFt AY ol st B2 99} Z7
29 BAYS WAL, 0|5 WA} 2149 o]
AT VS FIAE A4S FH0% B 2 AT
QeI vhAE g Aelv|mAe] dolet
NS A8 45 AFAE A AEs] @

o o wld r|r r|r
w Mo B
Wi

ol
PEAE 2=t & A+ &3 &5 AAEL
B A7) vHAR deo] Al Bk
JAIStE o A9l 2o)7F kil 2t
Il. Background

1. Instagram marketing cases

draetade wAY AllE f¥steld ohew
2k A A, AAe) BAE Y SN,
hash tags)3t AP AASHA 28L B9 T 2E
52 3= §90| AthMoon & Park, 2016). ©]2]st

UAEe BT GE A FuRadd A
OMIER, SNSE Z2Y 517 oME 442 I
e %511 ot 84S Sl wIHAY dE
2 EAI5H= o|HlEo|ti(New Balance Lifestyle Korea,

2016). = WA Al A AARE A ES 2F T
RS 12 W3}t Online to Offling(020) &, &
2Rl e el &5-S AASH: WA CoR, thFdt
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76 QI2etTg vhge] AY Tholfsi Agdo] 2ulate] wkgel mX: JF

TERd JRE 2Rl AAstL, o] B3 o
kol i 1 T,‘} FE5k= ®H4]o]tk(Moon & Park,
2016). FF AX =04 Y3t o[HIEE HAXE
olE wrE3| uﬂ;ﬂ- A &2 A7} QlZARS 25t

=2 o1l = = =

oI SAEI A Eel ne e e §
> =

Ffo

= Z0] ok}, 4717k olojx WAS T8 9
o). olejdt §BL WA HAEste] NAT 7|4
| BAE SASHE A BH 0= Gk B3] Aoln)
Aol A Agotel Z78-e fust, of

8 A 75, o] 57]7} T4 A&A o] WA T} =}

mlm

jatad

f o
L
Jo
e s
_?L
HT
dJu &
ot
lﬂ
30
%
<
=}
o
=
R
o
=
&
[\
2 g
2
o,

15_)11 HARS XﬂJ—o}L a 717P EOP 74]?4 %]
3 AHRFEO] ApLA HolE f6ks A
2 513 QIth(Byun, 2017). WebA 2 o)A
x_, QAE &85 QAW nA o] tigt

ol sl 4580 ZASA: Bek

ol-m_

2, Gamification

AYe mutdol} ale oz 74N
AES Ukt Eold g @At %EE‘%(Lee
t al., 2014), A|Yo] opd A4} &ollA AYE &4
-&oh= AbEl7F Wobglol whet Ao &84T
FEo] g GAEI Q= FAloIth Alolw|x]Alo]
A(Gamification) AutA oz Afu] R AE g5l =
AES TS, AW AAES o W2 HHe =,
ol A V\i I A17F AFE A THKIm et al.,
2014). Aleju]= Aol 1Y 7]Y¥<! Bunchball(2010)
Abz Alolm Aol A& AlUolA AREEE tHgRE
7P AE Al9do] ofd B £of9] thfet &5l &&
sto] 54 52 olE°] Y= A& FoFTh Kim
et al.(2014)°] 2J5tH Alo|m||A o] -2 Aol obd
&%, 53] BAE 245t A} sk Aol AdA
/48 EASE AL g dF ZoA=00A A
b, A%, 193 ALY FolE fFske Zolth
FZ 9o A Qe AlolmE Aol EE &
OtEE AME-O] ti5etet HHtE uAY, FaL 59

O>
ool =PE7] AERE o] s, A, i,

(T FI

2R5AT

54, 719 EXE5 59 thAdet FopojlA &&=
Ath(Lee et al., 2014). AEHCR 7|PL T =&
o 23S FUA, Aoju|gA ol A o]&5t ulA
FolA 719E TRt AHAET AE2 Q1 Zofot
FHES 35t A2 SRAIBHEE AB|RReLe] &

