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ABSTRACT

One's purchase of Virtual goods that can only be used in the virtual world becomes an exciting
thing to explore further. Someone willing to exchange money in the real world for virtual goods
in online mobile games indicates the value that makes users feel satisfied from purchases made
continuously. This study aims to determine the values of virtual goods perceived by gamers and
assess their satisfaction with purchasing virtual goods. The results indicate that users who
purchased virtual goods in online mobile games fall into utilitarianism and hedonism.
Utilitarianism means being influenced by functional, emotional, and social values. Hedonism,
henceforth, refers to being influenced by functional and emotional values. Meanwhile, satisfied
owning virtual goods are only found with hedonic purchasing motivation. In addition,
perceived ease of purchase does not affect the repurchase of virtual goods. This study provides
users' perceptions of virtual goods and helps developers determine the aspects and attributes
of virtual goods that need to be considered so that users can be satisfied with their purchasing
virtual goods.

KEYWORDS: online mobile games, virtual goods, perceived values, gamers’ purchasing
motivations, customer satisfaction.
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1. INTRODUCTION

From having a physical form and being used in the real world, the Internet has created virtual
goods that can be transacted digitally with the tap of a finger on a smartphone device. Paid
virtual goods can be defined as digital goods or services traded and exchanged for real money
(Atkinson, 2009; Drennan & Keeffe, 2007; Lehdonvirta, 2009), which can be found in games
and other products such as music or graphic design. In the online game context, virtual goods
refer to virtual objects such as currency, character equipment, tools, character skins, weapons,
armor, monthly pass subscriptions, map access, or character enhancement benefits obtained and
used virtually (Hamari & Keronen, 2017). In general, virtual goods in online games affect
character appearance and function (Lehdonvirta, 2009), such as changing hero character
appearance based on ownership rarity in the multiplayer online battle arena (MOBA) or items
such as equipment that affect character status in massively multiplayer online role-playing
games (MMORPGS).

Online mobile games currently give users free access to play without purchasing the game. This
condition changes the company's revenue model by giving certain items and access to special
benefits obtained with paid purchases (Hamari et al., 2017; Holin Lin & Sun, 2011; Huang,
2012; Lehdonvirta, 2009; Shelton, 2010). Furthermore, mobile games have a revenue

! School of Business and Management, Institut Teknologi Bandung, Indonesia, zhafir.afif@sbm-itb.ac.id
2 School of Business and Management, Institut Teknologi Bandung, Indonesia, fajar.belgiawan@sbm-itb.ac.id
3 School of Business and Management, Institut Teknologi Bandung, Indonesia, abdilah_ramdani@sbm-itb.ac.id

119



Muhammad Zhafir AFIF, Prawira Fajarindra BELGIAWAN, Muhamad Abdilah RAMDANI

acquisition of 67% of the total revenue earned (Adjoe, 2021). These figures show that paid
virtual goods in mobile games online are a primary source of income for the games industry.

Most of the revenue from selling virtual goods in online mobile games comes from Asia, with
China leading the way in global markets, followed by India and Indonesia as the top three
countries (Adjoe, 2021). The number of gamers in Indonesia, which stands at 43.7 million,
further supports this high figure (BEKRAF, 2018). A study conducted by the Statista Company
(2020) revealed that the actively purchased number of online game users in Indonesia increased
from 37.2 million to 50.8 million between 2017 and 2020. Additionally, the number of mobile
game players has increased by 18.1%. This number will reach 61.9 million by 2025, bringing
the market penetration rate to 21.6%. Every mobile game user in 2017 could spend an average
of 222,495 rupiahs per year (exchange rate US Dollar 1 = IDR 14,715.30). The high number of
transactions for intangible goods that can only be used and enjoyed in the virtual game world
makes it necessary to explore further research on users' purchasing behavior.

Values received in the first purchase and subsequent purchases have different characteristics.
The subsequent purchase of virtual goods depends on the values obtained from previous
purchases. The experiences obtained from these purchases are then evaluated so that in the
subsequent purchase users buy because they want to get those values back (Hsu et al., 2014).
Meanwhile, the user evaluates all the information obtained other than the previous virtual goods
usage experience in the first purchase. In contrast, this virtual goods item is intangible, where
explained values depend on user perceptions obtained from usage (Huang, 2012; Pappas et al.,
2019; Parmentier & Rolland, 2009). Virtual goods can only be seen digitally and cannot be
touched or function in real life. Previous studies did not consider the previous experience of
using virtual goods in describing the values possessed by virtual goods in online mobile games.

A previous study by Ravoniarison & Benito (2019) explained that the desire to purchase virtual
goods in online mobile games is dependent on the experience and attributes that users get from
using the virtual goods in the game. However, their study does not describe what values are
obtained for game users from these purchases. Another study by Hsieh & Tseng (2018) and
Huang (2012) explains that the online experience strongly influences virtual goods purchase
intention. The case is related to the social interaction between users on game social network
sites. However, their study does not explain other values besides the increased social interaction
obtained from the purchase of virtual goods. This deficiency is complemented by previous
studies showing that perceived value (price, quality, emotional, and social value) influences the
purchase of virtual goods (Balakrishnan & Griffiths, 2018; Chuang, 2020; Ho & Wu, 2021a;
Hsu & Lin, 2015).

On the other hand, these studies do not take respondents who have bought virtual goods to
describe values post-experience, but general game users who play online games. Furthermore,
the studies cited above are all intent-to-purchase studies, and there are still few that compare
utilitarian or hedonic purchasing categories to virtual goods in online games. Additionally, an
assessment of purchasing is required to determine whether they are satisfied with the virtual
goods they currently own or not, as this will significantly influence their decision to make
subsequent purchases.

