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Abstract Yy

With the exponential spread of Mobile phones, the Mobile social @
(hereafter "MSNG'™) market is rapidly growing. MSNG S ice provide enjoy an
enormous success of fast spreading market growth of% hile th e to endure

e

game

the short product life of its service. Recently, the sage le less than three
months, and it is getting shortened. Managers ha h rve |t while investing
on the marketing to fuel the market penetration. tudy t |nd the attributes to

continue the MSNGs considering the diﬁerelQums of, opponents (i.e., machine,
individual player, and group players). Re ased on t 8 respondents present the

efficacy of different attributes for th ent opponent settings. Managerial
implication and the future research @ave ssed.

Keywords: Mobile soci%@x ga{n@ttributes to continues, forms of game

opponents Q
1. Introduction, < S

Due to an |n \ smal €3 usage, the number of customers who play mobile
games is grow partlcular G(Social Network Game), which is linked to Social

Network S ,1sin Ilght
SNG is a cronym omal Network Game.” It is a form of online game which
connects users of Social Network Services, including Facebook, Twitter, and

Kakaotalk [1]

Recently, Wi@ spread of Smartphones, mobile social network games (hereafter,
MSNGs) béen widely accepted by all generations, and take up the spare time of
smartp ers. Considering that the smartphone converges information and
telec ication technology together, MSNGs is a promising service sector with rapid

l@rowth [2].
%e market scale of MSNGs rapidly develops across the globe. Total world market
vollme was estimated at $99.6 billion in 2016, and personal screen took up 23.7% of the
market share [3]. According to the market forecast for MSNGs, it will expand to $6.7
billion in the Korean market alone [4].

Compared with existing PC games or online games, SNG has an advantage in that the
users enjoy the games with family or friends, not with unknown strangers. Online games
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pose greater risk of side effects, as it connects users with strangers [2]. While the fast
proliferation has been regarded as the advantage of MSNGs, its short product life cycle
(hereafter, PLC) with rapid maturity and decline is unfavorable to MSNGs service
providers[4]. Recent studies insist that the average length of usage for MSNGs is less than
three months and its short PLC is on the rise as risk factors to MSNGs managers [5].

This study intends to identify the attributes to continue the MSNGs. Specifically, we
focus on the forms of game opponents. While the opponents of conventional arcade
games were the machines, game users can nowadays play with other human players.
Moreover they can enjoy the group battle. We assume that the different types of
opponents can affect the attributes to continue and build three experimental groups (i.e.,
individual player vs. machine, individual player vs. individual player, group player vs.
group player) in order to compare the mean differences among the groups.

We build the constructs based on the study of the Korea Creative Content Agency
(KOCCA). They conducted series of in-depth interviews to build the schema of d abase.
for contents business and the game industry was the one of the main sectors Inv
managers of MSNGs recommended interesting factors of the contents, g? ¥ the
MSNGs, social supports, and technical supports for the game users t the
MSNGs [6]. So we plan to conduct a survey with hlgh chodl and unjrersi dents as
the research population to verify the empirical evidences. types e opponents
and users characteristics have been considered to.heNthe modera riables in this
study. We hope to find the different patterns of @ (s to w the MSNGs and
deliver the managerial implication to the MSNGs serwiCe provid

2. Literature Review Q \6
2.1. Mobile Social Network Game (@G \®

Requests for research on th e soci rk services (SNSs) has been widely
proposed [7]. When online s are dr ed through the SNSs (including linked
distribution with SNSs), e games ed as SNGs. MSNG is accepted as a name
of social games and %e y referre s a web-based, simple repeated game that is

played with the u dont lationships formed from the SNS [4]. The business
nIme advertisement and item sales. Therefore, the
|dIy ex ts user network and maX|m|ze the usages of game

mangers haye
participanti g
essential to stistaining t

2.2. Attributes t and Continue the Msngs

Game seryiceSsproviders continue to invest to find the attributes to be selected by the
customer.\ﬁéasidering short PLC of MSNGs, the factors to maintain the usages are
essenti . To introduce a numerous MSNGs, two critical factors should be the in the
care y entertainment services delivery systems. Fun factor of the games and
@@

ss of the game content have been identified as the previous advantages of

s [9-10]. For the usage of traditional games, the enjoyment factor is the main issue

for the participants of the games [11]. But, the usefulness should be engraved in the mind

of each customer, when users pursue the advantages from the content of services delivery
systems [12-13].

