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Abstract

Purpose – The purpose of this research is to develop and test a model explaining users’ intention to
adopt online games in China. Through theories from diverse fields of information systems research,
the authors aim to examine and validate antecedents of users’ intentions to play online games.
Design/methodology/approach – The model proposes subjective norms and perceived control as
antecedents to technology acceptance model (TAM) related beliefs, while suggesting convenience of
operator, reality of design, provision of information and sense of belonging as antecedents of flow. The
authors study the causal relations between the antecedents and usage intention by using structural
equation modeling (SEM) to test the causalities in the proposed model.
Findings – The results indicate that perceived usefulness (PU), perceived ease of use (PEOU), flow
and subjective norms are direct predictors of Chinese online games users’ intentions. Subjective norm
and sense of belonging are shown to be important predictors of PU, while provision of information
reveals an important negative influence on PU. At the same time, system quality shows no significant
influence on PU. Perceived control and convenience of operator are both antecedents of PEOU.
Furthermore, except for the sense of belonging, the proposed four antecedents of flow are tested for
their effect on PU.
Originality/value – This research systematically includes relevant antecedents in MIS research to
test online game users’ intention to adopt online games. It also provides some managerial insights that
can guide Chinese online game companies to improve their games to attract users, and help foreign
online game companies to make strategic plans to enter the huge Chinese online game market.

Keywords Chinese online games, Flow, Technology acceptance model, Computer games, China,
User studies

Paper type Research paper

1. Introduction
With the development of internet, the high-fidelity computer, and multimedia
technology, the global online game industry has been growing rapidly. The value of the
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global online game market increased from US$2.126 billion to US$8.446 billion from
year 2003 to 2008, and is predicted to reach US$13.1 billion by 2012 (DFC Intelligence,
2007). Along with the rapid global development, the online game market in the Asia
Pacific is gaining significant revenues. China is experiencing fast growth and has
become the largest potential market in the global online game industry (Korea Institute
for Electronic Commerce (KIEC), 2005). In 1999, online games were introduced to the
Chinese market and by 2007 had 40.17 million users, producing 10.57 billion RMB in
revenue. This represents an increase of 61.5 percent compared with the fiscal year of
2006 (www.cgigc.com.cn/). The development of Chinese online game industry is
attractive to companies both in China and abroad. To understand how to interact with
customers and deliver their service, it is necessary to understand Chinese users’
intention to adopt online games in China.

However, previous studies have been conducted mainly from the technological and
psychological perspective of online games (Lee et al., 2006). The main concern of
technological research was to design and develop a more attractive and effective online
game environment (Woodcock, 1999). However, no matter how sophisticated the
technologies applied, users would not revisit the game site if it failed to reflect their needs.
Furthermore, the results of psychological research were not generalized into business
because it focussed on negative effects caused by the game addiction (Lee et al., 2006).

Therefore, it is necessary to analyze the technology acceptance factors of Chinese
online game users. Previous studies have been conducted on users’ intention to engage
in online games based on Davis’ technology acceptance model (TAM). Different from
early TAM research focussed on increasing productivity (Davis, 1989; Dishaw and
Strong, 1999; Yi and Jiang, 2007), research on online game (as an entertainment-
oriented information technology (IT) has been argued that flow play an important part
in online game acceptance. Thus, flow is added as a third endogenous variable
influencing users’ intention to play online games (Hsu and Lu, 2004; Heijden, 2004; Ha
et al., 2007). However, few studies focus on the determinants for flow (Lee et al., 2004;
Lee et al., 2006). By this token, this research focusses on as antecedents of flow and
proposes the convenience of operator, the reality of design, the provision of information
and the sense of belonging (SB) as the antecedents of flow.

TAM provides a means to examine users’ IT acceptance, but it is too general to
explain specific IT preferences (Mathieson, 1991). Thus, an extended TAM may be
relevant to explain users’ online game acceptance. As TAM is deficient in explaining
intention to use various forms of technology, it is suggested that an integration of
various theoretical perspectives may provide a richer understanding of the target IT.
Considering online games as the specific context, two factors influencing perceived
usefulness (PU) and perceived ease of use (PEOU) are added based on the theory of
planned behaviors (TPB). TPB argues that subjective norm and behavioral control
influence behavior intentions. Behavior intentions are a function of an individual’s
attitude toward the behavior, the subjective norms surrounding the performance of the
behavior and the individual’s perception of the ease with which the behavior can be
performed. By this, this research proposes subjective norms and perceived control as
antecedents to TAM-related beliefs.