Not only does the current study explain the relationship between values and purchasing, but it
also divides user purchasing motivation according to the values they perceive from virtual
goods in online mobile games. Consistency in purchasing from users is critical in the gaming
industry, as the profit pattern is based on paid virtual goods. As a result, satisfaction with virtual
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goods becomes a primary criterion for determining a person's ability to engage in continuous
purchasing (Choi et al., 2008; Lee et al., 2009; Lim et al., 2016; Tandon et al., 2017).
Dissatisfaction with the purchased virtual goods causes someone to forego making a subsequent
purchase.

Users purchasing virtual goods in online mobile games regarding the relationship between
purchasing motivation distinguished from perceived values that affect user satisfaction need to
be investigated further. Therefore, this study seeks to answer two things: (1) What perceived
values distinguish users from hedonic and utilitarian purchasing motivations? (2) Are users with
utilitarian or hedonic purchasing motivations satisfied with their paid virtual goods? With the
current study, it is possible to understand users’ satisfaction with purchasing paid virtual goods,
which still needs many studies to explain behavior purchasing virtual goods in virtual worlds.
This research also provides an overview of gamers' purchasing behavior for virtual goods based
on perceived value and usefulness to online mobile game developers. It will become a concern
when developing the concept of creating and improving virtual goods based on gamers' needs.

The framework for writing this paper consists of introductions to virtual goods in online mobile
games, followed by a literature review that discusses perceived values, purchasing motivations,
and ownership satisfaction evaluation of virtual goods. The next is the methodology and data
analysis with findings and discussion of the PLS-SEM results following the structure.
Furthermore, the theoretical and managerial implications accompany the results' conclusion.
Finally, study limitations and improvements can be developed from this study.

2. LITERATURE REVIEW
2.1 Perceived value

Numerous definitions of value have been developed. For instance, some researchers have
defined value as the consumer’s overall evaluation and estimation of the product’s total
usefulness, which is focused on obtained and provided perceptions (Zeithaml, 1988). Another
theory proposes that meaning is viewed as a single dimension (cognitive-based perception) or
a composite of consumer consumption’s cognitive and emotional dimensions (Karjaluoto &
Leppéniemi, 2013). As a result, value can be defined as a trade-off between the benefits
received in exchange for customer sacrifice (Beldona et al., 2006). According to the
interpretation of the values mentioned above, the consumer perceived value describes a
measure of gain and sacrifice in the technological, functional, temporal, and spatial dimensions
of value (Heinonen, 2004).

The theory of consumption value (TCV) postulates that consumers place varying values on
goods and influence the consumer decision to select or purchase particular products (Sheth et
al., 1991). The TCV draws on various consumer behavior models and posits that various
consumption principles influence consumer preference. Consumption value expectations
include a range of consumer utility dimensions, including emotional value, price value, and
efficiency (Sheth et al., 1991; Turel et al., 2010). The TCV further suggests that these
dimensions remain independent of one another and that one’s presence defines the other, but a
change in one does not imply a comparable change in the other (Sheth et al., 1991). Price value,
for instance, has been demonstrated to influence purchasing intention in previous studies
(behavioral intention). Similarly, emotional value and price value impact willingness to pay
(WTP; Rezaei & Ghodsi, 2014; Yang et al., 2009). However, another study indicates that
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service quality produces a significantly more positive influence on online game satisfaction and
loyalty. Game satisfaction, meanwhile, produces a beneficial influence on experience value,
which comprises hedonic and utilitarian components. Furthermore, utilitarian ideals possess a
clear correlation with the perceived value meanings.

Perceived value (PERVAL) is commonly considered the most effective means for identifying
perceived value based on a consumer’s prior experiences (Chi & Kilduff, 2011). This study is
focused on Sweeney and Soutar's (2001) PERVAL, which assesses perceived importance based
on four perspectives: emotion, quality, price, and social.

2.1.1 Price value

According to a previous study, the primary aspects of perceived value consist of monetary and
economic value (Tseng & Chiang, 2013). Additionally, the utility obtained from reducing both
short- and long-term prices is outlined as a commodity’s price value (Sweeney & Soutar, 2001).
Price and overall perceived value are primarily associated with online business practices that
influence the behavioral intentions of individual users and consumers. According to Grace and
Weaven (2011), money and price represent substantially positive predictors of customers’
behavioral intentions. Furthermore, a commodity can have two primary characteristics: 1) its
perceived value by customers and 2) its price (Anderson et al., 2000). For this reason, price
represents a critical component of a marketing campaign, which is often accompanied by value.
Therefore, we hypothesize that:

H1la: Price value has a significant relationship with utilitarian purchasing motivation.
H1b: Price value has a significant relationship with hedonic purchasing motivation.

2.1.2 Quality value

When customers become willing to purchase virtual goods, quality influences and even
determines their purchase intention. In the literature, the quality value has been characterized
as “utility derived from the product’s perceived quality and expected efficiency” (Sweeney &
Soutar, 2001). Such research generally considers how this influences behavioral intentions and
satisfaction. When consumer perceptions are compared to the outcomes, however, it becomes
clear that perceived value represents a mental construct (Sanchez et al., 2006), which can be
calculated by measuring the customer’s output and quality after purchase. The final product
represents the value of the purchase and the level of expertise provided. The hypotheses formed
are:

H2a: Quality value has a significant relationship with utilitarian purchasing motivation.
H2b: Quality value has a significant relationship with hedonic purchasing motivation.

