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ABSTRACT

In the past decade, virtual worlds have demonstrated the potential to be the next generation of interface for
entertainment, interaction, content, and e-commerce. As a major type of virtual worlds, online games become a huge
business and engage millions of players around the world. However, e-commerce researchers have so far paid
insufficient attention to why players enjoy using virtual game worlds. To address this insufficiency, the current
study develops and empirically tests a theoretical model of determinants of online gaming enjoyment. Specifically,
this study suggests that key elements of online games are the primary factors associated with the enjoyment of
playing an online game. The current study also investigates the impact of enjoyment on gaming behavior while we
control for other known critical variables of attitude and subjective norms. The proposed research hypotheses are
tested by using questionnaire responses of 253 online game players. Overall, the results indicate that online game
story, graphics, length, and control are highly related to enjoyment, and that enjoyment has a significant impact on
behavioral intention even with the presence of control variables.

Keywords: behavioral intention, enjoyment, online game, subjective norms, virtual worlds.

1. Introduction

In the past decade, we have witnessed the rapid growth of Internet-based simulated environment — virtual
worlds. As an important aspect of e-commerce, virtual worlds refer to artificial environments created by computer
systems, in which the users have the impression of being immersed [Manetta and Blade 1995]. As such, the
objective of virtual worlds is to achieve a feeling of telepresence, enjoyment, immersion, and participation from a
distance [Jakala and Pekkola 2007]. The advances in personal computing, coupled with the remarkable penetration
of the high-speed Internet, bring virtual worlds to the reach of everyone.

Virtual worlds involve many online game genres and reality-based fictional environments such as Second Life,
Entropia Universe, and Cyworld [Bray and Konsynski 2007; Guo and Barnes 2007]. While the online games such as
Massive Multiplayer Online Role Playing Games (MMORPGS) are designed to build a fantasy-based entertaining
virtual world where participants adventure jointly, the later three types of virtual worlds focus on creating computer-
mediated, shared experiences where participants can interact together [Bray and Konsynski 2007]. Online games are
often featured with in-game items for players to acquire, quests or missions for players to accomplish, and a loose
structure created by an open-ended fictional story [Yoon 2005]. However, the reality-based virtual worlds such as
Second Life may not necessarily have these features. DFC Intelligence [2006] estimates that the number of global
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online game players will increase from 124 million by 2005 to 376 million by 2009 and that the worldwide
subscription revenue from online games will grow from $2 billion in 2005 to $6.8 billion in 2011. The rapid growth
of online game business calls for an investigation to find the key factors that may explain the enjoyment of playing
online games. But so far, little empirical study has been conducted on the subject.

Online games, as an important type of virtual worlds, run on a cluster of servers and are played online through
the Internet [Hsu and Lu 2004]. Unlike traditional PC or console games where usually one person plays a game,
online games allow many players around the world to play together [Wu and Liu 2007]. Many online games,
especially first-person-shooting games and role-playing games, are inseparable from virtual worlds [Bray and
Konsynski 2007; Guo and Barnes 2007]. For example, in the game of EverQuest, players explore a virtual world of
sword and sorcery, fighting monsters and enemies for treasure and experience points. Another online game, Matrix
Online, continues the story told in the Matrix movie series and immerses players into the role of a “redpill,” a human
who was formerly trapped inside the virtual universe of the Matrix. The game setting of Star Wars Galaxies is the
well-known Star Wars fictional universe, with the time period currently set in between the events in Episode 1V: A
New Hope, and Episode V: The Empire Strikes Back.

Previous studies find that people play online games for various reasons such as overcoming challenge,
alleviating tension, making friends, and killing time, but the most basic goal is to enjoy [Davis et al. 2005; Kim et al.
2002]. Thus, virtual game worlds should be enjoyable. In other words, online games should be able to provide
players with a pleasurable experience. But what makes online games enjoyable? This question is of considerable
interest because creators, sponsors, and operators of online games can benefit greatly from improved understandings
of the driving factors behind players’ pleasurable experience. More to the point, the question should also be of great
importance to industry vendors as they strive to motivate users to play online games more often. In addition,
addressing the question may enable practitioners to better design and engineer other reality-based virtual worlds and
thus leverage these Web-based technologies to create new e-commerce models for generating revenues and
engaging consumers [Holsapple et al. 2005].

