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ABSTRACT

Thearticlefindsthemainfactorsaffectingwomen’scontinuanceintentionformobilegames,and
analyzehowandtowhatextentthesefactorsaffectwomen’scontinuanceintentionformobilegames
in a research model. In this study, a Model of Factors Affecting Women’s continued interest in
mobilegamingiscomprisedofeightvariablesandrelevanthypotheseshasbeencreatedbasedona
technologyacceptancemodel(TAM),andthreetheoriesofflowtheory,thetheoryofscenarios,and
customersatisfactiontheory.Also,aquestionnairesurveyinvolving319femalemobilegamerswas
conducted,andallhypotheseshavebeenverifiedusingastructuralequationmodel.Researchresults
showthattheperceivedchallenges,novelty,andcostofmobilegameshadsignificantpositiveeffects
ontheperceivedenjoymentoffemalemobilegamers;themobilityofmobilegameshadsignificant
positiveeffectson theperceivedease-of-useof femalemobilegamers;perceivedenjoymentand
ease-of-use had significant positive effects on female gamers’ continuance intention for mobile
games;whilethesecurityofmobilegameshadnosignificanteffectontheperceivedease-of-useof
femalemobilegamers.
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Continue to Use, Influence Factors, Mobile Game, Women

INTRodUCTIoN

Thankstotherapidpopularizationofsmartphoneswhichprovidesusmucheasieraccesstointernet
technologiesandinteractivedesign,theburgeoningmobilegamesindustryhasexperiencedexplosive
growth in consumers, who, showing gradual acceptance of mobile games and gaming services,
haveturnedfrompassiveconsumerstoactiveconsumers(Merikivi,Tuunainen,&Nguyen,2017).
AccordingtoI-research,in2016,Chinacreateda102.28billionyuanmobilegamesmarketwith
521millionconsumers,up81.9%and14.5%respectivelyoverthepreviousyear(Iresearch,2017).
Asurprisingfactisthattoday,mostmobilegamersarefemalenotmaleasthoughtbymany.Mobile
analyticscompanyFlurryrecentlyreleasedareport,claimingthatbasedonasampleofgamesthat
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reachedatotalof1.1milliondevicesonitsplatform,theyhavefoundthatwomenmake31%more
in-app-purchasesthanmen,spend35%moretimeingamingappsthanmen,andhave42%higher
7-day retention on average versus males. The constantly growing number of female gamers has
increasedtheirpositionandimportance,andofcourse,theirvalueintheeyesofgamedevelopers.A
consumersegmentationnow,existingandpotentialfemalegamershavebecomeanimportantforce
drivingthedevelopmentofthemobilegamesindustry(Wang,Lee,&Hsu,2017).Womentendto
spendmoremoneyonin-app-purchases.Comparedtomen,theyalsospendmoretimeingaming
andsocialappsduringbreakandtraveltimes,andbeforesleep,obtainingaestheticexperiencesin
thisprocess.Eventhough,factorsaffectingwomen’scontinuanceintentionformobilegameshave
seldombeenstudiedatpresent.

Inpreviousstudies,modelsandtheoriesforusingmobilegamesweremostlybasedonaspecific
model,andlessintroductionwasprovidedtoothertheories;thus,amorecomprehensiveanalysisof
influencingfactorswaslacking.Moreover,limitedresearchwasconductedonthecontinuoususage
intentionoffemales.Hence,focusingonthecontinuoususageintentionoffemalemobilegameusers
andcombiningthescenariosandsatisfactiontheories,thisstudycomprehensivelyinvestigatesthe
influencingfactorsoftheeffectiveandcontinuoususageintentionoffemalemobilegameusers,
determinesmannerstoengageusersandincreaseuserloyalty,therebyattractingandretainingmore
usersandpromotingthedevelopmentofthemobilegameindustry.

Inthisstudyonthemobilegamesusageintension,thefactorsaffectingthemobilegamesusage
intentionaresummarizedintothreemajorfactors—personal,technical,andsocial.Besides,based
ontheconsumeracceptancetheory,studieshavealsosummarizedthekeyfactorsforthesuccess
ofmobilegames—contentinnovation,gametime,socialnetworkexperience,andconvenienceof
operation.Mobilegamesareassociatedwithflow,andgirlsreportedhigherflowexperiencescores
thanboys(d=0.30)(Bressler,2019).

Asummaryofpreviousreportsconcludedthatinthemeasurementindicatorscoveredbythe
technologyacceptancetheory,perceivedentertainmentandperceivedusefulnessaretwodeterminants
ofthemobilegamesusageintension.Perceivedefficiencyandperceivedinterestexertadirectand
positiveimpactontheadoptionofmobilegames.Inaddition,perceivedentertainmentplaysakey
roleintheattitudeofusers,andageisakeyfactorintheadoptionofmobilegames.Furthermore,
studieshavesuggestedthatperformanceexpectation,expectationeffort,socialimpact,andpromotion
conditionsaffectusage intensionofusersbydetermining theattitudeofusers toplaygameson
mobilephones.

Asthedevelopmentofmobilegamesisyettobeimprovedintechnicalability,scholars’research
onmobilegamestendtofocusonthetechnicallevel;whiletherelatedresearchonuserbehavioris
less,especiallyonthebehavioroffemaleusers.Intheavailableresearch,thefollowingproblems
remaintobeeffectivelyresolved:howtoeffectivelyacquiremorenewfemaleusers?Whatfactors
affectthecontinuoususageintentionoffemaleusers?Howdoestheexperiencequalityoffemale
usersofmobilegamesaffectuserstickiness?

Thetraditionaltheoreticalmodelhasacertainexplanatorypowerfortherelatedapplications
inthemobileInternetfield,buttheself-particularityofthemobilegamedeclinestheinterpretation
abilityofasinglemodel.Thus,itisessentialtoestablishaspecificmodeltoenhancethepredictive
abilityofthereceptivebehaviorofmobilegameusersbycombiningrelevanttheoriesforspecific
applications.Thus,thisstudyconstructedaninfluencefactormodeloffemalecontinuoususageof
mobilegamesbasedontheavailableresearchmodelsandthecharacteristicsofmobilegames.

This study integrated flow theory and technology acceptance model to identity factors that
influencedWomen’sintentiontousemobilegame.Therestofthispaperisstructuredasfollows.

Section1introducestheresearchbackground,researchstatusandresearchproblems.Section2
showsthetechnicalbackgroundofmobilegamesandtheresearchstatusofuserbehavior.Section3
discussestheresearchmodelandhypothesis.Section4presentstheresearchmethodology.Section5
introducesthedataanalysisandresults.Section6putsforwardtheconclusions.Section7Discussion
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thetheoreticalandmanagerialimplicationsofthestudy.Section8Provideslimitationsanddirections
forfutureresearch.