5o] mj2 F93%t 9T SFch(Moon et al., 2015). =
2tA ol= Eﬂ}%j U ARl E 59 of&e|A o)Al
AY 845 F8ste M8 7IHoE &H[AA
Aok AL A, A9 1 1D L

Aot 71 7o) AoAgE B9 AS4 AE =

slo] FTHo7 Bt AL 7okl uAt sk
o2 QA 7]FL AHRE9 AL B A
QI A& F=st7] fIs L&A AE4 571 +
9k 9 45 Al of Seh(Kim et al., 2014). FZofl=
w2 7|do] o|& HgoZ QIAEIIHI} T2 AH
nHolE A2E vHAY AEE o]gsto] LHAE &
Haln ZH2E A7), o] &A= X&Fel T
A oS olEoul7] A8l trdrt Alolm|xA ol A
9] 71HE AR&3taL At (Moon & Park, 2016).

3. Game dynamics and Instagram marketing

A ol YE] 2(game dynamics)t= Alo]m] o]
Ko FAH gaw, FHT B 5O AY drkd s
2 9lg) sl ANkl o] gAke] Pt ey W
k2 ofujgi}. oj ol g FHolE HAR sk 7
golm(Kwon, 2015), 17+9] EA53 &5 A=79]
of ZolE ZZAFIth(Lee et al., 2014). Moon et al.
(2015 &4 wltjo]o] Ao]umA o] o] thsf A
£ s AP Aol A FEES vEFeE A
A Tl AE =, FA, 437, A, 84z A
2ot wEbd & A7 ERE 0|9 2 Al 7HA]
AY tollig A Ade A-gstarat i

1) Challenge

=he olgAe] HIHel Folg F=sh] s
E1E Foists Zolt. EIF AH|RRe] 9o it
719 2% FAT & 9o, 7Y 58S AT
3 ARe BYE A sHe =S vehd
(Kim, 2012). JIABTIH opA o= 442
g ol 83 L EUA BT 4 ik nAS
ofgtt}. ‘AAARI 7"y ARl ofgEl= Al

O

JPU o B 0
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A7) 5 HolAtel FA 878 AFse Hold Yu
24 259 24 4eE A8

oft. A2 AYE vhol7]9] QxetaY vAY a
gtk e egol that Helxtgo] st 5] Yol
2 Sfof theket HA B vld SRS AFRO
(S. A. Kim, 2017), o] AQ] tho]y A 9] &
A 89lo] 48H Ao ¥ 4 k. APAToAL
Exlo] B29o] PH9 FHFL vIAE A Wl v
Qlom(Jung & Kim, 2003; Ko, 2011; Yang & Lee,
2008), EHGE AFUHE 279 LAt W

th(Choi, 2015; Lee, 2014).

d
i
;o
-
nﬂ
| o

=)

rl

2) Competition

AAe AN el A, 44 vzges
W A FE2 FHFH 22 JujgthMoon et al.
2015). 7Rl AR &
o|E3} v, Ao TN W=AS AS 4 Qi)
o= ’é}OEVP—J 5718 A5, M2 TH9 A%
7} Et¥(Jeong & Lee, 2013). T3F FAA0] &2 0]
BAEZ ol A4S °E AuA =71 o
A|&stal Aojsie, B4 ol% 44 72T asd
o] ok 4= Atk(Song, Kim, Tenzek, & Lee, 2013).
QUAEFI Ol8AELS FolR, B, A2 4
59 B}t B 3l Bl wAA Lt
g L7, 719L upAY R4 olzle 2EE o8
sl olxt 119 AATES T APLE A
=AIZItH(Moon & Park, 2016). AAFOE AX =
A2 AAHIRE gl 4Q UiE faes
‘RUN TO BE SLOW’ Y HALS A5} =
Az AR 1 RS Aol HAE S
99 229 47 4 w2 B 52 AFsAn
ot the HolAEHL} He HAE AN U
L 29 223510 HAE T A7 BT AL AH|R}
=9 AR AYE Aol 24AZ QAEIY xA
golgtz WAlE 83 ZolH(E. Y. Kim, 2017), A
ol tolujel Ale] Aol H8E Ao B % 9
t}. Ko and Won(2016)2] A1oA= ANEE AY
o 444 gl A BT 2AL0] 2549 o

Fo uAL e wE

_,4
o
5 &

II.