Most MSNGs deliver the games that provide services based mainly on fun factor and
usefulness. So the MSNGs developers consider enjoyable tasks, and providing players
with fun and entertainment [14-15]. To give the customer the perception of usefulness,
MSNGs should be linked to SNS(Social network services). SNS gives the game
participants the connection with the other players and social support from them. So the
game users experience the extinction of the relationships with other people and

Copyright © 2016 SERSC 412



International Journal of Multimedia and Ubiquitous Engineering
Vol.11, No.12 (2016)

communication in virtual reality [7]. Existing studies try to identify the degrees of
usefulness and enjoyment perceived by the game users in the different contexts [16].

3. Research Model

Existing studies on MSNGs largely concern with gamer’s personal traits [17] and his or
her behaviours [18]. Game players use SNG to pursue fun. Additionally, some users love
to compete with other game players, and the others want to achieve more by challenging
themselves to master the game or to get a higher level. Immerging MSNGs, users are
absorbed in a fantasy world, and identify themselves with another game character.
Sometimes game players of SNG enjoy the interaction with other game participants [17].

Moreover, Korea Creative Content Agency (hereafter ‘KOCCA’), with data gathered
from interviews with entrepreneurs of mobile game business, proposes content
entertainment elements, reward, social support, and technical support as b |Id|ng
components of a mobile game [19].

The model of this study is basically based on the elements of KOCCA. Fir
game report of ARC Group asserts that plot or theme is important in

gamers. Also, it stresses that “appearance” of a game, incgding col

ile
attract
, sound,
graphic, animation and graphic elements, poses critical 1 ces on > continued
use of the game content.

According to ‘White book on Korean game blis et by CCA, responses
showed that “favorite character” and “storyline” portan 00sing mobile game
than in other game platforms; thus game cha rs and st re important factors to be
considered in the making of a game. @ xn

Hypothesis 1. Perception of content mmen@ ts will differ depending on
mobile game playing types and grou \

Second, “reward” in game ref a proper \U n of an online game to user when
he or she has completed a ctlon Iso” includes cases in which the enemy
perishes by the attack of user he power\ r’s character strengthens when he or she

immerse himself i e.
Hypothesis 2. ion o{@e rd will differ depending on mobile game playing

reaches a certain goal.
A fitting reward in §@game co omote effective interaction, making the player

Third, i 0sing r@mobile game to play, studies have shown that factors

i nd a sense of accomplishment influence user intent to use
and continue to use me. Also, challenge elements were one of the most important
factors in mobil s. According to a survey taken by developers of mobile games,
social support,&nge, interaction, recognition, and a sense of accomplishment were

importantfactorsin mobile game.
Hypo % Perception of social support will differ depending on mobile game
playi @s and groups.
, a study by KOCCA showed that accessibility, handy control, the volume of
@ contents and network overload were important factors in technological support of
le game developers [9].

Generally, system quality is an extent to which the user can use the system efficiently
and steadily. It explains the operational efficiency of Information Systems. While system
guality has been studied as a success factor of information systems, such outcome is the
result of technological factors, which includes turnaround time, currency, accuracy,
response time, system flexibility, reliability, and completeness. And accessibility means
that anyone could easily access media and use the contents. Conditions that facilitate
mobile game use of players are referred to as technological support.

Considering Group to Group play type is in the situation of limited space with
numerous participants who want a relatively simple purpose, accessibility and loads for
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game and network would not be so burdensome than that of Person to Person game or
Person to Machine play type

Hypothesis 4. Perception of technical support will differ depending on mobile game
playing types and groups.

Here we tried to analyze the difference of perception depending on mobile game
playing types and groups by extending from the existing study (KOCCA, 2015). This
study aims to illustrate the differences in factors of mobile game depending on game
playing types and groups with what we found about factors of content entertainment
elements, reward, social support, technical support in mobile games.