2.1.3 Social value

Individuals who use the Internet for social interaction find online games extremely appealing
(Huang & Hsieh, 2011). In this sense, social value is defined by “the utility derived from a
product’s capacity to enhance one’s self-image” (Sweeney & Soutar, 2001). Individuals are
believed to be linked by social communities or societies sharing nearly identical goals,
purposes, and interests in a fictional universe, a world where in-game characters can have
relationships and socialize with other player characters (Lo & Wen, 2010). Social interaction
represents a crucial structure that stimulates online game players to be somewhat more
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interactive and engaged, and it is crucial for the success of online game vendors (Lin & Lin,
2011). Beyond this, social interaction is particularly essential during pandemics. Since direct
contact between people is limited, online games can meet these needs. Thus, social meaning
and sociality represent important aspects of value that are believed to influence behavior. The
third hypotheses in this study are:

H3a: Social value has a significant relationship with utilitarian purchasing motivation.
H3b: Social value has a significant relationship with hedonic purchasing motivation.

2.1.4 Emotional value

Emotional value is described as “a utility derived from a product’s sensation or psychological
response” (Sweeney & Soutar, 2001) and constitutes “a type of consumer awareness intimately
connected with uncertainty and risk perception” (Grace & Weaven, 2011). The majority of
gamers choose games based on their emotional appeal. When goods or services elicit or affect
emotional responses, emotional values are gained and perceived (Karjaluoto & Leppaniemi,
2013). A subsequent positive or negative emotional meaning may be perceived, the values of
which vary according to the type of game and the customer’s initial interpretation. As a result,
emotions and thoughts heavily influence the game’s value. This study examines positive
emotions regarding the users’ purchasing motivations toward virtual goods. Furthermore, the
fourth hypotheses in this study are:

H4a: Emotional value has a significant relationship with utilitarian purchasing motivation.
H4b: Emotional value has a significant relationship with hedonic purchasing motivation.

2.2 Hedonic and utilitarian purchasing motivation

Motivation is the power that drives the behavioral change required to meet needs (Kumar &
Yadav, 2021). In the context of a product purchase, previous studies frequently categorize
motivation into 1) based on function or known as utilitarian motivation, and 2) based on
pleasure or called hedonic motivation (Jungsil Choi et al., 2020). According to Ashraf et al.
(2021), utilitarian consumers are “fixers”; utility-motivated and goal-oriented consumers
typically carry out a well-thought-out evaluation of information and evidence during the
decision-making process. Meanwhile, the hedonic consumer is a “pleasure-seeker” who
pursues fantasy, entertainment, and arousal as a consideration in their decisions. These two
conditions show the different standpoints of the consumer during the purchasing process, both
utilitarian and hedonic.

Ashraf et al. (2021) examined perceived value as a stimulus of hedonic and utilitarian
motivation using the S-O-R (Stimulus-Organism-Response) framework. Based on their in-
depth literature review, they argued that perceived value is the result of the customer’s overall
perception influencing shopping motivation. Meanwhile, according to other researchers,
hedonic and utilitarian antecedents are highly related to purchasing intention (Cruz-céardenas et
al., 2021; Kumar & Yadav, 2021). For instance, hedonic motivation positively influences
behavioral intention and is linear with utilitarianism on habit (Ashraf et al., 2021). Those
previous studies examined the direct association of hedonic and utilitarian motivation. For
instance, Santini & Araujo (2018) investigated how hedonic and utilitarian values influence
perceived value and satisfaction. Their findings indicate that they are positively significant. In
mobile online games, virtual goods are purchased to improve user in-game performance. Based
on hedonic or utilitarian motivation oriented on enjoyment and function, they will encourage
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users to increase their satisfaction with virtual goods after they get their values. Then the fifth
and sixth hypotheses are formed:

H5: Users with utilitarian motivation have a significant relationship with ownership
satisfaction when purchasing virtual goods.

H6: Users with hedonic motivation have a significant relationship with ownership satisfaction
when purchasing virtual goods.

2.3 Perceived ease of purchase

Situational factors influence purchasing decisions, including perceived ease of purchase
(Hesham et al., 2021). In the context of behavioral intention toward virtual goods in online
mobile games, perceived ease of purchase refers to understandability and ease of use.
Furthermore, perceived ease of use is defined as “the extent to which the individual believes it
would also be effort-free to have a certain system,” indicating the individual’s level of trust that
using a specific system does not require a great deal of effort (Andy et al., 2021). The free effort
represents the primary key to defining this factor as related to personal acceptance and the ease
of using the system (in technology) over another (Huseynov & Dhahak, 2020). The purchasing
context leads to easy purchases that can increase consumers’ preference for specific items if
presented visibly, and payments are easy to access (Huffman & Kahn, 1998). Therefore, the
purchasing payment process of virtual goods in the online mobile game should be
straightforward, understandable to use, and free from effort, thus enabling an individual to
complete the purchasing process more accessibly. The seventh hypothesis in this study is:

H7: Perceived ease of purchase has a significant relationship with the ownership satisfaction
of virtual goods.

2.4 Ownership satisfaction

The role of ownership satisfaction has a strong implication on purchase behavior; as such,
ownership satisfaction needs must be discussed to strengthen the results of previous research
(Homburg & Rudolph, 2001). Two measurement models can be used to ascertain consumer
satisfaction with virtual goods in online games: First, using the evaluation model, consumers
measure the overall virtual goods offered according to the performance and benefits compared
to the effort spent. Second, with the expectancy-disconfirmation model, which measures
satisfaction, the consumer compares the state he/she feels before and after using the product
(Oliver, 1980).

In theory, if customers are pleased with a product, they are more likely to make a subsequent
purchase or use it. If customers are unhappy with a product or service, they may look for other
options, such as competitors who offer the same product or an alternative variety (Bearden &
Teel, 1983; Cronin & Taylor, 1992; Oliver, 1980).

The first implication of satisfaction in online mobile games consists of increased experience in
online games (Park & Lee, 2011). In online games, users interact with other users directly or
indirectly. Furthermore, online game users see the game characters being played as possessing
better abilities or strengths than other users (functional props) or possessing a different character
appearance from others (decorative props; Lehdonvirta, 2009). When users have assessed that
a virtual product can increase their interaction, they play online games more often. In such
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cases, individuals are pleased with the utility of the digital products and may express a desire
to make the next purchase.