3) Achievement
ARFES A7), WEAQ elo] 275 ofe

oj@st 71

U GAsHE oIy B4 T AFF 3l 2l
715 Fol et & 51 249 US| 1
G5 A=A 7]+ Aolth(Jeong & Lee, 2013). =
o] QJAEITH mHARE F714, A&2Q1 oHE
S APFo 2N oA &S S5 Aot
(Moon & Park, 2016), FoIE2 o]t A7 B
oG4S B AHUS L 2 Sl Holr12l
Jukb e Wste Byl shutleiEe] 9%
B2 siol 4410 7|2 Zolgelr, d3e] ol
2|9t HH7HS AL 4= 9L o[HIEZ(Lee, 2017), A
A doluuize] 43 247 48 AR B % 9
o} AYPALE AuE A7 AF7o] B9 A9

IFE v|R= ACFE YEFGFTHKim & Park, 2007).
Suh, Yoo, and Rho(2015)9] AFoAE= A|ES Y
o AFE =4 AAEeE SRl ¥ 2A =
A= Ae HAH

e}

4) Rewards
BARS Folthge] R4S
SIS 57|18 By, P53 XZF
S5t 497 £90) Mg nE xg
ABol} EIUE 59| BAIOE FoiAe 87E 3
A1 4 Utt(Jeong & Lee, 2013). IA = o]- &4t
of Fol 712 WAA1Y] 98] F2 94 RS o]
AT, A JAETH TARL o8 Ax
27} Ajvjeh BEHE LA & QRS ABL FIA
Z1omp Ho] =7|2 Qukst 2 Q1S Hoa Almg
o H2 g ohfnad dsuaY AYe
2017 oftjeix wholal RAbolele wetE tslel
QAAE 0], AHale] Edold Tl 2 WS 9l
sefao] g2l RSOl 2HE B 2
7| E'2 Z2A51= BA} 9hAS 2-23th(Moon, 2017).
o= AF4, Ed4 HAS ulsk= AlY toliiy]
A9 HAY 8_?_10] 4= Zo|tt. Kim and Park
(2007)> 22RJAAYL] ThFet ARG 571 FolA H
g F7F Bl F9 IdFE A= AL WAL
Kim and Kim(2016)2 oA} SAFAS] HAF g9lo]
EAZ0 FFE A= AS FEsH

_4

5) Relationship
= Aol Fofste AHEETY] Foidat A
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78 AAERTH A AY wolfd)s

A BAAE FAToEN AHEHE Eole ALE,
AAu|HojoA o]t Fuizt AL ThE ol8AE
oA 22 AE A F3E 7HAHE 4 UTHMoon
et al,, 2015). & A= AAEITIHO] vpARo] A=
Sk BA LS 48R 7HY] Ao AE, =1 719
I AH|RRe] BA Y F VA SFHO R ERFSte] Mg
Sttt AH|RE 7He] #A = FojAEo] ARUEHE
TFEot0] 359 Tl el s oEN
A=tk (Park & Chung, 2010). 9] A2 ZF2Y
ofro] HAE AL EH AHRIIEEIHESY
d EQYL Ao|tE AFPstct. & & < Wi
EQUc] 48R AAY A oHIEE AAISHS
o, Mol A4E EFY 2dstE 78 Ao A
H|AE AZHTKS. D. Kim, 2017). o] o|HlE Z o
AEo] A AFEE of AES o £ Qe 713E
R T oA A tolH A Al Froizh
7F A 847t J85 Aol & 4 QUok E3F ofHl
E FoZE 93t d"¥S Algstar F71AQ 2
A B0 AHAe] TAE gttt HolA Al