4. Research Methodology

We intend to compare the mean differences among the groups based on two factors.
We consider the level of freedom as the first control variable, and collect the da from0
high school students (lower freedom group) and university students (upper, f[r%s@m
group). Additionally, we hypothesize the differences among the forms
opponents, and build three types of surveys.

Constructs and the measurements are anchored on the res
According to the report from the KOCCA (2015), pract
necessary dimensions(i.e., interesting factors of the s,“re the MSNGs,

social supports, and technical supports) to develop@ ful g®

[ laying type: Q .\6

Person to ﬁ\s ine
Person t
Group % oup
4
Cont %‘utertainment,
Select R@
factc@ anl support,

ecMnical support

T

O gh school students
@ ollege students

|gure 1. The Proposed Research Model

We c\#&d the 677 responses, and plan to apply the ANOVA to compare the

dn‘ferer’i ong the groups.
Opulation of this study is users who play mobile game continuously. Individual
y uestlon was posed based on the existing literature, and the data were gathered by
y In this process, we retrieved a total of 678 surveys. Excluding 10 inappropriate
responses we carried out the analysis with 668 surveys.

Table 1 is the summary of attributes of descriptive statistics of the responses. The
results showed that male users are 74.0% and female users 26.0%. The age group from 16
to 20 were most frequent users, with 58.1%. For academic background, high school
students and college students were 50.0%, respectively. For “Hours of smartphone use,”
more than 5 hours was the most frequent response, with 22.5%. For “Hours of mobile
game use” less than 30 minutes was the most frequent response, with 64.2%.
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Table 1. Respondent’s Information in the Main Survey (n= 668)

D 0 eque Perce D 0 eque Pe
Male 494 74.0 10~15 4 0.6
"
Female 174 26.0 16~20 388 58.1
High School | 55, 50,00 Ak 2125 197 295
Acade Student
=Eeelligel  College N

ot 334 50.0 26~30 79 11.8

Less than 1 Less than 30
e 65 9.7 . 429 64.2
1~2 hours 112 16.8 Slminutesto 1) 4,y 16.6

hour o~ I8

2~3 hours 145 21, 7| Py 1 hour ~1 hour | g N
0 0 . 30 minutes

e 0 4 Thours 6,
Q1| 3~4 hours 133 19.9 . \mimtesa 0 33
p4

s

4~5 hours 63 9.4 h%j“{‘\/ﬁ7 7.0
More thans | 150 225 TOAV 668 100.0
; ‘O
5. Results
It has been shown that there |s nlng erence between the perception of

mobile game playing types oups. o
According to the analysis content ment elements (p = 0.007), reward (p =
chinical support (p = 0.024) were the factors

0.034), social support ( .001), a
which assumed to mf he dl% And all hypotheses were supported,;

esults of Analysis

content entertainment elementa upport echnological support, depending on

|
Factors Pliytype |  <tudents  Mean S F Post-hoc
\ deviation analysis

high school |3.594| 1.044

@ college 3.421| 0.906

ContenM:Rerson to |@ highschool |3.760|  0.819 3.226 5> ®
. - >
entertaw@t Person @ college 3.461] 0.806 (p=0.007)

4@: Group to |® highschool |3.600  1.098

Group ® college 3.263| 0.881

Machine |5y college (3871 0773

2.437 ©>©
Reward | personto (@ high school [3.848|  0.772 (p = 0.034) /
Person 1@ college  |3.714|  0.769 ©@>®

Groupto [® high school |{3.788| 1.057
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Group | college 3.490| 0.968

Machine |5 college  [3.357| 1.025 D <06
. /
Social Person to |@ high school |3.963| 0.900 4.381
t | p =0001) |®> @ @ ©
suppor erson @y college  |3564| 0861 | (P=0.001) /
Group to ® high school |3.815| 1.166 ® > ®
Group ® college 3.481| 0.988