The purpose of this research is to develop and test a model explaining users’
intention to adopt online games in China. Through theories from diverse fields of
information systems research, the authors examine and validate antecedents of users’
intentions to play online games. The model proposes subjective norms and perceived
control as antecedents to TAM-related beliefs, while suggesting convenience of
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operator, reality of design, provision of information and SB as antecedents of flow. The
authors studied the causal relations between the antecedents and usage intention. This
study uses a structural equation modeling (SEM) to test the causalities in the proposed
model.

2. Theoretical background
2.1 TAM
Over the past two decades, scholars have become more interested to study the factors
affecting intention to use the IT. Numerous models, such as theory of reasoned action
(TRA), TAM and TPB, have been introduced. TAM is the most widely used model.

TAM builds on TRA, claiming that behavior is influenced by intentions to conduct
a specific act, which are predicted by an individual’s attitude and subjective norms
(Ajzen and Fishbein, 1980). TAM suggests that an individual’s intention of IT usage is
influenced by his attitude toward the usage, which is predicted by PU and PEOU of the
IT. In Davis (1989), PU is defined as “the extent to which one believes that using a
particular system would enhance his or her job performance.” PEOU is defined as, “the
extent to which one believes that using a particular system would be free of effort”
(Davis, 1989). TAM provides a quick and inexpensive way to gather information about
individuals’ perceptions of a system. However, the model does not explain specific
factors influencing technology acceptance (Mathieson, 1991).

Ajzen (1991) accounted for conditions when an individual cannot completely control
his own behavior and added perceived behavioral control to TRA, resulting in TPB.
TPB is superior to TAM in that it provides more information about the factors users
consider when making their choices (Mathieson, 1991). Concepts in TPB are usually
appended as antecedents of the key constructs of TAM, in order to make it possible for
TAM to explain more details about user acceptance and use (Venkatesh and Davis,
1996).

2.2 Flow
When studying chess players, rock climbers and dancers, the original concept of flow
was introduced by Csikszentmihalyi (1988). Flow is defined as, “the holistic experience
that people feel when they act with total involvement” (Csikszentmihalyi, 1988). When
in the flow state, people become absorbed in their activity: their awareness is narrowed
to the activity itself; they lose self-consciousness, and they feel in control of their
environment. Such a concept has been extensively applied in studies of a broad range
of contexts, such as sports, shopping, rock climbing, dancing, gaming and others
(Csikszentmihalyi, 1988; Hsu and Lu, 2004).

The flow construct has been proposed as important for understanding consumer
behavior with regard to online game. However, previous studies on flow were
conducted in the context of the World Wide Web or the IT. Antecedents of flow mainly
focussed on the World Wide Web and clustered on ease of use (Trevino and Webster,
1992; Skadberg and Kimmel, 2004; Hsu and Lu, 2004), telepresence (Hoffman and
Novak, 1996; Novak et al., 2000; Skadberg and Kimmel, 2004), skills (Trevino and
Webster, 1992; Ghani, 1995; Hoffman and Novak, 1996; Novak et al., 2000; Skadberg
and Kimmel, 2004) and interactivity (Hoffman and Novak, 1996; Novak et al., 2000;
Skadberg and Kimmel, 2004).

Recently, flow has been argued to play an important role in online game acceptance.
In addition to PU and PEOU, flow may be employed as an initial predictor to explain an
individual’s behavioral intention to play online games. Flow in online game, may be
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defined as an extremely enjoyable experience in which an individual engages in an
online game activity with total involvement, enjoyment, control, concentration and
intrinsic interest (Hsu and Lu, 2004). However, few studies focus on the antecedents of
flow (Lee et al., 2006).

Hsu and Lu (2004) developed an extended TAM incorporating social influences and
flow experience as belief-related constructs to predict users’ acceptance of online
games. They argued that PEOU is positively related to flow experience of playing an
online game, and flow experience positively affects intention to play an online game.

Choi and Kim (2004) studied the factors influencing users’ loyalty to online contents
by using the concepts of customer loyalty, flow, personal interaction and social
interaction. It is pointed out that personal interaction can be facilitated by providing
appropriate goals, operators and feedback. Social interactions can be facilitated
through appropriate communication channels and tools. They found that customers
would have a higher level of loyalty if they had optimal experiences with the game,
i.e. flow.