The purpose of this study is to focus on virtual game worlds and empirically test a theoretical model to examine
the factors related to the formation of online gaming enjoyment. The proposed theoretical model suggests that key
elements of online games are the primary factors explaining why players will perceive an online game as enjoyable.
The five most important elements of online games captured by the model are story, graphics, sound, length, and
control. Moreover, the model also examines the subsequent effect of online gaming enjoyment on players’ intention
to play online games. By investigating the links between game elements and enjoyment, and the link between
enjoyment and behavioral intention, the current study provides a clear picture of how the basic game attributes
impact players’ intention to play online games through the development of enjoyable gaming experience.

2. Theoretical Concepts of Enjoyment

Enjoyment is recognized as the conceptualization of intrinsic motivation [Wu and Liu 2007]. Defined as the
engagement in activity for “its own sake,” intrinsic motivation mainly relates to perceptions of pleasure, joy, and fun
[Deci and Ryan 1985]. According to the theory of intrinsic motivation, the reward of performing an activity is the
process of the activity itself and not an end result [Lesser and Madabhushi 2001]. The theory has been widely used
to understand information system related human behavior [Venkatesh 1999].

Enjoyment can be defined as the degree to which performing an activity is perceived as providing pleasure and
joy in its own right, aside from performance consequences [Venkatesh 2000]. As a state of positive emotional
experience, enjoyment can occur not only in the chase of physical activities such as dancing, but also in the pursuit
of mental activities such as playing chess. According to the Flow Theory, enjoyment is one of the five important
dimensions of flow experience [Csikszentmihalyi 1990].> Moreover, the occurrence of enjoyment can also be
general or situation-specific. An example of general enjoyment would be that an individual perceive interacting with
computers as enjoyable, no matter what the individual is doing on them, while an example of situation-specific
enjoyment would be that an individual may enjoy working with a specific IT tool such as MSN Messenger.

Enjoyment has received considerable research attention in recent years [Koufaris 2002; Lee et al. 2005;
Venkatesh 2000]. Testing an integrated theoretical model on online consumer behavior, Koufaris [2002] finds that
shopping enjoyment has a significant impact on consumer intention to re-visit an online store. Based on this finding,

* Flow is defined as the state in which individuals are so involved in an activity that nothing else seems to matter; flow theory can be applied to
almost any activity including making music, rock climbing, dancing, sailing, and playing chess [Csikszentmihalyi 1990]. This study focuses on
enjoyment rather than flow because prior work suggests that multidimensional flow construct may not be adequate to explain online consumer
behavior and researchers must be cautious in using flow in their e-commerce studies [Koufaris 2002].
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the author argues that shopping enjoyment may be a critical variable in studying online consumer behavior. Prior
research also shows that enjoyment can have an indirect influence on behavioral intention through other variables.
For instance, focusing on the roles of anchors and adjustments in technology acceptance, Venkatesh [2000] finds
that enjoyment significantly impacts behavioral intention through perceived ease of use. In an empirical
investigation of user acceptance of e-learning, Lee and colleagues [2005] observe that enjoyment not only have a
direct impact on behavioral intention but also indirectly impact it via attitude. In short, previous research shows that
enjoyment can play an important role in predicting system use behavior. The current study extends such research by
examining the factors related to and effects of enjoyment in virtual game worlds.

In summary, researchers have so far investigated enjoyment in the context of instant messaging [Li et al. 2005]
and online shopping [Koufaris 2002], but paid insufficient attention to its role in online gaming. Based on the factor
that players tend to be motivated mostly by intrinsic motivation, we expect that enjoyment is a critical construct in
studying online game player behavior.

