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ABSTRACT

For the rapid growth of Chinese on-line game market in this decade, it became more
necessary to study Chinese on-line game industry, business strategy, and, especially the
behavioral characteristics of on-line game users. In spite of these necessities, there were
a few studies on these research fields in China. The current study investigated the
relationships among perceived price, perceived quality, the flow, perceived value, and
loyalty of Chinese on-line game user. In addition, we tested the influence factors on
perceived value and game user loyalty of on-line game user through AMOS method.
Results showed that perceived value and game loyalty are positively related perceived
price and the flow, the flow and perceived value respectively.
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[Table 1] Demographic Characteristics

[Table 2] Reliability test

Category Number Ratio
Gender Male 270 55.2%
Female 219 44.8%
Below 19 9 1.8%
20724 194 39.7%
Age 25729 204 41.7%
30734 56 11.5%
Above 35 26 5.3%
Student 104 21.3%
Company 290 50.3%
Job 7 employee
Self-employed 34 7.0%
Public official 20 4.1%
Others 41 8.4%
Middle-High 5 1.0%
Level of Grad of High 24 4.9%
education College 82 16.8%
Grad of College 316 64.6%
Above Graduate 62 12.7%
Below 1000 CNY 46 9.4%
100072000 CNY 58 11.9%
Income 200073000 CNY 101 20.7%
300074000 CNY 109 22.3%
Above 4000 CNY 175 35.8%
173 years 171 35.0%
Years 375 years 137 28.0%
577 years 87 17.8%
Above 7 years 94 19.2%
Home 390 79.8%
PC Room 46 9.4%
Place Office 15 3.1%
School 32 6.5%
Others 6 1.2%

Variable Items Cronbach a
Infomation Exchange 4 .843
Stability 3 882
Perceived Price 4 .869
Concentration 4 786
Pleasure 4 907
Perceived value 5 908
Loyalty 6 .900
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[Table 3] Goodness of fit summary for the survey

[Table 4] Goodness of fit summary for the model

X2 DF P GFI AGFI X2 DF P GFI AGFI
542.933 233 .000 920 393 553.103 236 .000 916 894
RMR RMSEA NFI CFI RMR RMSEA NFI CFI
.060 .052 938 963 071 .052 935 961

423 7IMAS
1) o728l HE
[Table 5] Results of Confirmatory Factor Analysis
Component
Factorl Factor2 Factor3 Factord Factorb Factor6 Factor7

Pleasure3 805 180 .098 215 216 .109 158
Pleasurel 792 210 132 105 141 .096 179
Pleasure2 789 272 133 .164 128 091 133
Pleasure4 710 .290 125 211 216 139 133

Loyaltyb .265 77 164 165 190 116 142

Loyalty6 .290 770 168 224 170 056 129

Loyalty4 .386 667 .106 212 186 252 156

Loyalty3 231 .623 054 .299 312 .160 157
Stability1 140 132 342 142 .086 221 058
Stability2 .097 138 8340 165 135 .206 133
Stability3 129 070 819 123 .106 134 123
Per. Price4 .106 .236 151 793 199 125 .109
Per. Price2 .253 .230 .160 187 202 .086 159
Per. Price3 .308 188 231 770 .220 .093 084
Per. Value2 261 214 183 252 .803 059 072
Per. Value3 248 268 159 207 783 140 .140
Per. Valuel 238 304 .091 .360 578 .206 213
Info. Exchl 181 154 292 097 136 832 085
Info. Exch2 .140 183 332 163 113 803 068

Concent?2 .220 .238 213 136 127 -.014 804

Concentl 323 155 123 185 .160 220 11
Eigenvalue 3.401 2.831 2.657 2.600 2.168 1.760 1.508

Total variance 14.169 11.795 11.071 10.835 9.033 7.332 6.283
Cum variance 14.169 25.964 37.035 47.870 56.903 64.352 70.635
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[Fig. 1] Result of Empirical test

[Table 6] Fitness of Research model

Concept Estimate C.R. Pro
Per. Inf, Exch 1

Quality Stability 0.897 10.593 otk
Inf Inf Exch 1 1

Exch Inf Exch 2 0.987 19.032 ok

Sta 1 1.069 20.209 ok

Stability Sta 2 1.067 20.379 oxok
Sta 3 1

Per. Pricel 0.947 29.482 otk

Per. :

Price Per. Pr%ceB 1

Per. Priced 0.809 21.1 ok
Flow Concentrat 1

Pleasure 0.944 12.437 otk

Concen | Concent 1 0.91 13.618 Hokok
tration Concent 2 1

Pleas 1 0.934 23.024 ok

Pleasure Pleas 2 1.01 24.892 ok
Pleas 3 1
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Viﬁi‘e Per. Valu2 | 0969 | 23611 | s«
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Loyalty3 0.897 19.643 otk
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[Table 7] Analysis of Structural Equation
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