Lee et al. (2004) studied causalities among flow and customer loyalty in Korean
online games, and to identify the factors by which flow are influenced. They conducted
research on the Korean online game market, finding that the convenience of operator,
the precision of information and the reality of design are critical factors influencing
flow.

3. Research model and hypotheses
This section elaborates on the theoretical basis of this study. Given that an online game
is both an IT and the channel through which users communicate with others in cyber
space and pursue entertainment, technology-based and flow-based antecedents should
influence the decision to adopt online game. The research model is depicted in Figure 1.

3.1 TAM
This research model adopted the original TAM relationship. The following TAM
hypothesized relationships were proposed in the context of online games. Especially,
original PU was defined as “enhance his or her job performance.” In online game
context, this study defined as “to pursue relaxation, gain pleasure, and make friends
with others.”

Building upon previous research, we state the hypothesis as follows:

H1. PEOU will positively affect the intention to play online games.

H2. PU will positively affect the intention to play online games.

H3. PEOU will positively affect PU of online games.

Antecedents of belief in TAM presented in this research are extracted from the
variables of TPB. TPB is one of the most often used models to explain behavioral
intention (Ajzen, 1991). Five concepts are generally included: attitude toward act or
behavior, subjective norm, perceived behavioral control, behavioral intention and
behavior (Ajzen, 1991). The concept of subjective norm is a supplementary factor to
TAM for explaining the social influence (Nysveen et al., 2005). Subjective norm is
originally defined by Fishbein and Ajzen (1975) as the person’s perception that most
people who are important to him think that he should or should not perform the
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behavior in question. In other words, an individual’s behavior and thinking are
influenced by friends, family or colleagues. Users who have less knowledge and
experience about specific IT have been found to be more influenced by people around
them (Venkatesh and Morris, 2000; Hu et al., 2003). An online game is a type of multiple
user technology. When users see the people around them playing a game or receive
their recommendations, they may conclude that the game is “useful.” At the same time,
users are more likely to play the game once they perceive that their social circles think
they should engage in this behavior (Ajzen and Fishbein, 1980). Therefore, we propose
the following hypothesis:

H4. Subjective norm will positively affect PU.

H5. Subjective norm will positively affect the intention to play online games.

Davis pointed out that, although TAM provides a powerful means to predict
acceptance, it is a serious limitation that TAM does not help understand and explain
acceptance in ways that guide development beyond suggesting that system
characteristics impact ease of use (Venkatesh, 2000). In order to bridge this, the
construct of perceived control was proposed as the predictor of ease of use (Venkatesh,
2000). Perceived control is defined as, “perception of the ease or difficulty of performing
the behavior of interest” (Ajzen, 1991). Previous studies considered perceived
behavioral control as either a separate belief affecting intention to use or an antecedent
of PEOU and PU. Users with higher perceived control show higher perception about
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Research model
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ease of use, which in turn, indirectly affect on PU and intention (Venkatesh and Davis,
1996; Venkatesh, 2000; Agarwal and Karahanna, 2000; Ong et al., 2004). Online games
require users’ skills. The more online game users consider a game easy to play, the
higher they will evaluate the ease of use. Therefore, perceived control is being tested in
the following hypothesis:

H6. Perceived control will positively affect PEOU.

3.2 Flow
Flow has been studied as an important antecedent for explaining users’ intention to use
entertainment-oriented ITs. Flow is expected to have a positive influence on intention
to use, and it is perceived to be directly influenced by ease of use (Hsu and Lu, 2004).
Consistent with previous research, we propose the following hypothesis:

H7. PEOU will positively affect flow.

H8. Flow will positively affect the intention to play online games.

Antecedents of flow have not been determined. Research of flow (Choi and Kim, 2004;
Lee et al., 2005) suggests that convenience of operator, reality of design, provision of
information and SB may be antecedents of flow. Operators are the instruments given to
players for problem solving in playing games. The purpose of an operator is to assist
the user to achieve his or her goals while interacting with the system (Choi and Kim,
2004). We identified the convenience of the operator as the ease with which operators
may be manipulated (Davis et al., 1992). The higher convenience of operator helps the
user to achieve their goal easily and to better interact with the system, which in turn
brings a positive experience, i.e. flow. Thus, we propose:

H9. The higher convenience of operator will positively affect PEOU.

H10. The higher convenience of operator will positively affect flow.