< tholUig A 2+ & BT ol Aux) 7k BA 29l
o] A8d AR & 4 Jth. AYATE HWE 2

7}, Sohn(2006) A7} %40l FFS vA= A
gEon, g AFoAs IAVE EARNE IF
£ "XE= AoZ YEMGTHKim, Ha, & Kim, 2010;
Yoo & Choe, 2009).

4. Flow, pleasure, and consumer responses

z2ow Awsl A, AAY FRAHE
W] 2} e e Al do] s B
St ATEjo]l 4] oF7| = th(Csikszentmihalyi, 1975). <, o
o] TAHZ 7H & §Z B2 A st =
otk g
2971 17 34%0] Helg FFL TIALS
%3t H} QItH(Choi, Park, & Kim, 2001; Jung & Kim,
2003; Kim & Joo, 2001; Ko, 2011). 3t 29 33
2 A&A o] &Yk FoFt JFE A= 740;
UEFATHBae & Kim, 2013; Yang & Lee, 2015). Al
FATFoA= A S22 gt o] A%
oot IS u|Ahal ¥HE 0 H(Hong, Kwon, Lee,
& Ryu, 2012; Nam, 2011), Jung and Kim(2003) ESF
2297} 7o) YL vIAE AL wET A9

o

Agdo] 4149 13

UAE g =B

-

L AAH SA%0 THS R FoI% AL
n] x| AL 9% 2 H(Jeon, 2016; Oh & Kim, 2014),
EAS2 AEH oo FAHCE Fo5t §
TS UAE= o= L}E}”E}(Lee, 2014; Lee, Kim,
& Kwahk, 2016). E3F 422 S4 w0 Sol3t o
S WX &= Ao=R WE]'}d'E}(Jung, 2013; Koh, Choi,
& An, 2015; Yoo & Choe, 2009).

A &2 Fojowmet 7] Ho]al &2 07 &Eo
FHolshe ol8x19] elgolLt ojx|g EesHe Yo
Z(Park, 2015), AH|20] AF-2 AuZHES] 2 A}
80l o A%1Q AFES B ol FHT
Th(Bhattacherjee, 2001). TEtA] 11749 2|<&3 2o
o} o] 82 71949 A71A QA 4y B He £
&, 71900 et 2u)20] A4 o] g FFIE 7
=8| AHEE Rt 5719 54 =2 A9l 7t
55 HKim & Han, 2016). Lee et al.(2016)2Q] <1-Lo]

A QIABLY A8 XS E7183% -84
o] AS WEEO] TS vlAH FIHOR A4
olgelER ojojxt g wHt. UEue WA
st HtHd 590 229l FAE8ES L SNS
£ 59 459 F7i% W 343 Bk ok
02 ARAQ SN 40122 Eg} TS
of 932 u|zth(Yang & Cho, 2000). Park and Cho
(2015)9] Ao A= JAAETH AXZ9 FE 5
T AR AT Aol Ao Fojt 9T
o)X= ACE Rt

. Methods

1. Research questions

B 7o ATEAL et g

AFEA 1. 2=t &F W= Frof
2 A9 ol Ahut 2wz} ut
S0 gt Aol PRIt

AFEA 2. AY tholHE A Zpdo] AB|Rpe] &

290 2780 D)L 3P 24
st

ATEA 3. B2 2AL0] TR, A5
Hololz, HAE S0 AL o
Fe U
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2. Sample characteristics