3. METHODOLOGY
3.1 Data collection

This research was conducted by distributing online questionnaires in August 2021. The
questionnaires were distributed using the snowballing method. Questionnaire links were given
to several students from universities in Bandung who played online mobile games and asked
them to share the questionnaire with their groups, friends playing online games, or social media.
In filling out this questionnaire, there are two questions to verify the selection of respondents
according to the criteria for the research respondents. The first question is the genre of the online
game being played and the description of the game's name. Then, the second question contains
whether the respondent has bought virtual goods or never.

From hundred ninety-four responses obtained, which meet the criteria and have been screened
for valid data, there are 321 responses finally used as data for this study. The questionnaire that
was created is divided into three sections. The first section addresses the issue of verification
and respondent selection. The following section contains a response question for each of the
research constructs. The final section contains demographic data about the respondents. To
protect the respondents’ data, each respondent is classified as anonymous.

3.2 Data analysis

Two statistical measurement methods were used in conducting data analysis: Principal
Component Analysis (PCA) and Partial Least Squares Structural Equation Modeling (PLS-
SEM). PCA is a technique for lowering the dimensionality of such datasets, boosting their
interpretability, while minimizing information loss. This is accomplished by increasing the
variance of uncorrelated variables (Jolliffe et al., 2016). The use of PCA to reduce
multicollinearity prior to PLS-SEM testing. Prior to PLS-SEM testing, PCA is used to reduce
multicollinearity. Thus, the indicators in each construct can accurately represent their respective
constructs while remaining unaffected by the indicators in the other constructs. As a result, a
new construct and hypothesis are formed.

Following that, PLS-SEM analysis was used to assess the revised PCA hypothesis. There are
several advantages in combining SEM and the PLS approach. First, PLS-SEM is not
constrained by these tight distributional assumptions; it is frequently a more viable technique
than CB-SEM (Hair et al., 2014). Another significant advantage of PLS-SEM is that it enables
formative measurements that are qualitatively distinct from reflecting measures (Hair et al.,
2014). Formatively assessed constructs are especially advantageous for research seeking to
explain and predict crucial dimensions such as competitive advantage or business success
(Albers, 2010). Additionally, the partial least squares statistical technique may accommodate a
large number of independent variables, even if they are multicollinear (Ramzan & Khan, 2010).
This study was conducted using the IBM SPSS 26 and SmartPLS 3.0.
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3.3 Measurement

To explain the seven constructs in this study, 34 measurement indicators were used (see Table
1). The indicators used in this study are based on previous research that discusses the topic of
behavioral purchasing, although the context is different from this research. The following
section will analyze these temporary structures using the method of principal component
analysis (PCA). Each question was evaluated using seven-point Likert scales ranging from one
(strongly disagree) to seven (strongly agree).

Table 1. Measurement items

Code | Items | Loadings

Functional value (Fan et al., 2012; Ho & Wu, 2012)

(AVE =0.676; CR =0.943; Cronbach’s Alpha = 0.931)

PV 1 | Virtual goods in-game online is an excellent virtual product, given the 0.823
price.

PV 2 | The prices of virtual goods in-game online are reasonable 0.801

PV 3 | The virtual goods in-game online offer value for money spent. 0.849

PV 4 | The virtual goods offered in-game online are considered affordable in 0.675
terms of price.

QV 1 | The virtual goods in-game online have an acceptable standard of 0.872
quality.

QV 2 | The virtual goods in-game online are reliable in their performance. 0.829

QV 3 | The virtual goods in-game online are good in terms of their overall 0.852
excellence

QV 4 | The virtual goods in-game online possess a degree of quality that is 0.858
satisfactory

Emotional value (Wu et al., 2008)

(AVE =0.770; CR =0.930; Cronbach’s Alpha = 0.900)

EV 1 | When | purchase virtual goods in-game, | more enjoy the game. 0.882

EV 2 | When | purchase the virtual goods in the game, | find the game more 0.905
exciting.

EV 3 | Purchasing virtual goods in a game is interesting to me. 0.894

EV 4 | Purchasing the features of virtual goods in-game here stimulates my 0.827
curiosity.

Social value (Hsieh & Tseng, 2018)

(AVE =0.777; CR =0.933; Cronbach’s Alpha = 0.904)

SV 1 | Purchasing virtual goods in-game online better enables me to form 0.895
interpersonal bonds with others.

SV 2 | Purchasing virtual goods in-game online helps me maintain my social 0.912
relationships with others.

SV 3 | Purchasing virtual goods in-game online helps me make new friends. 0.897

SV 4 | Popular game items on social network sites increasing me to purchase 0.820
virtual goods

Hedonic purchasing motivation (To et al., 2007)

(AVE =0.759; CR = 0.940; Cronbach’s Alpha = 0.919)

HM 1 | I think purchasing virtual goods makes me: Feel Fun / not fun 0.903

HM 2 | I think purchasing virtual goods makes me: Exciting/dull 0.859

HM 3 | I think purchasing virtual goods makes me: Feel Delightful / not 0.910
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Code Items Loadings
delightful

HM 4 | I think purchasing virtual goods makes me: Thrilling / not thrilling 0.759

HM 5 | | think purchasing virtual goods makes me: Enjoyable/unenjoyable 0.914

Utilitarian purchasing motivation (To et al., 2007)
(AVE = 0.690; CR = 0.918; Cronbach’s Alpha = 0.888)

UM 1 | | think purchasing virtual goods: Effective / ineffective 0.836
UM 2 | | think purchasing virtual goods: Helpful/unhelpful 0.864
UM 3 | I think purchasing virtual goods: Functional/ Not functional 0.861
UM 4 | | think purchasing virtual goods: Necessary / unnecessary 0.774
UM 5 | | think purchasing virtual goods: Practical/impractical 0.816