LITERATURE REVIEW

Previousacademicstudiesprimarilyfocusedonthedesignanddevelopmentofmobilegames,ignoring
customerloyaltywhichhasactuallybecomeakeyfactoraffectingthemarketshareofmobilegames.
Duringthestudy,we’venoticedthelackofresearchonsuchfactorsasconsumers’intentiontoplay
mobilegames,consumerbehaviorinplayingmobilegames,andchannelsthroughwhichconsumers
introducemobilegamestoother.Althoughthereislittleliteraturedirectlyconnectedwithourresearch,
we’vefoundalotofindirectlyconnectedliteraturestudyingSNSgamesandothermobilegamesfor
theelderly,studentsandthedisabled.

Profile of Mobile Game development
Suchstudiesmainlyfocusonthestatusquo,history,developmentstrategiesandreshapingofthemobile
gamesindustry.Okazaki,Radoslav,andIIdefonso(2015)summarizedthedevelopmentofmobile
gamesindustryinJapan,KoreaandtheU.S.,andanalyzedfactorsaffectingyoungpeople’schoosing
mobilegamesfromacross-culturalperspective.Theydividedonlinegamesintowebgames,network
gamesandpureonlinegames.Webgamesareonlinemulti-playerinteractivegamesplayedthrough
awebbrowser,requiringnodownloadingofapps,orhigh-performancecomputingconfigurations.
Networkgamesarenetwork-basedsustainableindividualmultiplayeronlinegames,which,using
operators’serversandgamers’computersasterminals,andappsforinformationinteraction,provide
entertainment, leisure, communication, and virtual experiences to players (Alzahrani, Mahmud,
Ramayah,Alfarraj,&Alalwan,2017).Pureonlinegames,withthelargestnumberofplayers,comprise
diversegenres,suchasrole-playinggames,gladiatorialgames,shootinggames,puzzlegames,and
strategygames.GamersmayplaydifferentroleswiththehelpofVRtechnology.Differentroles,
thingsandevents,andsurprisingexperiencesaredesignedtohelpgamersgainasenseofachievement
(Lee,Hsu,&Chang,2013;Lin,Hung,Fang,&Tu,2015;Lu&Wang,2008;Pan&Fu,2013).

Chang,Liu,andChen(2014)conductedaquestionnairesurveyandbuiltastructuralequation
modeltoverifytheeffectsofhedonismandsocialfactorsonplayercontinuanceintentionformobile
games.Resultsshowthatutilitarianmotivations(goodreputation,position,andeffectivevalue)can
enhancetheintentionofgamerstoconstantlyplaygames,andinteractivityandmultimediaenjoyment
havebecomekeyfactorsdetermininggamedesign.Thestudysuggeststhatallfactorsoflong-lasting
enjoymentwereequallyimportant.

J.HamariandSjoblom(2017)studiedfactorsaffecting theappealofeSportgames.Apilot
surveywasconductedbeforeaquestionnairesurveyinvolving888respondents.Resultsshowthat
knowledgeacquisition,escapism,andinnovationhadpositiveeffectsongamers’frequencyofplaying
onlinegames.Inthesameyear,(Vashisht&Sreejesh)verifiedtheeffectsofnatureofadvergame
andmoderatingrolesofgame-productcongruenceandneedforcognitionongamers’ad-persuasion
fromtheperspectivesofattentionandelaboration.Theresultsindicatethatslow-pacedadvergames
aremorepersuasivethanfast-pacedadvergames.

Themobilegamesindustryhasshifteditsfocusfromtrafficacquisitionandrapidrealizationto
contentinnovation,industrialinnovationandcustomervaluemaximization,includingdigginginto
thecorevalueoffemalemobilegamerstodeveloptheirloyalty.

Research on Mobile Game Implementation Technology
Suchstudiesmainlyfocusontheselectionanddesignofmobilegamedevelopmentplatforms.Thanks
to advances in technology, mobile games have experienced the transition from black and white
screenstocolorscreens,andfrom2Dto3D.Atpresent,themostwidelyusedmobilegameengines
areCocos2d-Xfor2DgamesandUnity3Dfor3Dgames.Theformer,supportingcross-platform
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compiling,featuresalowtechnologicalthresholdandamuchshorterdevelopmentcycle.Basedon
advancedgamedevelopmentmodels,Cocos2d-Xdescribesallobjectsingamedevelopmentthrough
integratedapplicationof third-partydatabases,SDKcomponents,andother resourcesand tools,
avoidingchaoticprocesses(Ahreum,Kibrum,Hokyoung,Jieun,&Gyuhyun,2015;Chuang-Chun&
I-Cheng,2016)duringgamedevelopment.GiventhecharacteristicsofCocos2d-X,manyresearchers
havestudiedtheR&DofCocos2d-X-basedmobilegames(YangLiu,Daniel,&Dongping,2016).
ComparedwithCocos2d-X,Unity3D,whichalsosupportscross-platformcompiling,additionally
incorporatesotherfunctionssuchasDirectXandOpenGLgraphicsLibraries,andvariouscomponents
andscripts.Besides,gamedevelopersmaypurchaseUnity3Ddevelopmentcodesandmodelsfrom
Unity(Yang&Sik,2014).Boastingenormousadvantagesinthedevelopmentof3Dgames,Unity3D
hasbeenwidelystudiedbyforeignresearchersforgamedesignanddevelopment(Bae&Kim,2014).
DeKervenoael,Palmer,andHallsworth(2013)analyzedfactorsaffectingconsumerchoicefrom
industrialandtechnologicalperspectives,andfoundthatconsumerchoicewasaffectedbyregulating
theself-regulated,understandinganti-choice,boundary-settingandincludingtheself-excluded.

Userexperience,especiallyproductavailability,hasbeenwidelystudied.Incomparison,there
areonlyafewstudiesanalyzingtheaffectivereceptionandaestheticexperiencesofgamersfrom
verylimitedperspectives.Inaword,currentstudieshaveonlynoticedtheimportanceofcustomers’
acceptanceofgames,butignoredtheimportanceofcustomerloyalty.

Empirical Research on Mobile Game User Behavior
Previousstudiesonthebehaviorofmobilegamersmainlyfocusonfactorsaffectingthewillingness
ofgamerstoplaygames,andsomemethodstoincreasetheloyaltyofgamershavebeendeveloped
intheprocessofresearch(Park,Baek,&Ohm,2014).Moststudiesfirstbuiltresearchmodelsbased
ontheTAM(Okazakietal.,2015)andcollectedinformation,tryingtofindnewfactorsaffectingthe
behaviorofgamers.Then,empiricalstudieswereconductedtoverifytheresearchmodels.Okazakiet
al.(2015)discoveredthatperceivedease-of-usedirectlyaffectedperceivedefficiencyandperceived
enjoymentinapositivemanner.