Information is defined as the introduction provided on how to play the online games.
Gamers who received more precise information about how to play the games tended
to achieve online game goals and experience of flow more easily (Agarwal
and Karahanna, 2000; Hagel and Armstrong, 1997). With more helpful and precise
information, users can more easily earn rewards and receive peer recognition.
Therefore, the higher provision of information has a positive influence on PU and flow:

H11. The higher provision of information will positively affect PU.

H12. The higher provision of information will positively affect flow

Online games differ from previous computer games because users interact via the
internet and can simultaneously play with one another (Choi and Kim, 2004). The
computer is merely a mediating tool connecting players within cyber space. Therefore
it is important to have gamers feel their space is real (Chin et al., 1997; Calantone and
Zhao, 2000; Lewinski, 2000). The reality of design is defined as the design quality of the
interface that makes gamers feel online games as part of the real world. Technological
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researchers also consider design as an important determinant in developing successful
online games. Thus, we presume that the higher reality of design will bring users
higher sense of flow:

H13. The higher reality of design will positively affect flow.

Online games are groups of computer games in which many people can participate at
the same time through online communication networks (Kim et al., 2002; Lu and Wang,
2008). In this sense, gamers form a virtual community with potential for integration
of member-generated content and communication (Bagozzi and Yi, 1998). An SB is
essential to online game users in such virtual communities, as it arouses involvement,
participation and interaction, which helps users to solve problems together (Agarwal
and Karahanna, 2000). The higher SB helps users better solve the mission as a team,
and provides users positive influence to flow:

H14. The higher SB will positively affect PU.

H15. The higher SB will positively affect flow.

4. Research method
4.1 Measurement
Multi-item measures for each construct were developed through the following process.
First, a draft of the questionnaire was prepared by reviewing the literature. All of the
statements were translated into Chinese and slightly modified to suit the context of
online games. The response to the statements were measured on a seven-point Likert
scale, ranging from strongly disagree (1) through neutral (4) to strongly agree (7).
Based upon literature review and field interviews, 25 items for ten variables were
finally selected. Adapted from research items in TAM-related research, perceived ease
of use is measured by four items (PEOU1-4), PU by five items (PU 1-5), behavioral
intention by two items (IU1-2). For the determinants of TAM, subjective norm is
measured by four items (SN1-4), and perceived control by two items (PC1-2). Flow is
measured by four items (FL1-4), convenience of operator by two items (CO1-2),
provision of information by three items (PI1-3), reality of design by four items (RD1-4)
and SB by four items (SB1-4).

4.2 Data collection
To test the model, we used a convenience sample of 410 online game users from several
game rooms in China. The demographic statistics indicated that 74.1 percent were
male and 25.9 percent were female; 46.3 percent of the respondents were between 19
and 22 years; 72.4 percent were from high school and undergraduate; 90.2 percent of
the people would like to spend o50 yuan per month on online game. In total,
35.1 percent of respondents used internet for 2-3 years, and 31.2 percent used internet
for 4-5 years. The time of using the internet per day and the time of using online games
per day was equally distributed.

4.3 Research method
This research uses a two-step approach, which is the procedure recommended by
Anderson and Gerbing (1988). First, confirmatory factor analysis was conducted to
evaluate the validity of the measurement model. The validity of the measurement
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model is evaluated by investigating convergent validity, reliability and discriminant
validity. Second, the structural equation analysis was conducted to test the proposed
structural model for online game players.

5. Results
5.1 Measurement model
The validity of the measurement model is evaluated by investigating convergent
validity, reliability and discriminant validity. First, we conducted unconstrained
confirmatory factor analysis by using AMOS 5.0 to evaluate convergent validity for all
constructs, which included both antecedents and dependent variables. The purpose of
convergent validity is to ensure unidimensionality of the multiple-item constructs and
to eliminate unreliable items (Bollen, 1998). The convergent validity is evaluated by
investigating the value of standardized factor loadings (FL) and standardized residual
covariance (SRC). Items should load at least 0.60 (FL) and 0.50 (SRC) on their respective
hypothesized component and all loadings need to be significant ( po0.05, tX2.0)
(Bagozzi and Yi, 1998; Sujan et al., 1994). The result found that 10 items were eliminated:
SN2, PI3, RD3, RD4, SB2, PEOU1, PU1, PU5, PL3, PL4, as shown in the Appendix.