Perceived ease of purchase (Verkuyl et al., 2018)
(AVE =0.791; CR = 0.950; Cronbach’s Alpha =0.933)

PE 1 | It was easy to learn how to purchase virtual goods through mobile 0.874
game

PE 2 | The text information presented on the screen when purchasing the 0.933
virtual mobile game was clear

PE 3 | The text information presented on the screen when purchasing the 0.924
virtual mobile game was easy to read

PE 4 | The visual quality when purchasing the virtual mobile game was good 0.894

PE 5 | I did not have any technical problems when purchasing virtual goods or | 0.815
mobile game

Ownership satisfaction (Hsu & Lin, 2015)
(AVE =0.883; CR = 0.958; Cronbach’s Alpha =0.934)

SF 1 | Purchasing virtual goods online game makes me feel delighted 0.928
SF 2 | Purchasing virtual goods online game gives me a sense of enjoyment 0.955
SF 3 | Purchasing virtual goods online game makes me feel very contented 0.935

Source: authors’ own conception

In using this measurement construct in the questionnaire, translation is carried out from English
to Indonesian. Due to the data collection location, the primary language used is Indonesian.
Before the questionnaire was distributed, a pilot test was conducted to validate the
measurements used to test with a larger number of samples. We asked these 33 previous
respondents to evaluate the questionnaire's content, format, readability, logical incoherencies,
item sequence, and contextual relevance. The pilot test results indicated that Cronbach's alpha
was greater than 0.7 and loadings were greater than 0.5 for each construction, indicating that
each item was accepted.

4. FINDINGS AND DISCUSSION
4.1 Principal component analysis

The principal component analysis (PCA) comprises a statistical method that converts the
original variable into a smaller set of variables. There is no correlation between variables and
can represent information from the original variables (Dunteman, 1989). Applying PCA in
research determines which variables in the group possess a relationship in forming variables
(Tabachnick & Fidell, 2019). The purpose of PCA in this study is to summarize the pattern of
correlation between the observed variables (Umar, 2009).
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This study performs PCA analysis using SPSS-26 software to analyze the variables in the
created model. The Bartlett improved approach extracted customer perceived value (price,
quality, emotional, and social value) toward purchasing motivation of virtual goods (Bartlett,
1937). This method was chosen because it generates unbiased estimates of accurate factor
scores with a mean of zero and a standard deviation (Belgiawan et al., 2016). We analyze the
perceived value which consists of price value, quality value, emotional value, and social value
(Table 2). The analysis results revealed no eliminated indicators, with the lowest component
value being the quality value of three indicators with a score of 0.639, which is still included to
inform the customer value perception dimension.

Table 2. PCA result rotated component matrix perception value

Component
Code 1 ) 3
PV_2 851
PV_3 819
PV_1 814
QVv_.1 735
PV_4 122
QV_ 4 .645 .509
QV._2 641
QV_3 639
EV 2 .867
EV_1 .839
EV_3 762
EV_ 4 .648
SV 2 .887
SV_3 .861
Sv_.1 .840
SV_ 4 710

Source: authors’ own conception

In Table 2, three variables’ dimensions are formed based on the results of the PCA statistical
test. The first dimension in component model one—indicators one to four of price and quality
value—forms the same dimension. Because the number of forming indicators is the same, the
dimension is used as a new value—namely, functional value (Sheth et al., 1991). The functional
value is gained by an alternate potential for efficient, practical, or physical efficiency. An
alternative acquires functional merit by possessing useful, practical, or physical qualities. The
profile of the optional attributes calculates the available meaning (Sheth et al., 1991). Following
this, other factors can represent their respective factors. The following lists the new hypotheses
we developed for this study:

H1la: Functional value has a significant relationship with utilitarian motivation.

H1b: Functional value has a significant relationship with hedonic motivation.

H2a: Emotional value has a significant relationship with hedonic motivation.

H2b: Emotional value has a significant relationship with utilitarian motivation.

H3a: Social value has a significant relationship with utilitarian motivation.

H3b: Social value has a significant relationship with hedonic motivation.

H4: Users with utilitarian motivation have a significant relationship with ownership
satisfaction when purchasing virtual goods.
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H5: Users with hedonic motivation have a significant relationship with ownership satisfaction
when purchasing virtual goods.

H6: Perceived ease of purchase has a significant relationship with ownership satisfaction of
virtual goods.

It should be emphasized that the combination of factors also changes the numbering of
hypotheses in the previous. The numbering of hypotheses in the PLS-SEM analysis section uses
the PCA model results. Therefore, Figure 1 represents the final models for gamers purchasing
motivation and overall satisfaction with virtual goods.

Utilitarian
Purchasing
Motivation

Functional
Value

H2a

Ownership
Satisfaction
Emotional
Value

H5

Hedonic
Purchasing
Motivation

Ease of
Purchase

Figure 1. Revised conceptual framework based on PCA results
Source: authors’ own conception

4.2 Descriptive analysis

According to a descriptive statistical analysis of 321 respondents, the respondents are between
21 and 25 years old (41.51%). Meanwhile, in terms of gender, most of the filled-out
presentations were male (72.01%). The respondents are students based on the division of
occupations (72.01%). As for income, because most of the respondents are still students, most
of them have an income of no more than IDR 5,000,000 (87.11%). Furthermore, when looking
at the distribution of respondents based on online mobile games played, most of them are
MOBA genre players (24.16%), Battle Royale (18.27%), and the third largest is RTS (11.52%).
This number appears to be more than the number of respondents because the questionnaire may
choose more than one genre of online mobile games to be played.