Thereisagraduallygrowingnumberofstudiesonthebehaviorofoldpeopleandchildrenas
mobilegamers,butstudiesonfemalegamersarestillrare.Schmitz,Klemke,Walhout,andSpecht
(2015)reportedamobilegameapplicationwherechildrenplayedanactiveroleinthesimulation
ofadynamicprocessandprovidedprinciplesandprocessfortheinteractivedesignofchildren’s
mobilegames.Basedonmobilegames,theybuiltanonlineenvironmentencouragingtheubiquitous
learningofchildren.Wangetal.(2017)noticedthatlossofjobs,brokenrelationships,andfailurein
interpersonalrelationshipswerereasonsbehindwomen’sparticipationinmobilegaming.Merilampi
et al. (2014) evaluated the effects of mobile games on older people with memory impairment.
Findings indicate thatmobile games can enhance the recreation and self-managed activity level
ofoldpeoplewithmemoryimpairment,andcanpotentiallyassisttheminself-rehabilitationand
extendingindependentliving.Withthegrowthoftheolderpopulation,moremobilegameappswill
bedesignedforoldpeople,helpingthemreducecognitivedecline.Therearealsostudiesreporting
thatmobilegamescanimprovethequalityoflifeandmentalhealthofoldpeople(Cota,Ishitani,&
Vieira,2015),andhelpchildrenwithhearingimpairmentinovercominghearingproblems(Neves,
Vanessa,&Tania,2017).

Values,consumerexperience,lifestyle,safety,perceivedrisk,andsubjectivenormsexertamore
significant impact onusers’ intention topurchasemobilegames.Onlinemobilegameaddiction
significantlypositivelycorrelateswithonlinemobilegameloyaltyandpositivelycorrelateswith
purchasingonlinemobilegameapplications.Useronlinemobilegameloyaltyincreasestheintention
tobuymobilegames(Balakrishnan&Griffiths,2018).Inaddition,usability,perceivedeaseofuse,
andflowexperiencecanpromotethecontinuoususebehaviorofmobilegameusers.Asacrucial
scenariovariable,diversionnotonlyindirectlyaffectsthecontinuoususageintentionthroughthe
flowexperiencebutalsodirectlyaffectsthecontinuoususageintentionofthesituationmobilegame
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(YanniLiu,Liu,Yuan,&Archer,2018).Studentslackenthusiasmbecausetheyconsiderremembering
Englishwordsandvocabularyareboringlearningactivities.Thevocabularylearningsystembased
onmobilegamescouldeffectivelyattractstudents’attentionandinterest,therebyproducingbetter
learningeffectsandprovidingpositivefeedbackonlearningmotivation(Wu,2018).Mobilegames
caneffectivelyenhanceusers’creativity.Teenagerswithahigherartisticsenseofself-efficacyprefer
playing situation mobile games than teenagers with lower self-efficacy; situation mobile games
focusingoncreativeactivitiescaneffectivelyenhanceparticipants’innovativesenseofself-efficacy
(Atwood-Blaineetal.,2019).Besides,mobilegamescaneffectivelyencouragelearnerstoparticipate
invariouseducationalactivitiesandcanincreasetheuser’sflowexperience.Intheprocessofplaying
mobilegames,femalesgetmoreflowexperiencethanmales(Bressler,Bodzin,&Tutwiler,2019).
Ofnote,learningresearchbasedonmobilegameshasshownpositiveeffects,andstudents’degree
ofempathyforcharactersinmobilegamesnegativelycorrelateswiththeirinterestandknowledge
ofthegame.Inaddition,theperceptionoftheauthenticityofcontentnegativelycorrelatedwiththe
students’consumptionrationality,whichisconducivetoenhancingstudents’abilitytoparticipatein
teamwork(Huizenga,Admiraal,Dam,&Voogt,2019).

Research on the Continuous Adoption Behavior of Mobile Game Users
SNSgames,asanewgenreofgamesandoneofthemanyfunctionsofSNS,havebecomeaconcern
ofresearcherswhoareinterestedinstudyingfactorsaffectingtheintentionofgamerstoplaygames.
Shen(2013)measuredhowsocialandcultural factorsaffectSNSgames.Thestudy involved11
intervieweesand321questionnairerespondents.Findingsindicatethatsocialandculturalfactorshad
significanteffectsontheappealofSNSgames.That’swhymanygamedevelopershavestartedto
incorporatethesocialandculturalfactorsofdifferentcountriesintothedesignofSNSgames.P.S.
WeiandH.P.Lu(2014)triedtofindoutthereasonsbehindgamers’affectionforSNSgames.Based
on237validquestionnairescollectedonlineandastructuralequation,theydiscoveredthatnetwork
externalitieshadconsiderableeffectsonthewillingnesstoplayandsatisfactionofgamers,andwere
associated with personal schedule flexibility. Avatar identification improves virtual community
participationandsocialpresence,thesefactorspositivelyrelatedtoonlinegamerloyalty(Ching-I,
2017).Socialinfluenceispositivelyassociatedwithpurchaseintentionsforvirtualgoods,intention
tocontinueplayingispositivelyassociatedwithpurchaseintentions(Hamari,2015).

HsiaoandChen(2016)studiedfactorsdrivingthein-apppurchaseintentionofmobilegames.
BaekandTouati(2017)investigatedindividualtraitsaspredictorsofgameenjoymentbyincluding
learningstyle,intrinsicmotivation,collaborationskills,andcomputergameattitudeaskeypartsof
amodelthatalsoincludedachievement.Resultsofcorrelationandregressionanalysesrevealthat
intrinsic motivation was the only variable to predict game enjoyment. Rauschnabel, Rossmann,
andtomDieck(2017)conductedasurveyamong642ARgameplayerstoexplaindriversoftheir
attitudinalandintentionalreactionsthrougharesearchframeworkbuiltbasedonthegratification
theoryandflowtheory.Resultsshowthathedonic,emotional,andsocialbenefitsandsocialnorms
drove consumer reactions while physical risks (but not data privacy risks) hindered consumer
reactions.However,theimportanceofthesedriversdiffereddependingontheformofuserbehavior.
ChenandLeung(2016)conductedasurveyamong409Chinesemobilegamerstostudytheiruse
of,especiallyaddictiontomobilegames.7.3%oftherespondentswereconsideredaddictswhowere
characterizedaslonely,leisurelybored,andmotivatedbythemobilenatureofthegame.Asexpected,
frequentplayershadahighertendencytobecomeaddicts.Inparticular,lonelinessandself-control
weresignificantpredictorsofmobilesocialgameaddiction,whereasleisureboredomwaslinkedto
theintensityofgameuse.Researcherfoundthattherearetwotypesofmotivationsdrivinggamers,
includingceremonialmotivationssuchaspassingtime,escapismandhobby,hedonicmotivations
suchashappiness,enjoymentandentertainment(Asta,Nikou,&Gatautis,2017;Hussain,Williams,
&Griffiths,2015;Li,Liu,Xu,Heikkila,&Heijden,2015).
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Mostmobilegamesarealreadyavailableforfreedownload.Intheinitialstage,mobilegame
developersprimarilyobtainrevenuethroughproductplacement.However,developersusingthroughput
agreements tochargebecomea trend(Rutz,Aravindakshan,&Rubel,2019).Learning letters is
crucialinlanguagelearning,whichisconducivetoimprovingreadingandwritingskills.Nowadays,
studentsprefer to learn throughmobilegames.Mobilegamescould improve teachers’ability to
classifyteachingcontentandstudents’abilitytolearnclassifiedcontent,anddecreasetheinterference
ofexternalenvironmentonlearning(Samur,2019).Therapidadvancementofmobiletechnology
hasmademobilegamesaleaderintheglobalgamemarket,andthemobilegamemarkethasgrown
insizeandcompetition.Besides,thescaleofthemobilegamemarkethasincreaseddramatically,
withmoreintensecompetition.Furthermore,themarketshareofmobilegameswillmonotonously
decreasewithtimeandcontinueincreasingafter thedeclinereachesthepeak,andthenbeginto
declineagain,whichpresentsacertainlifecycle(Yi,Lee,&Kim,2019).

