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ABSTRACT

In this study, the influence of player motivations in FPS(First Person Shooter) online
game on flow, consumer satisfaction and loyalty was analyzed. Research results show that
player motivations can be classified into five factors: control, relationship, boasting,
de-stress, and interest. The most influential factor that affects flow is interest, and control,
relationship, and de-stress are following. In terms of consumer satisfaction, relationship,
interest, and control are most positive factors. When it comes to consumer loyalty,
relationship, control, and interest are most positive factors. Flow has a strongly positive
influence on both consumer satisfaction and loyalty.

Keywords : player motivations in online game(2&}¢IAIY ©]-& %71), FPS(First Person
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[Table 1] Player Motivations in FPS Online Game

Factor
Item relation | boastin | de-stre
control i q ss interest
Game interface is likable. 791 144 209 138 135
Game server is stable. 776 198 124 239 -.065
Key control is convenient. 775 113 235 099 180
Operation mode is likable. 753 111 256 106 198
Graphic and sound are likable. 621 281 140 .300 115
Game plot is enjoyable. 521 -.023 355 245 150
To maintain friendship. 119 739 .266 074 034
To make social interaction. 011 729 034 -.044 314
To conform. 113 702 247 136 073
To belong to social group. 189 681 314 036 .020
Because the game is trendy 139 582 227 128 173
To show off game skills. 201 292 768 200 -.082
To be more proficient. 131 250 62 082 144
To maximize performance. 270 166 670 278 156
Game character is likable. 358 295 541 030 199
To compete with other gamers. 280 424 537 205 -.003
To communicate with other gamers. 294 497 502 175 132
Game characters are diverse. 321 194 AT3 066 A12
To avoid feeling oppressed. 102 012 291 730 204
To forget routine task. 190 -.006 146 709 303
To escape from reality. 188 141 2350 700 114
To de-stress. 202 082 044 580 420
To enjoy leisure time. 294 451 058 549 195
To Kkill time. .370 409 -.050 481 089
For fun. 134 170 122 247 783
For interest. 207 .206 048 278 767
Eigen value 4.068 3.735 3.539 3.025 2.113
Variance explained 15.646 14.366 13.612 11.635 8128
Cronbach’s a 878 824 881 820 835
Total cxpﬂncd 63.386
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[Table 2] Impact of Player Motivations in FPS Control 167 | 184 | 294 | 283
Online Game on Flow Relationship 341|388 | 292 | 290"
Independent Flow Boasting 017 020 | -.012 | -.012
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