4.3 Measurement model PLS-SEM

In measuring statistical modelling in PLS-SEM, three measurements are taken: internal
consistency, convergent validity, and discriminant validity, to state that the model is robust
(Hair et al., 2017). Internal consistency consists of Cronbach Alpha and Composite Reality
(CR) measurements of the reliability of the data used. Based on Hair et al. (2019) criteria, the
required CR value for explanatory research is 0.70 to 0.95. Based on table 1, it is found that the
CR for each factor is above 0.90. Then, for Cronbach Alpha, the value is said to have reliable
reliability and exceeds the recommended threshold if it is greater than 0.7 (Eisingerich &
Rubera, 2010). The results of statistical testing show that all constructs meet the minimum
Cronbach alpha, with the smallest value being 0.88. Therefore, it can be said with internal
consistency that the measurement used is reliable.
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Furthermore, measurements of convergent validity were carried out, which consisted of
measuring the factor loadings of each questionnaire indicator and the Average Variance
Extracted (AVE). Convergent validity aims to determine the validity of each relationship
between the indicator and its latent construct or variable. According to Awang et al. (2015), the
minimum value of the loading factor is 0.6 for established items. The factor loadings of each
indicator meet these criteria, with the lowest value at 0.675. The subsequent measurement is
AVE as the grand mean value of the squared loadings of the indicators. The minimum score
that must be achieved is greater than 0.5 (Hair 2019). From the results of the statistical testing,
the AVE value exceeds the minimum criteria, with the lowest value of 0.676. Therefore,
convergent validity meets all the criteria.

The last measurement model that was carried out was discriminant validity. According to Hair
et al. (2019), Discriminant Validity is measured based on how much it correlates with other
constructs in the theoretical model, compared to how many indicators represent only a single
construct associated with the construct. The Heterotrait-Monotrait (HTMT) value quantifies
discriminant validity in variance-based structural equation modelling (Henseler et al., 2015),
with a cutoff of HTMT 0.90. From the results of the HTMT measurement in Table 3, none of
them crossed the limit, with the most considerable value of 0.861. Therefore, the model and
measurement of the questionnaire used have met the validity and reliability criteria.

Table 3. Discriminant validity Heterotrait-Monotrait ratio (HTMT)

Variables 1 2 3 4 5 6 7
1 | Emotional Value
2 | Functional Value 0.686
3 | Hedonic Motivation 0.844 | 0.616
4 | Ownership Satisfaction 0.804 | 0.62 | 0.926
5 | Perceived Ease of Purchase | 0.728 | 0.632 | 0.763 | 0.715
6 | Social Value 0.59 | 0.564 | 0.508 | 0.508 | 0.419
7 | Utilitarian Motivation 0.722 | 0.724 | 0.708 | 0.677 | 0.673 | 0.654

Source: authors’ own conception
4.4 Structure model PLS-SEM

The next stage in the PLS-SEM modelling is to evaluate the research model. There are at least
four evaluations carried out, coefficient of determination (R?), Predictive Relevance (Q?), effect
size (f 2), and significance of path coefficients in measuring the statistical results of the tested
hypothesis. In PLS-SEM, testing is done by using the PLS-Algorithm to get the value of R? and
f 2. To get Q?, blindfolding data processing was carried out. Meanwhile, for testing the path
coefficients, bootstrapping was performed with a sub-sample of 5000, with a confidence level
of 0.05.

The first test was conducted to measure R? and Q2. According to Hair et al. (2019), the R? value
represents the amount of variance explained by endogenous latent variables in a structural
model. The structural model's latent variables explain that the greater the R? value, the better
the construct is explained. In Table 4, each construct has an R? score of more than 0.5, which
means that more than half of the mentioned variance dependent variables are explained by
independent variables in the model. Furthermore, the calculation of Q? to test prediction
relevance in the model is performed. Q? values above zero indicated that values are well
reconstructed and that the model has predictive relevance (Henseler et al., 2009). In Table 4,
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each construct has a Q? value above 0.35, which indicates that the model achieves predictive
relevance for these constructs.

Table 4. Adjusted R squared, Q squared

Variables Adjusted R Squared Q
Squared
Hedonic Shopping Motivations 0.611 0.457
Ownership Satisfaction 0.753 0.657
Utilitarian Shopping Motivations 0.568 0.387

Furthermore, measurements of the effect size (f2) were carried out to assess the relative impact
of a predictor construct on an endogenous construct. Hair et al. (2019) defined f 2 values of 0.02,
0.15, and 0.35 as indicating modest, medium, and significant effects. Table 6 shows the value
of 2 for each hypothetical relationship made. In addition, the results of the path coefficient
(Table 5) consisting of t statistic and p-value are also shown to measure the significance of the
relationship and standardized B to measure the significance values of the relationship between
independent variables in the dependent variable.

0.352%%%

Utilitarian
Purchasing |
Motivation 2

“H4

H2a
0.087%

Ownership
Satisfaction

Emotional
HI1b

0.742%%5 : o
H2b 126 0-090

Hedonie
Purchasing
Motivation

H3b

Ease of

0.040™

Purchase

#p<0,10; p**<0,05; p*#=<(,005

Figure 2. PLS-SEM model results
Source: authors’ own conception

Table 5. Path coefficient

. . . p- 2
Hypothesis/Relationship B t value f Supported

H1a Func_tlol_lal Value — Utilitarian 0352 | 6.902 0 0.157 Yes
Motivation

H1p | Functional Value — Hedonic 014 | 2734 | 0006 |0027| Yes
Motivation

Hoa | Emotional Value — Utilitarian 0286 | 4886 | 0 |0101| Yes
Motivation

Hop | Emotional Value — Hedonic 0662 | 14122 0 |0604| Yes
Motivation
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; ; ; p- 2
Hypothesis/Relationship B t value f Supported