Asmorestudiesonmobilegamesareconducted,newtheorieswillbeconstantlyproposed,but
gamersasobjectsofstudywillalwaysbethecore.Mobilegamerattrition,whichisatypeofgamer
behavior,hasalsobeenstudied.Moststudiesfocusonbuildingacustomerattritionmodel,mainlyin
thecommunicationindustry,butoverlookreasonscausingmobilegamerattrition.Actually,reasons
behindgamerattritioncanexplaingamers’willingness toplaygamestosomeextent.Thepaper
createsaModelofFactorsAffectingWomen’sContinuanceintentionformobilegamesbasedona
technologyacceptancemodel,andthevalidityofthecreatedmodelhasbeenverified.

Totally 21 papers including frequently used references and some latest studies discussing
mobilegamesandthetechnologyacceptancemodelhavebeenincludedinthepaper.Pleasesee
Table1fordetails.

RESEARCH ModEL ANd HyPoTHESES

Affective Factors and Perceived Enjoyment
Economicmotivesandresultswerethefocusesofinformationsystemadoptionstudy,andcostwas
akeyfactoraffectingpeople’sinformationsystemadoptionbehavior.HsiaoandChen(2016)argued
thatpricegreatlydrovein-apppurchaseintentionformobilegames.Kai-Shuan(2013)reportedbased
onastatisticalanalysisthatinnovationanduniquenesswerethemaincharacterizationsofpopular
games.Thestudycontributedtohuman-computerinteractionincyberspace.KimandLee(2017)
studiedhowswitchingcostsandepistemiccuriosityaffectgamers’continuanceintentionformobile
games.Resultsshowthatthecontinuitycostandthesunkcostpositivelyaffectedtheretentionintent,
buttherewasnosignificanteffectfromlearningcost.Focusingthegamerintoasthemalegamer,
thelearningcostwassignificantbutnegativelytotheintent.

T. Huang, Bao, and Li (2017) found that satisfaction in enjoyment and social contact had
significant positive effects on mobile gamers’ willingness to buy, and vigor, players’ dedication
andabsorptionalsosignificantlyaffectedmobilegamers’willingnesstobuy.Xuetal.(2017)found
thatnetworkdensityandthenumberofcoregamershadpositiveeffectsonthepriceofmassively
multiplayeronlinerole-playinggames.Su,Chiang,JamesLee,andChang(2016)analyzedtheeffects
offlowexperienceontheloyaltyofmobilegamers.Resultsrevealthathuman-computerinteraction,
socialinteraction,challengeandskillsallpositivelyaffectedflowexperience,andchallengeshad
positiveeffectsontheloyaltyofmobilegamers.Personalitytraitsarerelatedtointerdependenceand
networkconvergence,whichfuelcontinuanceintentionofonlinegamers(Huang,Cheng,Wei-Fan,
&Ching-I,2018).Thus,weproposethefollowinghypotheses:

H1:Perceivedchallengeshavesignificantpositiveeffectsonperceivedenjoyment.
H2:Perceivednoveltyhassignificantpositiveeffectsonperceivedenjoyment.
H3:Perceivedcosthassignificantpositiveeffectsonperceivedenjoyment.



International Journal of Information and Communication Technology Education
Volume 16 • Issue 4 • October-December 2020

54

Characteristics and Perceived Ease-of-Use of Mobile Games
Mobile games can be played using smartphones, tablets and other portable computing devices.
Comparedtotraditionalcomputingdevices,thesedevicesfeatureeasieraccesstotheInternet,high
mobility,andlighterweight,allowinggamerstoplaygamesanytime,anywhere.Thisexplainsthe
hugenumberofpeopleplayinggamesonsmartphones.(Wei&Lu,2014)foundthatflexibleplay
hourshadpositiveeffectsonmobilegamerwillingnesstoplaygames.Basedonpreviousresearch
whichhasprovedtheeffectsofsystemquality,informationqualityandservicequalityongamers’
willingnesstoplay,(Wei&Lu,2014)reportedthatenjoymentandinteractionweremainfactors

Table 1. A summary of previous studies about Mobile Game

Author(s) Key Variables Study Theoretical Basis

Schmitetal.(2015) Design Designinmobilegamesforschoolchildren FlowandContext

HsiaoandChen(2016) Perceivedvalue:Loyalty Factorsofmotivatinggameplayerstomake
purchases Value

SuandChen(2013) Environment;design Themobilegame-basedinsectlearningsystemfor
improvingthelearningachievements TAM

Suetal.(2016)
Flowexperience:Skill:
Human-computer:Interaction:
Challenge:Socialinteraction

Theeffectofflowexperienceonplayerloyaltyin
mobilegame Flow

Cotaetal.(2015) Motivation;Age;Digitalgames Mobilegamedesignfortheelderly Flow

Madeiraetal.(2017) Userexperience:Design Thedesignanduserexperienceofmobilegame
forphonologicaldisordersinchildren Metaphonmethodology

BaekandTouati(2017) Motivation:Skills:Attitude Studytheinfluenceofindividualtraitsfor
enjoymentinamobilelearninggame TAM

Merikivetal.(2017) Challenge:Variety:Novelty:
DesignPlayability

Thefactorsofmakingcontinuedmobilegaming
enjoyable TAM

Rauschnabeletal.(2017) Hedonic:Emotional:Social
factorSocialnorm:Risk

Investigatethemechanismsthatexplainthe
popularityofmobileARgames U&G

KimandLee(2017) Epistemiccuriosity:Gamer
attributes;Switchingcosts

Gamer’sattributesaffectingcontinuousplay
intention. Flow

ChenandLeung(2016) Mobility:RelaxationSociability
Achievement:Entertainment

Exploretherelationofpsychologicalfactorsto
mobilegameuseandaddiction U&G

Zhuetal.(2011) Service:Sound:Gameview Developmentofmobilegames UML

Baietal.(2012) Mainclass:Mainprogram
Backgroundclass Mobilegame’sdesignandimplementation TAM