3. Research Model and Hypotheses

Drawing upon the established theories and prior empirical findings, we propose a conceptual model that
investigates the factors related to and effects of online gaming enjoyment. As depicted in Figure 1, our model
suggests that enjoyment is highly related to online game story, graphics, sound, length, and control, and enjoyment
predicts intention to play online games while the effects of attitude and subjective norms on behavioral intention are
under control.

Online Game Story \
\

H1

Online Game Graphics

H2 \
\ Online Intention to
Online Game Sound H3 —» Gaming L— H6 —» Play Online
/v Enjoyment Games
H4
Online Game Length —
H5 Control Variables
Online Game Control / :r ________________________________________ :
| Attitude Subjective Norms i
1 1
1

Figure 1. Research Model

3.1.  Online Game Story and Enjoyment

Like movies, most online games have a story to which players may attach their fantasies and desires. An online
game story usually tells players what is going on in a game. More specifically, it describes the circumstances of the
events or the experiences of the characters that happen in the game sessions [Juul 2001a]. Like those presented in
movies, novels, and operas, stories are also a key component of an online game.

Consequently, online games stress the importance of story a lot. This is because an interesting story can
motivate players to explore the game, to continuously return to the virtual world, and to see the in-game characters
through to the end [Pearce 2003]. Moreover, an attractive story can make an online game more enjoyable by
evoking fantasies and sense of curiosity in players. Thus, they immerse themselves into the story to build an in-game
character who determines his own fate by acting within the time and space of a virtual world [Ryan 2001]. In such a
situation, the players definitely enjoy the tasks such as fighting terrorists and saving the earth from an alien invasion,
and forget momentarily all the unpleasant and worrisome things in their real lives. In short, they perceive the game
as appealing and entertaining. Thus, we are led to the following hypothesis.

Hypothesis 1:  Online game story is positively related to online gaming enjoyment.
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3.2.  Online Game Graphics and Enjoyment

Online game graphics refers to visual information players receive during the game, which are presented in the
form of pictures, images, or drawings. Because most people consider online games as mainly visual experience
oriented entertainment, the primary goal in the development of the games is to improve the technology for their
visual presentation [Smith 2002]. When designers are able to render more and more polygons, they can present a
more “big and real” virtual game world, construct more nuanced characters, and depict more precise action details.
Assumedly, intensive visual information will give the digital spaces explored by the interactive players some of the
richness of the cinematic signifier [Smith 2002].

As long as online games are considered to be primarily visual, it is reasonable for both designers seeking to
elevate their game and players eager to have fun to concentrate on the visual expressivity of this online
entertainment. To increase the quality of the gaming experience, online game designers pay close attention to how
well graphics are developed to represent “reality.” For example, in some online games, the basic facial features of an
avatar include a photo-realistic face with slight dynamic changes in expressions [Pearce 2002]. Those changes, such
as subtle smile and blinking of eyes, are non-controllable by players but are employed to enhance the liveliness of
the avatar. Consequently, the players will perceive the games as amazingly real and enjoy playing them. Thus, we
hypothesize:

Hypothesis 2: ~ Online game graphics is positively related to online gaming enjoyment.

3.3.  Online Game Sound and Enjoyment

Online game sound refers to auditory information players receive during the game such as music, speech,
weapons firing, running, etc. Online games adopt certain roles of sound from the prior narrative medium: cartoon
movies. This is because online games and cartoon movies share the similarity that they both rely on visual and
auditory cues to convey a sense of time and space of a fictional world, and that they are both based on the similar
production techniques [Ward 2002]. In general, online game sound serves two purposes: expanding the concept of a
game’s virtual world and drawing players forward through the sequence of gameplay [Whalen 2004].