2 AT AL ARS 2 e a=d
0] Tk 194] o]d2 YR 20179 5€of 25
AEZAE APt Ay YHoEs &
= o] &8 A7) 7194 HEAE S °l&5HA
H 20257 5 SHol E44Asita wtE 279
A& ARAF 20075 HFEA 0| AHESHTH

AR QJIFEASHY 542 tZ3 Zoh
ZA ALY Hat AR 23.144]01H, FA4 39.0%,
ol 61.0%E Uehgch. 7ol stele st A
3ol 61.5%z 7P mekor], teh £, el A

A7-9] A7 JIABIH S o] 8=t
71748 28 ol4fo] 30.0%% 7FF Wtk I AA
Bt S Wee Wdo] 51.0%= 7 gator,
SFF Bk AAEIH HE AR 307 vlHiol
49.5%% 7P A Uetsdth. Aot & 77.0%
o] SHATE AAELH vAR ] s £ kel
ofst7] Aefl S0l ol vtal sE -+ &
oZ7b QAAskL Qe AAERIR vHAR Y] SR
Cheit 2t} ofME W82 sfAIELet 3 A4l
JAAE IR FREo=H Fo7 d=se vA
FIRED 22 AP Q= SHATE 70.0%, = A
Aol 23 ol Fo = 7 gakeH, HEE x4 A
A2l $(ForR)E shd o7t &=He TR
FHF DE =012 3FA o 62.0%= &2 Hl&
< Btk ezl wigolM uldS @4dsfor st
U olst vid 24 A5 A4l AAE TR A
7goll siATE Lot oA AMFLEA Fofrt AR
Y RB(HE 32 AL e SEARE 43.0%
2 Zute] 3o, o[EY} 9t Wlog Sux] okl
L 77t B AEHH R FolA = e 24
of ot= " RBHF 4S S0l FEAE: HAl
SEAL 1/5& HA| = 17.0%=2 73] SEA
7b 2 A9 F4Hol He ALEIHS o83t Al
g Fdoll tsl wol ARt A etk AS &
< Aok Wbo] AAEIR vl Fho] el &
FARRE A3, vhAY 7@ 107 gt Aol 24.0%,

A - ol@st 79

59 200 HoIat Aol 19.0%, 59 30 Folet A}
ol 10.0%, 99 40] Folah Algol 10%z et
ok mebd 7Y FoiEo] AxeIdS ol g
3 mpAR ] o] el 914 Aol Hle) ol A
7} gRHoR AxFS & 4 Atk

3. Measurement

A1) BE B 77t9] W] Rk A
Welo] 27Ast0] A7 BHo) 9| 4, Hekso]
FASAo8, BRe BE 54 Liken AE2 74
St} &5 WAES 275el7] AL Zaichkowsky
(1994)9] 2L Agsteih AY toles 5 =
A 2dS =43517] Y3t EF 2 2= Hoffman and
Novak(1996)3} Novak, Hoffman, and Yung(2000)2]
29578 Bxsle] 429, 24 4US 27
25te] Klimmt, Blake, Hefner, Vorderer, and Roth
(2009) 2 Vorderer, Klimmt, and Ritterfeld(2004)2]
A7 ZYETE Fxoi, 4EgoR £4 Y neldl
o] ZAst%ct. 43 AL Roh(2001)9] ZHETE
2 Aol w sl0] sEReE FANROH, X
A} 21918 Jung and Kim(2003)9] AA7to] ARRE 3E
g Ageigon], 14 Bkl dat 2L 94
QTR e 2292 27t PAslalck A A
o aul 7h0) BAlSk 71T AvA 2 B %