Leeetal.(2015) Mirroringservice;Finger
movements

Fingerstroketimeestimatesfortouchscreen-based
mobilegaminginteraction TAM

Liuetal.(2016) Augmentedreality:Interaction
Experience

Analyzingstudents’languagelearningexperience
inanaugmentedrealitymobilegame U&G

Feijooetal.(2012) Policy:Usable:MobilePlatform
Affordable:Content

Theindustrychallengesandpolicyimplicationsof
Mobilegaming TAM

Okazakietal.(2017) Inherentnoveltysocialnorms
seeking

Factorsinfluencingmobilegamingadoption
amongtheyouth TAM

Shenetal.(2013) Practicable&realizable;
Innovative&unique ExplorethesocioculturalappealofSNSgames U&G

WeiandLu(2014) Networkexternality;
Gratifications

Identifythefactorsthatinfluencepeopletoplay
sociallyinteractivemobilegames U&G

Xuetal.(2017) NetworkexternalityDensity:
Closure

Networkexternalities,density,andclosure,would
exertimpactsonthein-gamecurrencyprice Value

Huangetal.(2017)
Vigor:FlexibilityDedication:
AbsorptionEntertainmentSelf-
presentation

Explorethepurchaseintentioninmobilesocial
networkgames CEandU&G
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decidinggamers’choosingmobilegames,andthesenseofsatisfactionhadpositiveeffectsongamers’
willingnesstoplaymobilegames.Jeon,Ahn,andYu(2016)foundthattheuserinterfacedesignof
mobilegameshadpositiveeffectsongamers’intentiontoplay;andextensiveinformation,active
interaction,andcontent-relatedfeedbackhadsignificantpositiveeffectsontheresponseofgamers.
Mobilegamesareinteractiveproducts,whichmeanstheirease-of-useisakeyfactoraffectinguser
interfacedesign.Thus,thefollowinghypothesesareproposed:

H4:Perceivedmobilityhassignificantpositiveeffectsonperceivedease-of-use.
H5:Perceivedsecurityhassignificantpositiveeffectsonperceivedease-of-use.

Personal Perception and Willingness to Use
Al-omoushandShaqrah(2010)empiricallystudiedthehomenetworkinJordanbasedontheTAM
andthetheoryofsocialconsciousness,andfoundthatperceivedease-of-usesignificantlyaffected
gamers’willingnesstoplaythroughperceivedusefulness.Ismail,Razak,andZakariah(2012)studied
thee-learningsystembasedonaTAMintegratingsuchfactorsasinformationquality,servicequality,
system quality, perceived usefulness, and perceived ease-of-use. Results indicate that perceived
usefulnesssignificantlyaffectedthestudents’willingnesstocontinuouslyusein-apps.Byoungsoo
(2010)performedanempirical studybasedon theECM-ISC, finding thatperceivedusefulness,
perceivedplayfulness,perceivedcost,andsatisfactionweremainfactorsaffectingmobilegamers’
continuanceingaming.Enjoymentandusefulnessareequallyimportantdeterminantsforusingthem
(Hamari&Keronen,2017).Thus,weproposethefollowinghypotheses:

H6:Perceivedenjoymenthassignificantpositiveeffectsoncontinuetouse.
H7:Perceivedease-of-usehassignificantpositiveeffectsoncontinuetouse.

ThepaperbuildsaTAMinwhichfactorsaffectingwomen’scontinuanceintentionformobile
gamesaredividedintoaffectivefactorsandgamefactors.Theformerwasmeasuredthroughchallenge,
noveltyandcost,whilethelatterthroughmobilityandprivacyrisks.Personalperceivedfactorswere
measuredthroughperceivedplayfulnessandperceivedease-of-use,andfemalegamers’willingness
toplaywasmeasuredthroughpersonalperceivedfactors.AhypothesismodelshowninFigure1was
createdbasedontheabovehypotheses.

Thisstudyprimarilyconstructsandmeasures thevariables,suchaschallenge,novelty,cost,
perceivedmobility,security,perceivedeaseofuse,perceivedenjoyment,andusageintention,when
usersplaymobilegames.Allthemeasurementitemsofthesevariablesarereferencedtotheexisting
maturescaleandmodifiedandimprovedincombinationwiththemobilegameapplicationscenario.
Thedetailsareasfollows:(1)Challenge.BasedonKoufaris(2002),fivemeasurementitems,such
asuser thinkingability improvement,user ability expansion, andgameskill improvement,were
measuredforfemaleusersduringtheusageofmobilegames.(2)Novelty.BasedonHuang(2003),five
measurementitems,suchasinnovation,imagination,andfreshnessofmobilegames,weremeasured.
(3)Cost.ReferringtothestudybyAmbergetal.(2004)andTang(2008),fourmeasurementitems,
suchasvariousexpenses,time,andenergyofuserswhenplayingmobilegames,weremeasured.(4)
Mobility.BasedonAmbergetal.(2004)andTang(2008),thedegreetowhichausercanacquirea
mobilegameanytimeandanywherewasmeasured,includingthreemeasurementitems.(5)Privacy
Risks.BasedonFeathermanetal.(2010),fourmeasurementitems,suchasmobilegameslegality,
personalprivacyprotection,andnewcomers,weremeasured.(6)PerceivedEnjoyment.Basedon
Koufaris(2002),theextenttowhichusersfeelhappy,fun,andcuriouswhenusingmobilegameswere
measured,includingfourmeasurementsitems.(7)PerceivedEaseofUse.BasedonDavis(1989),
theuser’sperceptionoftheeasetouseamobilegamewasmeasured,includingfourmeasurements.
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(8)ContinueUsing.ReferringtoDavis(1989),thepossibilitythatconsumersthinktheywilluse
mobilegamesinthefuturewasmeasured,includingfourmeasurementsitems.

RESEARCH METHodoLoGy

Sampling and data Collection
Aquestionnairesurveyhasbeencarriedoutfortheresearch.Thequestionnairecomprisedthreeparts:
basicinformation(e.g.theage,genderandincomeoftherespondents),participationofrespondents
inmobilegaming(includingfrequencyofplayingmobilegamesandgenresofgames),anditems
regardingvariablesinthemodelbuilt,aseven-pointLikertscalewasadopted.Duetolimitedresearch
on female mobile gamers, perceived factors used herein were obtained by improving previous
research.Throughperfectingrelevantscales,adjustingquestionsaccordingtofemalemobilegamers’
opinions,andfeedingbackquestionsevaluatedbyexpertstotherespondents,sevenquestionswere
finallydeterminedtomeasurevariousfactors.Apilotsurveyinvolving20femalepostgraduatesat
WuhanUniversityE-CommerceLabwasexecuted,andthestructureandwayofexpressionofthe
questionnairewereadjustedaccordingtotheresults.