After elimination, the value of the standardized FL for each item to its respective
construct was significant (po0.05), and all loadings ranged from 0.714 to 0.964, as
shown in the Appendix. The fit statistics for the initial model were weak, but for the
final models, the fit statistics were good. The w2 of the model was 488.85 with df of 207,
the ratio of w2 to df at 2.362, GFI at 0.915, AGFI at 0.876, NFI at 0.912, CFI at 0.947,
RMR at 0.067 and RMSEA at 0.058 were acceptable.

Reliability for all items of a construct should be evaluated jointly by investigating
composite reliability (CR) and the average variance extracted (AVE). For a construct to
possess good reliability, CR should be at least 0.70 and the AVE should be at least 0.50
(Bagozzi, 1994; Baumgartner and Homburg, 1996; Hair et al., 1995; Steenkamp and
van Trijp, 1991). As shown in Appendix, CR and AVE in final model were over 0.701
and 0.500, respectively.

Finally, we tested the discriminant validity to identify if the constructs differ from
each other (Chin et al., 1997; Bollen, 1998). Discriminant validity was tested by
comparing the inter-construct correlations with their respective variance extracted
measures. Table I indicated that the inter-construct correlations (below the diagonal)
and the square roots of the AVE (on the diagonal) of the constructs. It shows that all
squared correlations between two constructs were less than the variance extracted

SN PC CO PI RD SB PEOU PU FL IU

SN 0.707
PC 0.590 0.742
CO 0.494 0.175 0.799
PI �0.431 �0.364 �0.215 0.776
RD 0.357 0.476 0.168 �0.087 0.736
SB 0.418 0.452 0.216 �0.329 0.471 0.712
PEOU 0.493 0.584 0.417 �0.378 0.357 0.341 0.776
PU 0.502 0.534 0.398 �0.436 0.386 0.444 0.536 0.773
FL 0.403 0.335 0.373 �0.423 0.233 0.175 0.425 0.407 0.780
IU 0.666 0.524 0.364 �0.328 0.421 0.389 0.585 0.536 0.496 0.776

Table I.
Correlations and
square roots of average
variance extracted
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measures of both constructs. The results indicated that the discriminant validity of the
model constructs was satisfactory (Turel et al., 2007; Ahn et al., 2007).

5.2 Structural model
After the measurement model was refined, the structural model was evaluated and it
was well converged. The results indicated that the w2 of the structural model at 532.4
with df of 222, the ratio of w2 to df at 2.398, GFI at 0.909, AGFI at 0.877, NFI at 0.905,
CFI at 0.941, RMR at 0.080 and RMSEA at 0.058 were acceptable. Squared multiple
correlations were: perceived ease of use, 46.8 percent; PU, 44.1 percent; flow,
30.7 percent; behavioral intention, 55.6 percent.

The results of structural model analysis are shown in Figure 2. All the paths are
significant except one hypothesis. For flow and its determinants, SB showed no
significant influence on flow (FL).

6. Discussion
The purpose of this research is to examine and validate determinants of Chinese user’s
intentions to adopt online games. Through theories from relevant information systems
research, this research proposed the subjective norm and perceived control as
antecedents to PU and PEOU, while suggesting convenience of operator, reality of
design, provision of information and SB as antecedents of flow. By using the SEM for
analysis, the research tested the causal relations of these constructs, and they may be
summarized as follows.

First, the factors influencing Chinese online gamers’ intention were subjective norm,
PU, PEOU and flow. Interestingly, this research found that subjective norm has the most
important influence on behavior intention. Many studies have verified the direct

Subjective norm

0.215** PU

0.206**
0.313**

PEOU

Flow

0.181**

0.424**

0.218**

0.145*

0.165**

Intention
to use

–0.167**

0.548**

0.323**

0.220**

–0.330**

0.170*

–0.108

Notes: CMIN: 532.4, df: 222, p: 0.000, DMIN/df: 2.398, GFI: 0.909, AGFI: 0.877, 
NFI: 0.905, CFI: 0.941, RMR: 0.080, RMSEA: 0.058; **p < 0.01, *p < 0.05

Perceived control

Convenience of
operator

Provision of
information

Reality of design

Sense of belonging
Figure 2.

Results of structural
equation model
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influence of subjective norm to behavioral intention. As is pointed out, potential users
regard a significant person’s attitude as one of the decision criteria (Yu et al., 2005).
Online games are a form of interactive electronic games, and users report high influence
from their social groups and are more likely to be affected by positive word of mouth
from their friends, family and other adopters. Different from previous research studying
for entertainment-oriented IT, PEOU lost its dominant role in predicting behavioral
intention. This could be explained as that this study was tested by online game users
who were familiar with it, the influence power of PEOU might be lower than expected.
Other studies have reported that with the increasing experience of IT, PEOU has less or
no influence on intention (Venkatesh, 2000; Venkatesh and Morris, 2000).