Machine @ college 3.768| 0.877
. >
Technical | Personto [@ highschool |3.851) 0.875 2.605 ® %
support Person @ college 3.721| 0.851 (p =0.024) @
Group to ® h|gh SChOOI 3.619 1.073 q % * </O
Group &) college 3402 0923 ("\\ \N
ment DM
If we look closer, the importance of content entérteinment ebQ ts recorded a higher
average in the high school students group @in the, e students group. Game
Playing type showed, from the highest a rson to Pc( , Person to Machine, and
Group to Group. In the case of Person n, or Persaon to Machine, the game focuses
on challenging the task with various ten t elements. In case of Group to
Group play, the game focuses m winnin ame —competition between teams
and cooperation within team. ingly, on to Person, Person to Machine games
put a greater emphasis on the e’s sto cter, sound (background music), design,

and the world within ga an Group 18,Greup games.
Especially, after doi st-hoc an s in order to check the significant difference

pa

between the grou und thatligh school students who play Person to Person rated
the content ente nt ele%p tter than did college students who play Group to
ewar@”in mobile game showed an average value greater than

Group. Thegmyg

3.6 inall , exceptt IIege students who use Group to Group play. This shows

that in most 6Cases, refval
ce of social support, high school students emphasized it more

Regarding the irrﬁaa
than college studénts tid, and Game Playing Types ranked from Person to Person, Group
to Group, to Péfsoi to Machine. Unlike in the case of Person to Machine, where the user

e of Person to Machine, completing a mission, including quest, or gaining scores,
fuel the challenge. However, Person to Person, Group to Group play provides fun,
recognition of members, and a sense of accomplishment through competition.

Technological Support is regarded as a more important element in types like Person to
Machine, or Person to Person, where users enjoy various contents in course of clearing
the mission, than in Group to Group cases where competition is the primary source of
enjoyment.

In Person to Machine, or Person to Person play type, no advisor exists. So, the contents
and storyline are more important to persuade the participants. It is similar with that of self
-service situation. Without enough information and direction, customers would not be
satisfied with that service with the failure of finding right direction
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6. Conclusion

While the fast growth of the market is so attractive, short PLC has been considered as
the vulnerable point of MSNGs. So, the identification of the attributes for users to
continue is the keystone to generate the demand of potential customers under the time
limitation to maximize the profits.

This study intends to find the differences for the continuance attributes among the
forms of game opponents of MSNGs. Moreover, we strive to investigate the social factors
during the game. Results show that the content entertainment, reward, social support, and
technical support are the important factors for game users to continue the MSNGs. And
those effects would be differentiated by the playing type and age are the factors to make
the differences.

Based on the data which have been gathered from those in the late teens and th early0
twenties, we suggest some theoretical implication. First, this study proposes t t
for MSNGs users to continue the game. While the usages of MSNGs are sk %&mg,
existing studies have been focusing on the online game. Mobile environmen(s e users
invest more time and effort to play the game, and it gives\mqre ch e game
publishers and developers. We recommended four antecbased ecent interview
with the experts in MSNGS, so the identification of th@se\factors W e beneficial in
maintaining the incumbent customer. Second, @ atten iw e importance of
playing type. Different game opponents request game/particip r pursuing different
selection factors of MSNGs. Moreover, game loper s‘ho%co sider the differentiated
set of game components to fulfill the pe@ custom m the different forms of
playing types.

Managerial implications are as fol Xirst, @vice providers should pay more
r%v

attention to deliver Group to Gro to col dents. Generally, college students
who participate in the Group oup playi pes give lower importance in any
selection factors. While Gr Group i

5\1 ommon playing type in online games, it
has not been widely accepted by ¢ Ihﬁs dents, yet. Second, the interesting set of
selection factors of re a@nd techr(#&' upport needs to be investigated. High school
students who playﬁéeon to Person game and college students who enjoy the Person

to Machine gam moreayei n reward and technical support than the college
students who=paktiCipate in the up to Group game. Finally, social support is a more
attractive et ort chool students in the game with human players, whether it
is Group to Gegup or P 0 Person game.

Limitations of thj
paying more atte
is somewhat li

rch call for more exploration on the topics of MSNGs. While
the form of game opponents, reflection of mobile characteristics
. Considering that the mobility breaks the location barrier of game
play, mohilg traitS should be investigated more in the future researches. We think the age
can be U&Xy for the level of freedom in playing the proxy MSNGs. Even though the
differ, were found between the high school and college students, there is no clear
% on for that gap in this study. We look forward to finding the answer in the next
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