Throughonlinesurveyplatformandsocialcommercecommunities,totally350questionnaires
havebeencollected,including319validoneswhichaccountedfor91%ofthetotal.Asshownin
Table2,73.98%oftherespondentswereunder35,indicatingthatyoungwomenformthemajority
offemalemobilegamers.93.42%oftherespondentshadabachelor’sdegreeorabove,indicating
ahighlevelofeducation.80.56%oftherespondentshadseriouscareersatenterprisesorschools.
80.25%of therespondentshadan incomeabove theaverage.Role-playinggames,boardgames,
musicgames,adventuregames,casualgamesandpuzzlegames,which feature relaxing rhythm,
werepopularamongfemalemobilegamerswhowerewillingtospendmoreonin-apppurchases.
TheresultsagreewiththeconclusionsmadebyFlurry(2016).

Figure 1. Hypothesis model
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Tests of Reliability and Validity
Inthisstudy,weusedSPSSv.23softwaretotestthereliabilityandvalidityofthecollectedsample
data.Thecoefficientofreliabilityofthequestionnairewas0.947,andthoseofvariablesallexceeded
0.7(seeTable3).Theinternalconsistencyofthequestionnairehasbeenverified.Questionswere
designedbyreferencetomaturescalesandhavebeenconfirmedbyexperts,whichensuredtheir
contentvalidity.TheconstructvaliditywasobtainedthroughKMOandBartlett’sTest.KMOwas
0.923andBartlettPwaslessthan0.001.Accordingto(J.Lu,Liu,&Yu,2008),whenKMOisgreater
than0.5,it’sidealforfactoranalysis.Extractedmainfactorscumulativelyexplained68.237%ofthe
totalvariance.Thevalidityofthequestionnairehasbeenverified.

Table 2. Demographic information of the respondents

Variable Categories Frequency Percept

Age

Under18 2 0.63

19-25 52 16.3

26-35 182 57.05

36-45 57 17.87

Over45 26 8.15

Education

Middleschoolorless 1 0.31

Seniorschool/Vocationalschool 20 6.27

Juniorcollege/Undergraduate 269 84.33

Master 28 8.78

Doctor 1 0.31

Occupation

Institutionstaffandcivilservant 113 35.42

Enterprisetechnicalstaffandmanagement 122 38.24

Teacher 22 6.9

Student 22 6.9

Housewife 5 1.57

Freelancer 17 5.33

Others 18 5.64

Timeofplaythegame

Underhalfoftime 74 23.2

Halfoftimetoanhour 134 42.01

1hour-2hours 94 29.47

Over2hours 17 5.33

Kindofgamepeoplelike

Sportscompetition(Runningracing,Skiing) 64 20.06

Action(Fruitninja,Shadowoftheblade) 75 23.51

Simulatedbusiness(Sims,Simulatedcity) 77 24.14

Leisurepuzzle(Lookingforyoursister) 106 33.23

Adventure(Plantzombies) 117 36.68

Roleplay(Paladin,Dragon8) 134 42.01

Music(Rhythmmaster,BigMusician) 143 44.83

Chess(Landlord,Chess) 238 74.61
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The observations of convergence validity include factor load, combination reliability (CR),
andaverageextractedvariancevalue(AVE).Notably,thethreeobservationindexeshavefulfilled
thebasicrequirementsofthetest,suggestingthatthesurveyscalehasgoodconvergencevalidity.

Table 3. Results of confirmatory factor analysis

Construct Items Factor Loadinga Cronbach’s a AVE CR

Challenge

CH1 0.717 0.831 0.597 0.881

CH2 0.764

CH3 0.817

CH4 0.780

CH5 0.783

Novelty

NO1 0.817 0.875 0.667 0.909

NO2 0.757

NO3 0.829

NO4 0.841

NO5 0.835

Cost

CO1 0.791 0.811 0.639 0.876

CO2 0.778

CO3 0.841

CO4 0.786

Mobility

MO1 0.908 0.837 0.756 0.903

MO2 0.894

MO3 0.803

PrivacyRisks

PR1 0.864 0.888 0.749 0.923

PR2 0.875

PR3 0.890

PR4 0.831

Perceived
Enjoyment

PE1 0.757 0.778 0.601 0.858

PE2 0.759

PE3 0.819

PE4 0.764

PerceivedEase
toUse

PEU1 0.866 0.843 0.681 0.895

PEU2 0.806

PEU3 0.772

PEU4 0.854

ContinuetoUse

CTU1 0.861 0.901 0.772 0.931

CTU2 0.896

CTU3 0.892

CTU4 0.864

Note: a All standardized factor loadings were significant at p < 0.001
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Reliabilityreflectsthestabilityandreliabilityoftheobservationscale,whichisgenerallyverified
byCronbach’sαcoefficient.

Table3showsthatthefactorloadingsofobservedvariablesallfallbetween0.7and0.9,greater
than0.50andlessthan0.95,indicatingthatthebasicfitindicesofthescalesarefairlyideal.The
composite reliability values of latent variables are in the range of 0.800-0.930, greater than the
evaluationstandardof0.60.Theaveragevariancesextracted(AVE)oflatentvariablesfallbetween
0.50and0.70,greaterthantheevaluationstandardof0.50.Thereliabilityofthescalesishigh.

Thevaliditytestcomprisescontentvalidity,convergencevalidity,anddifferentialvalidity.
Regarding thecontentvalidity,whenselecting the initial scale, the relevant literatureon the
influencingfactorsofthecontinuoususageofmobilegameusersisorganizedandsummarized,
andtheclassicaleffectivescaleiscombinedtodeterminethemeasurementitemsofthisstudy.
In theformationprocessof thescale, theauthorconductedcomprehensiveresearchwith the
expertsinrelatedfieldsandperformedfrequentrevisionsofthequestionnaire.Finally,thecontent
anditemsofthequestionnaireweredetermined,whichensuredthatthequestionnairehadgood
contentvaliditytothegreatestextent.

Thediscriminantvalidityoflatentvariablesindicatesthelowcorrelationorsignificantdifference
betweenobservedvariablesandlatentvariables.Inthepaper,discriminantvaliditywastestedbased
ontheAVEofeachlatentvariable,andthesquaredvalueofthecorrelationcoefficientquantifying
thestatisticalrelationshipbetweenthelatentvariableandotherlatentvariables.Thediscriminant
validityvaluesoflatentvariablesarelistedinTable4.

ThevaluesonthediagonalinTable4arethesquarerootsoftheAVEoflatentvariables,and
thoseoffthediagonalarethesquaresofcorrelationcoefficientsreflectingthecorrelationsamong
latentvariables.Tosumup,thesurveyscalesaresatisfactoryinreliabilityanddiscriminantvalidity,
whichlayasolidfoundationforfurtheranalyses.

dATA ANALySIS ANd RESULTS

Amos23 softwarewasused to analyze collecteddatabasedon a structural equationmodel, and
maximumlikelihoodestimationwasadoptedtoverifythehypothesesraisedinthetheoreticalmodel.