Online game sound achieves the two purposes by providing players more information to reinforce the impact of
graphics. Research on cognition and animation suggests that visual objects are perceived as alive and exhibiting
anthropomorphic behavior when their actions are accompanied by a synchronized soundtrack [Cohen 2000]. In
online gaming context, sound can not only provide an audio complement to action on the screen but also help create
a sense of a real physical space [Morris 2002]. In addition, the auditory information through speakers or headphones
can make players reach the winning situation sooner by supporting them to perceive the game’s space in 360
degrees [Whalen 2004]. Thus, as a key interaction cue, sound plays an important role in shaping players’ perception
toward online gaming.

By creating the perception of real physical space, online game sound makes gameplay a more compelling
experience, for example, by engaging players in the exploration of a mystery world full of puzzles or immersing
them in the excitement of fighting terrorists to save the in-game character that has been kidnapped. As a result, the
players are likely to consider the online game enjoyable. Thus, we hypothesize:

Hypothesis 3: ~ Online game sound is positively related to online gaming enjoyment.

3.4.  Online Game Length and Enjoyment

Online game length is the average amount of time that players spend on reaching the predefined winning
situation. Researchers and practitioners believe that there is no magic number to target in terms of online game
length but each game has its unique "ideal length" based on the gameplay, story, pacing, and introduction of new
elements [Zeschuk and Muzyka 2004]. To allow players to more enjoy an online game, it is critical to integrate the
length to the background story of the game [Eilers 2000], and to match the length to the quality of the experience in
the game [Zeschuk and Muzyka 2004].

A game story is unlikely to be told satisfactorily unless sufficient time is given for its telling. On the other hand,
extending a story beyond its natural limits for the sake of game length can not do any good to players’ gaming
experience but weaken the narrative of the story [Boon 2006]. Thus, online game length becomes a balance.
Developers should offer as much gameplay as they can from the available materials based on the background story.
At the same time, they should pace their games in a satisfying manner and make it clear to the players that a
predefined winning situation can be achieved in a reasonable period of time [Boon 2006]. By doing so, developers
are more likely to provide players with an enjoyable online game. Thus, we are led to the following hypothesis.

Hypothesis 4:  Appropriate online game length is positively related to online gaming enjoyment.
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3.5.  Online Game Control and Enjoyment

Playing online games to some extent can be viewed as an exercise of control systems [Juul 2001b], which
requires hand-eye-coordination and often causes physical or physiological reactions [Eskelinen 2001]. Online game
control refers to the mechanism that allows players to manage and direct an online game by using keyboard and
mouse. In other words, the control is the interface between online games and players. Online game control is
important because it impacts players’ feelings of how the game is easy to manage. To allow players to grab a mouse
and immediately play an online game, the control must be designed in a way that is intuitively understandable, easy
to learn, and easy to use.

There are few good games with bad controls. When players have difficulties in controlling in-game character
body movement or in weapon aiming, they perceive the online game as having low play value and thus are less
likely to continue, let alone to have fun. On the contrary, when the control is easy to use, players will consider the
online game as a decent and attractive one. For example, in some online games, players are able to set their crosshair
at any level and it will stay there. When the crosshair is positioned by the players over an enemy, its color changes
from blue to red that indicates the players’ shot will hit the enemy. Moreover, the aiming mechanism also allows the
players to “lock on” to a target to achieve more accurate shot by placing the crosshair on the target for a certain
period of time. As a result, the players will have a strong feeling that the weapon is totally under their control and
will report more satisfaction with the weapon performance, and thus they seem to enjoy the game more [Davis et al.
2005]. Therefore, we hypothesize:

Hypothesis 5 Online game control is positively related to online gaming enjoyment.

3.6. The Impact of Enjoyment on Intention

Enjoyment has been found to impact behavioral intention in many online interaction settings. Prior work
suggests that enjoyment directly affects the behavioral intentions of online customers. For example, Heijden [2002]
finds that users who have experienced enjoyment are more likely to show intention of returning to a Dutch movie
website. Similarly, Li et al. [2005] find that users who perceive the use of instant messaging as enjoyable are more
likely to have intention of continuing using it. In addition, past studies also find that enjoyment positively impacts
the use of information systems [Davis et al. 1992; Igbaria et al. 1996]. In short, the relationship between enjoyment
and behavioral intention has received theoretical and empirical support.