Social Value — Ultilitarian
H3a Purchasing Motivation 0.254 | 4.677 0 0.099 Yes
Social Value — Hedonic
H3b Purchasing Motivation 0.04 | 0.833 | 0.405 | 0.003 No
Utilitarian Purchasing Motivation
— Ownership Satisfaction
Hedonic Purchasing Motivation —
Ownership Satisfaction

Perceived Ease of Purchase —

H6 Ownership Satisfaction 0.09 | 1.577 | 0.115 | 0.015 No

H4 0.087 | 1.883 | 0.06 |0.016 No

HS 0.742 | 14.331 0 0.959 Yes

Source: the authors

The path coefficient results indicated the relationship between functional value and users’
purchasing motivation. For users with utilitarian purchasing motivation, there is a significant
relationship with the functional value (H1a: p = 0.352, t = 6.902, f2= 0.157, p-value = 0.00).
Meanwhile, users with a hedonic purchasing motivation also demonstrated a significant
relationship with the stimulus functional value in virtual goods (H1b: p = 0.140, t = 2.734, {*=
0.027, p-value = 0.006). Regarding the next result for emotional value in virtual goods, a
significant relationship was found for users with utilitarian purchasing motivation (H2a: p =
0.286, t = 4.886, f> = 0.101, p-value = 0.000) and hedonic purchasing motivation (H2b: B =
0.662, t=14.112, 2= 0.604, p-value = 0.000). Regarding social value, a significant relationship
for users with utilitarian purchasing motivation (H3a: p = 0.254, t = 4.677, t2= 0.099, p-value
= 0.000). Meanwhile, users with hedonic purchasing motivation demonstrated that there is no
significant relationship with the social value stimulus in virtual goods (H3b: p=0.04, t=0.833,
2=0.003, p-value = 0.405).

Users who have purchased virtual goods in online mobile games, which in this study belong to
the in-app purchasing category, are divided into two categories, hedonic and utilitarian
purchasing motivation. This difference is based on the user’s perception of the use-value of
virtual goods in the past experienced purchasing. Users with utilitarian motivation value
perception towards virtual goods can provide functional, emotional, and social uses. Otherwise,
users with hedonic motivations perceive virtual goods to function functionally and emotionally.
From the results of this modelling, the differentiator that significantly distinguishes hedonic
and utilitarian users is social value. Although functionally and emotionally significant values
affect utilitarian and hedonic users for purchasing motivations, the significance level of the
influence of values on each user can be seen in the difference with the standardized 3 value.

Functional values have more influence on users with utilitarian purchasing motivations (p=
0.352) compared to users with hedonic purchasing motivations (=0.140). On the other hand,
emotional values have more influence on users of hedonic purchasing motivations (f=0.662)
compared to utilitarian purchasing motivations (= 0.087). The difference in the significant
value of this effect also distinguishes the values that affect the purchasing motivations of
utilitarian and hedonic users.

For online mobile game users driven by utilitarian motivation, their perception of virtual goods
is influenced by functional, emotional, and social values. Increasing the beneficial perception
of functional value (price and quality) means that this value leads to the price and quality of the
virtual goods offered to be equal to the money spent by the user (value for money) and the
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virtual goods quality meeting the minimum performance standards of the game characters being
played. These results support previous research, which states that utilitarian motivation users
of the multiplayer online battle arena (MOBA) game purchase virtual goods to accelerate
character progress, perform main functions in the game with features or items, and pay to keep
playing (functional value; Marder et al., 2019). Furthermore, previous research has explained
that users with utilitarian motivation are stimulated by attributes of goods that prioritize optimal
cost, convenience, and accessibility (functional value; Qing & Haiying, 2021).

For utilitarian motivation, these emotional values are influential because there is a correlation
between purchasing virtual goods, helping them improve the progress of the characters in the
game, and indirectly making them more enjoyable and exciting about the online mobile games
they play. However, utilitarian users consider virtual goods to provide values as items that
increase character abilities or assist users in solving obstacles in games (Lehdonvirta, 2009).

Furthermore, social values that lead to virtual goods can create social interactions that
encourage online game users to interact more and engage with actors (users and virtual users).
Meanwhile, the perception of virtual goods as beneficial media (for socialization with actors)
will trigger users to repurchase virtual goods. Isomursu et al. (2007) stated that enjoyment and
other pleasurable emotions could be formed through social interaction between online mobile
game users. It encompasses a range of communication media, most notably the interactivity of
entertainment content (Davis, 2010). Social values subsequently influence purchase intentions
for utilitarian motivations by assigning a social value to interactions with like-minded users,
resulting in group affiliations (Chiu et al., 2014).

For users with hedonic motivation, their perception of virtual goods provides values in the form
of functional and emotional values. However, the influence of functional values is more
influential on users with utilitarian purchasing motivations than on hedonic purchasing
motivations. Although hedonic users perceive virtual goods purchases as increasing enjoyment
and emotional satisfaction, they still perceive that virtual goods also have functional value by
impacting the progress of their characters in the game (Lehdonvirta, 2009). At the same time,
considering the price and quality of the virtual goods purchases made, in the sense that the
virtual goods they buy are considered to be under the quality of the virtual goods received.

Furthermore, users' hedonic purchasing motivations want increased enjoyment (emotional
value) from the virtual goods. In this case, the previous condition consists of the feelings that
all other players can obtain. However, users can add more enjoyment conditions by purchasing
certain virtual goods. Furthermore, virtual goods can also add more excitement to online mobile
games than other players. The results of this study strengthen the research conducted by Shi et
al. (2016), which relates the emotional value stimulus to the behavioral intention response. For
instance, in the online mobile game Pokémon-Go, Thongmak (2020) stated that emotional and
functional values represent crucial stimuli shaping behavioral intention.