Table 4. Results of discriminant validity analysis

Construct CH NO CO MO PR PE PEU CTU

CH 0.773

NO 0.487 0.817

CO 0.001 0.011 0.799

MO 0.563 0.666 0.101 0.869

PR 0.187 0.214 0.105 0.306 0.865

PE 0.584 0.620 0.060 0.578 0.189 0.775

PEU 0.449 0.531 0.108 0.599 0.249 0.461 0.825

CTU 0.421 0.463 0.030 0.460 0.165 0.421 0.442 0.879

Notes: CH: Challenge; NO: Novelty; CO: Cost; MO: Mobility; PR: Privacy Risks; PE: Perceived Enjoyment; PEU: Perceived Ease to Use; CTU: Continue 
to Use

Figures in diagonal are square root of the AVEs, and off-diagonal elements are corrections of constructs
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Parameter Estimation Reasonability Test
Beforeestimatingtheoverallfitofthemodel,itisnecessarytotestwhetherthemodelviolatesthe
estimationandverifytherationalityofparameterestimation.Inthemodeldesigned,theestimated
valuesofstandardizedparametersallstayedbelow0.95;thevariancesofmeasurementerrorswere
between 0.123 and 8.007 (no negative variance); and the correlation coefficients reflecting the
correlationsamongestimatedcovariancesoflatentvariablesallfellbetween0.056and0.099(less
than1).Thereasonabilityofparameterestimationindicatesthatthecovariancematrixorrelated
matrixwaspositivedefine.Theestimationresultsofthemodelshowthattherewasnoviolationof
theestimation,whichallowedtheoverallfittest.

overall Fit Test of the Model
Inthispaper,theoverallfitevaluationindicesofthemodelweredividedintoabsolutefitindices,
incrementalfitindicesandparsimoniousfitindex(Hair,Anderson,Tatham,&Black,1998).See
Table5 for overallmodel fit test statistic.The chi square (x2)/degreeof freedom ratio (CMIN /
DF)was1.973,lessthan3,indicatingthatthemodelwascompatiblewiththeactualsampledata.
However,sincethechi-squareandchisquare/degreeoffreedomratioaresusceptibletothesizeof
thesample,itisnecessarytodeterminemodelfitbyreferringtootherfitindices(Wheaton,1987).
Table5showsthatthemodelhasaRMSEAof0.055(lessthan0.07),andaGFIvalueof0.900,a
CFIof0.98,aTLIof0.924,andanIFIof0.939whichareallgreaterthan0.9,indicatingthatthe
overallmodelfitindiceshavereachedthefitstandard.Generally,thehypotheticalmodelproposed
hereinwasingoodagreementwiththeactualobservationdata,andthestructuralequationmodel
presentedgoodexternalquality.

Research Hypothesis Test
AsshowninTable6,theestimatesobtainedbasedonthestructuralequationmodelindicatethat
allhypotheseshavebeenverifiedby thesignificance test, andare inagreementwith theoretical
analysisresultsandexpectations.Testresultsindicatethatperceivedmobilityhadthegreatesteffects
onperceivedease-of-use,whileperceivedriskshadnoobviouseffectsonperceivedease-of-use.
Perceivedcosthad the least effectsonperceivedenjoyment,whileperceivedchallengeshad the
greatesteffectsonperceivedenjoyment.

Inthisstudy,weusedAmos23.WhentheabsolutevalueofCRwas>1.96,andtheP-valuewas
<0.05,thecorrelationbetweenthetwopotentialvariablepathswassignificant.Theestablishment
ofthehypothesisrelationshipbetweenthelatentvariablesinthetheoreticalmodelwasconfirmed
bywhetherthepathcoefficientsweresignificantornot.

Estimatesobtainedbasedonthestructuralequationmodel(seeFigure2)showthatthepath
coefficientfromperceivedchallengestoperceivedenjoymentis0.562,greaterthatthesignificant
valueof0.001.HypothesisH1(β=0.562,p<0.001)hasbeenverified,indicatingthatstimulation
andchallengesraisedbymobilegameshavepositiveeffectsontheperceivedenjoymentoffemale
gamers.Thepathcoefficientfromperceivednoveltytoperceivedenjoymentis0.540,greaterthanthe
significantvalueof0.540.HypothesisH2(β=0.540,p<0.001)hasbeenverified,indicatingthat

Table 5. Measures of the model fit

Fit Index X2/df RMSEA GFI CFI TLI IFI

Recommendedvalue <3 <0.07 >0.9 >0.9 >0.9 >0.9

Modelvalue 1.973 0.055 0.900 0.938 0.924 0.939

Source: According to Bentler and Bonett (1980)
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thenoveltyofmobilegameshadpositiveeffectsontheperceivedenjoymentoffemalegamers.The
pathcoefficientfrompricetoperceivedenjoymentis0.127,alittlehigherthanthesignificantvalue
of0.001.HypothesisH3(β=0.127,p<0.001)hasbeenverified,indicatingthatthepriceofmobile
gameshasminorpositiveeffectsontheperceivedenjoymentoffemalegamers.Thismeansfemale
mobilegamersarenotverysensitivetothecostofgaming.Thepathcoefficientfromthemobility
ofgamestoperceivedmobilityis0.794,greaterthanthesignificantvalueof0.001.HypothesisH4
(β=0.794,p<0.001)hasbeenverified,indicatingthattheubiquitousofmobilegameshadpositive
effectsontheperceivedease-of-useoffemalegamers.Well-performednetworksandmobileterminals
jointlycreateanenvironmentwherenetfemalegamerscanplaymobilegamesanytime,anywhere.
Thepathcoefficientfromprivacyriskstoperceivedmobilityis0.010,lessthanthesignificantvalue.
Hypothesis5hasn’tbeenverified,indicatingthatprivacyriskshavenopositiveeffectontheperceived
mobilityoffemalemobilegamers.Thepathcoefficientfromperceivedenjoymenttocontinuance
intentionformobilegamesis0.484,greaterthanthesignificantvalueof0.001.HypothesisH6(β
=0.484,p<0.001)hasbeenverified,indicatingthatperceivedenjoymenthadpositiveeffectson
femalegamers’continuanceintentionformobilegames.Thepathcoefficientfromperceivedease-
of-usetocontinuanceintentionformobilegamesis0.302,greaterthanthesignificantvalueof0.001.

Table 6. Summary of hypothesis tests

Hypotheses Standardized Coefficient S.E. C.R. Supported

H1:CH→PE 0.562*** 0.081 6.179 Yes

H2:NO→PE 0.540*** 0.072 6.229 Yes

H3:CO→PE 0.127*** 0.056 2.806 Yes

H4:MO→PEU 0.794*** 0.099 8.007 Yes

H5:PR→PEU 0.010 0.090 0.123 No

H6:PE→CTU 0.484*** 0.086 5.911 Yes

H7:PEOU→CTU 0.302*** 0.070 3.949 Yes

Note: ***p < 0.001

Figure 2. Results of the proposed model
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HypothesisH7(β=0.302,p<0.001)hasbeenverified,indicatingthatperceivedease-of-usehad
positiveeffectsonfemalegamers’continuanceintentionformobilegames.