Second, subjective norm and SB influenced PU. Playing online games was regarded
as a means for sharing information and pleasure, which was influenced by the social
environment. In other words, users played online games to get or share relaxation,
playfulness, fun, chat, etc. with people around them.

Third, perceived control and convenience of operator had a significant influence on
PEOU. This was consistent with the prior research that strong positive or negative
beliefs about perceived control influenced PEOU of information systems (Venkatesh
and Davis, 1996). Moreover, the convenience of operators to play online games could
increase online game users perception of the ease of use.

Fourth, the paths from convenience of operator, reality of design and provision
of information to flow were significant while that from SB was not significant.
Specifically, the results showed that provision information negatively influenced flow.
This is due to that most of the online game sites and community sites for online game
users in China failed to provide the precise information for gaming (iResearch, 2003).
This imprecise information would in turn have influenced online game users’ sense of
community, because it made it difficult to obtain needed information and to find people
with common concerns. Therefore, the SB had no influence on flow.

7. Conclusion and implication
This study examined the influences on the acceptance of Chinese online games by
proposing a new model. The results were consistent with existing TAM and flow studies.
These results explained the factors influencing acceptance of online games by users in
the fast-growing Chinese market. These results could also provide several insights.

First, intention was influenced by PU, and PU was influenced by subjective norm
and sense of community. This study indicated that PU was an important predictor,
which was consistent with most previous research. When users play online games,
they communicate with others and obtain pleasure from their interactions.
Interpersonal interactions among game players create a community in which
business value can be created by improving customer loyalty (Hagel and Armstrong,
1997). Therefore, more functions which enable users communicate with each other
more smoothly should be provided (Hsu and Lu, 2004).

Second, though flow is not more important than PU, in terms of its influence on intention
to use, it is a significant predictor of intention to use online games. To improve the influence
of flow and attract more users, more functions should be added. If the cyber space is
designed similar to the real world, users may achieve flow easier. Second, the convenience
and individualization of characters and items used to play online games may enhance
online game users’ perception of the ease of use and enable them to achieve flow. Third,
more precise information provided in the game may not only improve the gamers’ ability
but also help them to achieve their entertainment goal and even help them achieve flow.
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Appendix

Items Wording FL CR AVE

SN SN1 People around me (friends or colleagues) think that I should
play online games 0.789 0.749 0.500

SN3 People around me (friends or colleagues) are usually playing
online games 0.839

SN4 People around me (friends or colleagues) think that it is good
that I play online games 0.744

PC PC1 I don’t feel it difficult to play online games 0.836 0.710 0.551
PC2 I don’t need help from others when playing online games 0.817

CO CO1 I can manipulate the characters and items to play online games 0.742 0.776 0.638
CO2 With many functions of the characters and items, I can play

games more easily 0.964
PI PI1 Games provide me with correct information about what I do 0.714 0.749 0.603

PI2 Games provide me with sufficient information on how to play it 0.937
RD RD1 Avatar and the interface of game is similar to the real world 0.864 0.701 0.542

RD2 The interface of game is harmonious 0.742
SB SB1 When I play online games, I believe that the members of games

are my colleagues 0.751 0.755 0.507
SB3 I communicate with members actively 0.788
SB4 I believe that I belong to the game site 0.801

PEOU PEOU2 It is easy to learn how to play online games 0.843 0.820 0.603
PEOU3 It is easy to find the service that I want when playing online games 0.878
PEOU4 It is easy to learn to operate on online games 0.851

Instructions: The purpose for playing online game is for pursuing relaxation, gaining pleasure and
making friends with others
PU PU2 Playing online games helps me more efficiently achieve the goal 0.862 0.816 0.597

PU3 Playing online games helps me more easily achieve the goal 0.857
PU4 Playing online games is useful to achieve the goal 0.862

FL FL1 When I play games, I feel pleasure and fun 0.78 0.756 0.608
FL2 When I play games, I perceive curiosity 0.843

IU IU1 I intend to play online games continuously in the future 0.834 0.751 0.602
IU2 I will recommend others to play online games 0.814

Table AI.
Results of measurement
model
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