HOo = WA AASHT. 4HA 7F B#AE S4
e B2 E Kim(2012)9] A5 2T 4737t
Anderson and Gerbing(1992)9] A& =3t 3&%
o7 F 7E%E Akl B3 74T} AHA 7E
TAE 57571 f15t] Jeong(2004), Moon (2004)
9 Palmatier, Dant, Grewal, and Evans(2006)2] A+
s Faslol & Aol % 1EGE FAAL:
AY chol el s Aele] ZH=Tol e 2
5t7] fofA] w2 A 31AE o] &% 4% a9l
Mg AAsklh £423, I EA Y-S A9
t67llo] aRloz FEHoH, &5 802 B
e AH|RF 7HS] A, FoiR; 7ke] A, A, B
2, B, A2 ekl 7 a0 aAAAT
o] M= 531004 9298 UEbgoH, 54 6719
821 F HF 5 67.077%2 8-S Yewt 4
FH2HLE A3t Cronbach’s = .744~882F UEG
WA QmAS GEes B2o0 2489 37

I e

[¢]

1
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80 AAERTH A AY wolfd)s

TI1T Bl AL R 7 g O]t‘g
AAAF] M= 650014 8662 % LEFRIT 5
2709 2918 & W F 70.754%2] A
Elon, AFrE 8237 83602 1z d¥A
SFHSHI v BEE gl gt g RlEA AT}
7+ Q91 QQlA Ao H*%q—’;— 725004 9485 LEL
ok 225 3709 892 F HF F 77.266%2] A
HES UEHler, duke] Hes 783~.834% AT
W AEdS gkl

ﬂllo £ HHN' Fo

4. Data collection procedure and analysis

AT FolAhe Folo] @A 232 ROz Q
2B A Bf ofo] uet A9 Fojzt B
gsigion, el Aol gk et ol

e AEARY] vpAEt HojA & o] EH == A5t

Act. RS Agetrlel A A crolEia 2
of that 2u&} WS FAWSL] Aol Y-g-29] EFgA
S Y8 BAMSE 25 HALE A5, olF

4
wol7]9] =fgduizt

Aol Hiet A8 AAISHL, &

Agol 2EAte] whgo] WAL o EARsiAT

99| SIS Rol7] gIstel A Aol B AP
2 SHHEE She 279 ST B dTE
611 2k A9 25 2

IV. Results and Discussion

1. Perception differences on research variables by
exercise frequency and involvement
2% 35 olE ANE FhuHE Yok
T A, 25 #oleo] ojA= Ao/ ade] At
o] & Ao g o] SHRE -45S ST
+5 350 Higle VIR, &5 ST A
“:‘r(127“‘:11 Heydehit &5 57 B2 J(73
Hleydehoz ERE9 AEE rtests &

A= ofH <Table D3 2o 24
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H
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<Table 1> Differences in the perception of research variables by exercise frequency

Game dynamics Frequency of exercise Mean Std. t
Low 3.6850 .62334
Challenge - 975
High 3.5936 .66492
. Low 3.7402 .79520
Competition - .880
High 3.6404 .73004
: Low 3.7743 61561
Achievement - 1.660
High 3.6210 .65101
Low 3.6483 55126
Reward - —-.345
High 3.6758 .52697
. . . Low 3.8346 .61703
Relationship among participants - 375
High 3.8014 .58311
Relationship between brand and Low 3.6164 -69444 431
consumers High 3.6575 .56230 '
Low 3.2940 .81283
Flow - -.065
High 3.3014 71829
Low 3.7972 .61941
Pleasure - 309
High 3.7705 53156
Low 3.9764 .63888
Word of mouth - -.034
High 3.9795 56173
) . Low 3.4856 77750
Intention to participation - 1.045
High 3.3699 71051
Low 3.5171 .81618
Brand loyalty - -.897
High 3.6073 .59665
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2. Effects of dimensions of game dynamics on
flow and pleasure

AY telligs Zdo] Ex%0| WA= I9F=
05 3 AEAE o]&5to] £A% 23, (Table 3)°
AARE A3} o] FAH O oSt RTHF=19.367,
p<.001). & I|ARFANA ZHHF 71 th5-5AA

<Table 2> Differences in the perception of research variables by exercise involvement