CoNCLUSIoN

Based on a theoretical model and previous studies, the authors suggested new factors affecting
femalegamers’continuanceintentionformobilegames.Then,anempiricalstudywasconducted
basedontheresultsofaquestionnairesurveycontainingtheabove-suggestedfactors.Someresearch
conclusionsweremadeatlast.

The paper studies factors affecting female gamers’ continuance intention for mobile games
basedonaTAM.Perceivedenjoymentandperceivedease-of-usewereusedasmediatingvariables.
Findingsshowthatperceivedenjoymentandperceivedease-of-usehadpositiveeffectsonfemale
gamers’willingnesstoplaymobilegames(similarresultswereconfirmedinstudiesconductedby
(Bao,2014;JuhoHamari&Koivisto,2015;Merikivietal.,2017);thechallenge,noveltyandprice
(minorfactor)ofmobilegameshadpositiveeffectsontheperceivedenjoymentoffemalegamers
(similarresultswereconfirmedinstudiesconductedby(Okazakietal.,2015)); theubiquitousof
mobilegameshadpositiveeffectsontheperceivedease-of-useoffemalegamers(similarresults
wereconfirmedinstudiesconductedby(Baek&Touati,2017;Feijoo,Gómez-Barroso,Aguado,&
Ramos,2012;Schmitzetal.,2015);andtheprivacysecurityofmobilegameshadnopositiveeffect
ontheperceivedmobilityoffemalemobilegamerswhichmeansthatprivacysecuritywasnota
concernoffemalemobilegamersintheprocessofgaming.

Femalemobilegamershavegraduallydevelopedmaturegamingandpaymenthabits.Fairgames
withshorterplaytimeandeasierrules,beingmorestimulatingthancasualgamesandlessstressful
thantraditionalcompetitivegames,arepopularamongfemalegamers.Femalegamerstendtoprefer
socialgamesfeaturingbrightcolorsandagoodgamingatmosphere.Giventhecharacteristicsof
femalemobilegamers,webelievethatthetraditionalprofitmodeldependingontrafficacquisition
isnolongersuitableforthecurrentfemalemobilegamesmarket—gameoperatorsneedtoincrease
thenumberofpaidgamersand theamountof theirpayment throughimprovingproductquality,
making innovations in design, integratingmarketing resources, andprecise data analysis. In the
currentcontextthatsocialplatformshavebecomeanewbattlegroundforoperatorsanddistributors
(Rauschnabeletal.,2017),gamedevelopersshouldfocusmoreontheintegrationofproductswith
SNS,andrecommendedpersonalizedgamestofemalegamers.

dISSCUSSIoN THE THEoRETICAL ANd MANAGERIAL 
IMPLICATIoNS oF THE STUdy

Managerial Implications
Findings of the study offer helpful guidance to mobile game developers, helping them develop
productsmeetingtherealneedsoffemalegamersbasedonabetterunderstandingofthebehavior
characteristicsoffemalegamers,thusincreasingmarketshare.Challengesraisedbymobilegames
havepositiveeffectsontheperceivedenjoymentoffemalegamers.Therefore,developersshould
designmorechallengingmissions,andcreatemoreimpressivescenariosandstorylines,increasing
thesenseofchallengeforfemalegamers.Theperceivedenjoymentoffemaleplayersispositively
affectedbythenoveltyofthegame.Toimprovethenoveltyofgames,developersshouldtofrequently
updaterolesandrewards,anddevelopnewhighlightsthroughSNSformeetingtheneedsoffemale
gamersonproductnovelty.Theubiquitousofmobilegameshavepositiveeffectsontheperceived
ease-of-useoffemalegamers.Inthisrespect,developersshouldrelyonARtechnology(Ma,2016;
Rauschnabeletal.,2017)toprovidelightweightappstofemalegamers,satisfyingtheirneedsof
playingmobilegamesanytime,anywhere.Forthedesignofmobilegames,inadditiontocontent,
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incorporatesocialsystemsmayalsobeincorporatedintogamedesign,improvingtheinteractivity
amongplayers,increasingcustomerloyalty.

Theoretical Implications
Thepaperaddsnewtheoriesappliedtothestudyoffemalemobilegamersintheprocessofstudying
thebehaviorcharacteristicsof femalemobilegamers inamoredetailedmannerbystressing the
importance of factors such as challenges, novelty and mobility of mobile games in maintaining
women’scontinuance intentionformobilegames. Inaddition, theeffectsofproposedfactorson
women’scontinuance intentionformobilegameshavebeenproved,andfactorsaffectingfemale
gamers’perceivedenjoymentandperceivedease-of-usehavebeenverified.It’sfairtosaythatthestudy
caneffectivelyenhanceresearchers’understandingoftheinformationbehaviorofwomen.Through
originalapplicationoftheTAMinstudyingwomen’scontinuanceintentionformobilegames,the
studyhasalsoprovedthatpriceisnotamajorfactoraffectingfemalegamers’willingnesstoplay
games.Thepaperprovidesausefulreferencetoresearchers,helpingthemhaveabetterunderstanding
oftheneedsoffemalemobilegamers.

LIMITATIoNS ANd FUTURE dIRECTIoNS

Thelimitationsof thisstudyareasfollows.First, thesurveyusedonlinequestionnaires,andthe
numberofcollectedquestionnaireswaslimited.However,astheusergroupsofmobilegameswere
relativelywide,thissurveyobjectwaslackingintheuniversalityofthesample.Inaddition,inthe
researchcontent,thisstudycombinedthesituationandsatisfactiontheory,andinevitablyignored
theresearchfocusandfactorsatotherlevels,resultinginalackofextensiveresearchperspective.

Thefutureresearchplanisasfollows.First,acomparativestudywouldbeconductedalongwith
thebehavioralcharacteristicsofmalemobilegameuserstoexaminethecharacteristicsofdifferent
genderusers.Thefutureresearchplanisasfollows.First,acomparativestudywouldbeconducted
alongwiththebehavioralcharacteristicsofmalemobilegameuserstoexaminethecharacteristics
ofdifferentgenderusers.

Second,thebehavioralcharacteristicsofusersofdifferentageswouldbefurtherstudied,witha
focusoninfluencingfactorsofchildrenandtheelderlywhenusingmobilegames.

Infutureresearch,itwouldnotonlyensuretheauthenticityofthesampleanswerbutalsoimprove
thenumberofsamples.Meanwhile,theimpactofregionalandculturalfactorsonthecontinuous
usageintentionofmobilegameuserswouldbestudied.

TechnologicalattributesofmobilegamesandSNShaveconsiderableeffectsonfemalemobile
gamers’cognition,affection,andexperienceswhichcanactuallybecontrolledbySNSandmobile
gamedevelopers.However,thisfieldisstillnotabigconcernofresearchersyet.Inthefuture,further
studiesinthisfieldmaybeconductedtoexplorehowtopositivelyaffectfemalemobilegamers’
cognition,affection,andexperiencesthroughincreasinginteractivityandtelepresenceingamesusing
thepoweroftechnology.
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