The subsequent analysis of the model concerned the relationship between users' hedonic and
utilitarian purchasing motivation toward ownership satisfaction of virtual goods. The results
indicate that the significance of the relationship between ownership satisfaction paid virtual
goods is not significant for users with utilitarian purchasing motivation (H4: = 0.087, t =
1.883, 2 = 0.016, p-value = 0.060), while for hedonic motivation there is a significant
relationship to ownership satisfaction (H5: p=0.742, t = 14.331, 2= 0.959, p-value = 0.000).
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This study corroborates the study findings of Marder et al. (2019) that classified purchasers of
non-functional virtual goods in free-to-play games into utilitarian, social, and hedonic
motivations, with additional subcategories for the item or dominant payment. The current study
explains that although perceived values influence purchase motivation from purchases, only
users with hedonic purchasing motivations affect the satisfaction of ownership of paid virtual
goods. This study resembles previous digital studies, which indicated that customer experiences
such as pleasure and value could influence the purchase intention of users of hedonic motivation
(Akram et al., 2021; To et al., 2007).

This result demonstrates that the virtual goods sales model, primarily concerned with
influencing users' emotions rather than with functional use in games, affects user purchase
satisfaction. This level of satisfaction with paid virtual goods results from an evaluation of the
process of purchasing and using virtual goods in online mobile games. Satisfaction with the
virtual goods experience affects the user's decision to continue purchasing and playing. This
study reinforces previous research on digital ownership satisfaction, an important indicator in
user decisions to continue purchases (Pee et al., 2018; Trivedi & Yadav, 2020). Similarly,
previous research also stated that hedonic and utilitarian motivated purchasing influence
ownership satisfaction (Herpen et al., 2002; Hsiao et al., 2016) regarding spending on digital
products. The digital products relate to virtual goods in the game context, so our results support
previous research. The final analysis concerns the relationship between perceived ease of
purchase and ownership satisfaction of virtual goods. The findings indicate that the perceived
ease of purchase has no significant effect on owner satisfaction. (H6: B = 0.090, t = 1.577, 2
=0.015, p-value = 0.115). The insignificance of the ease of purchasing shows that the ease of
flow of virtual goods transactions with real money is not a consideration for evaluation
satisfaction for purchasing virtual goods. This result explains that users are motivated to
purchase virtual goods more for the experience and values given to users and characters in the
game, not from payment operations that satisfy users.

5. CONCLUSION

The study's findings include perceptions of the value contained in virtual goods and categories
of user motivation to purchase. Users who purchase virtual goods in online mobile games can
be classified as hedonic or utilitarian, with the distinction being the perceived values associated
with post-experience virtual goods purchases. Users motivated by utilitarian values are
influenced by the functional value (quality and price), emotional value, and social value.
Meanwhile, the functional and emotional values stimulate users' hedonic purchasing
motivation. Moreover, only users who engage in hedonic purchasing are satisfied with the
virtual goods they receive. Additionally, the technical ease of purchase does not affect users'
satisfaction when purchasing virtual goods. However, satisfaction occurs due to the user's
emotional response to the online mobile game being played, influenced by the perceived values
of virtual goods and purchases.

5.1 Theoretical implications

Previous studies have explained that online games' purchase of virtual goods is influenced by
perceived values (price, quality, social, and hedonic) (Balakrishnan & Griffiths, 2018; Chuang,
2020; Ho & Wu; Hsu & Lin, 2015). This study seeks to further assess perceived values by
dividing virtual goods values based on hedonic or utilitarian purchasing motivations, which
previous studies have not explored. So that we get a clearer picture of the user's characteristics
and what values influence him to be satisfied with purchasing virtual goods. Furthermore, this
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study describes the virtual goods values by considering users who have already purchased them.
Virtual goods include intangible goods so that in describing values, post-experience is needed
both in terms of use and purchase. Thus, the results theoretically describe values more precisely
because it assesses users who have received the post-experience.

5.2 Managerial implications

The recommendations from this study can be divided into two categories: users with utilitarian
and hedonic purchasing motivations to intend their satisfaction towards virtual goods in online
mobile games. For users driven by utilitarian motivation, game developers are recommended
to create virtual goods to increase user competitiveness with players who have played longer or
help increase game progress quickly. Additionally, developers could host promotional events
where users can obtain free items or a gratuity discount in the game by inviting friends who
have not played in a long time or by adding new friends (social value). It can be complemented
by providing in-game items with minimal designs and prices that are easier to reach, but possess
almost the same functions. For example, this can include character rarity skins ranging from
regular to rare, and ranking in-game functions according to ability (functional value).

Meanwhile, for users driven by hedonic motivation, we recommend that online mobile game
developers design virtual goods in such a way as to increase the fun and excitement experienced
by players in the game, such as by making the game items more personal. Emotional value can
also be obtained by making items aesthetically attractive in the game and having meaning when
the condition of players and characters is growing. Different experiences with users who do not
purchase virtual goods are crucial for hedonic purchasing motivations. Therefore, developers
are recommended to provide in-game items that can increase enjoyment compared to users who
do not possess these items. For example, this can be achieved by holding a limited game item
event featuring rare virtual goods that can only be purchased at that time.

6. LIMITATIONS AND FURTHER RESEARCH

This study has some limitations, and further research is needed to develop theory and results.
First, this study only describes the general values of virtual goods purchases. Meanwhile, virtual
goods can be perceived based on experience from previous purchases and uses. Further research
can add in-game experience from purchasing virtual goods, such as the experience obtained in
the virtual world after purchasing virtual goods. Second, this study discusses the purchasing
behavior of online mobile game users in general, not specific game genres. Further research
can use the model in this study to be explicitly discussed in certain genre games or on specific
playing devices. Finally, this study discusses things that affect satisfaction based on internal
evaluations from users and input from perceived experiences in buying and using virtual goods
in online mobile games. Further studies can expand the topic of this study by analyzing input
from the external environment or the influence of outside information that affects a user's
purchasing behavior towards virtual goods.
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