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Abstract Focusing on the Chinese market of MSNG (Mobile Social Network Game), perceived flow and
satisfaction were designed as parameters, purchasing intention was set up as dependent variables, the
purpose of present research is to analyze the factors influencing purchase intention of the paid items
in mobile social games by studying the game and personal characteristics in terms of interoperability,
accessibility, interesting, operability, innovativeness and challenge. Data was collected by questionnaires,
Amos was employed to analyze the relationship between purchase intention and target influencing
factors. Results showed that characteristics of game and consumers of MSNG have positive effects on
the flow and satisfaction of paid items. Moreover, the flow of paid items in MSNG has a positive effect
on satisfaction; the flow and satisfaction of paid items in MSNG have a positive effect on purchase
intention. more samples and references should be involved in the further study in order to acheive an
comprehensive result on comparative study of the social and cultural characteristics between Chinese
MSNG and Korean counterpart.
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Table 1. GamesCategory of social network games
based on platform

SNS case and Production
company name

Run away(DEVSISTERS),
FarmVille(Zynga)

Sortation

PC online—based SNG

SNG based on existing mobile

MUGETA(KT, ENTAZ)
(feature phone)

Pokémon GO(Nintendo), Clash

SNG based on smart devices of Clans(Supercell)

Maplestory Mobile(Nexon

Online—Mobile Linked SNG Mobile)
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Table 2. Result of Confirmatory Factor Analysis

o1 aARAS AASRT AN At AN
eS¢ & Ark FARYS] AgE AFE

2=803.712, AGFI=0.902, GFI=0.913, IFI=0.955,
NFI=0.937, RMSEA=0.034, CFI=0.953% w&2]¢
A2 Yepgtl 3 Table 2004 2% tEAax&
0.4014, 3} Q1A A7} 0.50)14¢] gho= vyl
I AAHSFE g A QS0 HEE 2 Husl=
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Factors Item St.Est. M.E. T—Value SMC Cronbach's a

INT1 .823 .201 - 758

Interoperability INT2 723 .352 21.048 798 0.955
INT3 .832 .355 22.978 750
ACC1 .852 432 - .665

Accessibility 0.912
ACC3 .893 .183 21.322 .927
ING1 .885 211 - .855

Interesting ING2 .899 537 19.854 720 0.904
ING3 .863 462 18.338 .631
OPE1 753 477 - 722

Operability 0.838
OPE2 .901 325 20.157 .801
INN1 .827 107 - .926

Innovativeness INN2 751 372 25.237 .682 0.854
INN3 .865 .056 35.451 973
CHAL1 911 157 - .625

Challenge CHA2 .894 .057 22.542 963 0.923
CHA3 .964 .085 27.541 .984
Flowl .802 232 - 589

Flow Flow2 953 .351 16.745 768 0.875
Flow4 .881 .087 16.711 798
SAT1 .934 413 - .874
SAT2 .856 192 22.157 738

Satisfaction 0.902
SAT3 793 .358 20.262 .682
SAT4 .942 .245 35.372 .957
10P1 792 295 - .695

Intent of purchase 10P2 937 .302 17.536 735 0.911
10P3 .828 .238 19.377 788




Variable 1 2 3 4 5 6 7 8 9
1.Interoperability 0.779
2.Accessibility 2311 0.749
3.Interesting —.260 —.202 0.645
4.Operability .266 421 —.253 0.754
5.Innovativeness .359 322 —.303 .332 0.837
6.Challenge .286 .320 —.294 .387 514 0.801
7.Flow .386 431 —.209 .610 450 482 0.761
8.Satisfaction .5b2 532 —.294 525 .601 .609 .632 0.731
9.Intent of purchase .393 .359 —.265 427 573 455 .540 .601 0.719
Table 4. Hypotheses Test Result
Hypotheses Estimate S.E. CR. P—Value Result
Interoperability — Flow 0.301 0.055 5.233 HkE Accepted
Accessibility — Flow 0.225 0.047 3.798 sk Accepted
Interesting — Flow 0.189 0.053 3.125 0.002 Accepted
Operability — Flow 0.235 0.052 2.737 0.006 Accepted
Interoperability — Satisfaction 0.133 0.047 2.284 0.015 Accepted
Accessibility — Satisfaction 0.201 0.042 3.610 HHk Accepted
Interesting — Satisfaction 0.147 0.051 2.432 0.011 Accepted
Operability — Satisfaction 0.236 0.043 4.752 Hkk Accepted
Innovativeness — Flow 0.203 0.058 5.466 HkE Accepted
Challenge — Flow 0.301 0.043 6.882 HHE Accepted
Innovativeness — Satisfaction 0.147 0.046 2.934 0.009 Accepted
Challenge — Satisfaction 0.175 0.051 3.053 0.004 Accepted
Flow — Satisfaction 0.162 0.071 2.671 0.009 Accepted
Flow — Intent of purchase 0.238 0.068 2.729 0.007 Accepted
Satisfaction — intent to purchase 0.437 0.059 6.684 HHk Accepted
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