Game dynamics Exercise involvement Mean Std. t
Low 3.5356 .66083 .
Challenge =3.117
High 3.8153 .57087
Low 3.5919 78069 N
Competition —2.465
High 3.8614 73486
Low 3.5897 .64235 "
Achievement -3.515
High 3.8996 .57201
Low 3.5840 .55000 .
Reward -2.330
High 3.7631 51411
Low 3.7336 .63013 N
Relationship among participants -2.505
High 3.9478 .54346
Relationship between brand and Low 3.5201 67071 937"
consumers High 3.7883 .58365 '
Consumer responses Exercise involvement Mean Std. t
Low 3.1909 81216 .
Flow -2.308
High 3.4458 70476
Low 3.7009 61522 .
Pleasure -2.508
High 3.9096 52611
Low 3.9017 .63395 .
Word of mouth -2.103
High 4.0843 56211
Low 3.3647 74790
Intention to participation -1.761
High 3.5542 75309
Low 3.4872 75751
Brand loyalty -1.423
High 3.6386 71796

T p<05, 7 p<0l1
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<Table 3> Effects of game dynamics dimensions on flow and pleasure

Dependent variable Independent variable B t F adj. R
Challenge .004 .048
Competition 208 3.016™
Achievement -.081 -1.142
Flow Reward 091 1172 19367 356
Relationship among participants 231 2,954
Relationship between brand and 301 3.803""
consumers
Challenge 214 3.390™
Competition .147 2.630"
Achievement .070 1.211
Pleasure Reward 207 304" 46.513™ 578
Relationship among participants 197 3.105™
Relationship between brand and 173 2692
consumers
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o] A7 EAZ0 3HALE FAAF IFES mA
= A2 E YEHTH(Brru=214, p<.01, Bn=.147, p<
01, Buxn=.207, p<.01, Baa@ax =197, p<.01, Baz
masssng =173, p<.01). A|Y Tho el A 2}
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3. Effects of flow and pleasure on consumer res-

ponses

E299 27180] PR AL GFS £
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(Table 4)8} Zo] EAHOZ S0+

tHF=79.558, p<.001). T3+ 3|7 8A A3} Ezor
T Lo ROt A mA|A] 2 9&‘:]’ F—qb} =1
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FBE 90 (B=r9=.605, p<.001), 1 %‘%ka
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R=420). 87184

Lol mA=

- 162 —

ﬂ.IO

Z A& &+ Utk
~E—r9} EAE0] A&4 Foro uXe= g
FS B35t Ay, BAZeRE §ol6hH(F=73.031,

42.0%%

oo
o)

&

sty d

Anz, 2299% 24 BE

A&7 Fololo] FHHOR folg FFS vHE
RO FHHTHBase=321, p<001, Bans=434,
p<001). $O1g W5el BEO9 S8 719 ArH
9 9 Aol g HITLa| BH, Z7A o] A&7 Folo]

o] o A veket.



Vol. 27, No. 2 A - ot E - o] HSH 83
<Table 4> Effects of flow and pleasures on consumer responses
Dependent variable Independent variable B t F adj. R?
Flow 115 1.902 .
Word of mouth -~ 79.558 441
Pleasure .605 9.999
Flow 321 5205
Intention to participation -~ 73.031 420
Pleasure 434 7.036
Flow 330 5.156™
Brand loyalty - 61.008 376
Pleasure 388 6.063
™ p<.001
E290 2790] HAS FAES AL JFe P BRAL L 4 Yk ok U FF ¥
AT A= SARCE FoASHATHF=61.008, p< of 7P FZol Al=H e vHA" fF017] e
001). B0t 57¢ BE HAE F45o] fo0% o Aoz AmHth B A7) A48 vY 79

Bo] ek mlA= aol T AT Bg=330, p<
001, Bzne=
h2 o] J3F ;(]—o]E H]
= vA= 03'5?]@0] t% 2 A= ey

V. Conclusion and Implication
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