Compared with other activities such as online shopping or using information system, playing online games is
more experience-oriented and online game players are more motivated by the intrinsic motivations associated with
playing online games. Thus, players who experience enjoyment, the emotional response of pleasure, are more likely
to be motivated to continuously play online games. Therefore, it is plausible to hypothesize that enjoyment received
from playing online games influences players’ intention to play.

Hypothesis 6:  Online gaming enjoyment positively influences intention to play.

3.7.  Control Variables

To test the research model, we control two salient variables known to impact behavioral intention: attitude and
subjective norms. According to the Theory of Reasoned Action (TRA), a well-established general theory of human
behavior, behavioral intention is determined by an individual’s attitude toward the behavior and the individual’s
subjective norms [Ajzen and Fishbein 1980]. TRA often serves an important theoretical basis for developing
research frameworks such as the Technology Acceptance Model (TAM) [Davis 1989]. Because previous research
suggests that in the context of online gaming, attitude and subjective norms play a more important role than other
variables [Hsu and Lu 2004], we control their effects on behavioral intention.

4. Methodology
4.1. Survey Instrument, Pilot Test, and Data Collection
To test the research model, data were collected via a survey instrument that uses multi-item scales to measure
all research constructs. The scale measuring the online gaming enjoyment is adapted from Koufaris [2002].
Measures for intention to play online games are adapted from Agarwal and Karahanna [2000]. The items used to
measure the two control variables are adapted from two sources: attitude measures are based on Agarwal and Prasad
[1999] and subjective norms measures are adapted from Hsu and Lu [2004]. The items used to measure online game
story, graphics, sound, length, and control are newly developed. All survey questions use a seven-point Likert scale.
To ensure the clearness and appropriateness of the questionnaire items, a pilot test of the survey instrument was
carried out with 26 online game players. We modified the survey questions based on the comments and suggestions
obtained from the participants. For example, the initial questionnaire items for Intention2 and Intention3 were “I will
intend to play online games” and “I believe | will play online games for a long time,” respectively; the initial survey
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items for Attitude2 and Attitude3 were “I like to play games online” and “I feel that playing games online is
attractive,” respectively. As shown in Appendix A, the final measures for these items are slightly different and more
concise and precise.

The survey subjects of this study are experienced online game players who are undergraduate students at a
business school in the eastern United States. A total of 392 students completed the survey questionnaire with regard
to their most experienced online games and online game websites. Of the 392 questionnaires, 139 were discarded
because respondents had no prior experience with playing online games, or because survey responses were
incomplete. Thus, a total of 253 valid surveys are used for data analysis of this study.

Of the respondents, 100 are female and 153 are male. The average age is 23 and most participants (83%) are in
their early 20s. In average, each participant spends 3.2 hours on gaming every week, with a range from half an hour
to twenty hours. The average tenure for these online game players is 2.8 years, ranging from several months to
twelve years. Finally, home is the primary location of playing online games.

4.2.  Psychometric Properties of Measures

We employ Partial Least Squares (PLS) Graph Version 03.00 to measure the reliability and validity of data and
to test the research model. As a structural equation modeling (SEM) tool, PLS is widely used in IS research
[McFarland and Hamilton 2006; Raymond et al. 2001]. PLS allows us to use convergent and discriminant validity
and internal consistency reliability (ICR) to evaluate the psychometric properties of the measures of the nine
constructs (including two control variables) [Chin 1998; Compeau et al. 1999]. First, we use average variance
extracted (AVE) to assess the convergent and discriminant validity of the constructs. The AVE measures the amount
of variance that a construct captures from its indicators relative to the amount due to measurement error.

To assess the convergent validity, AVE of a given construct should be larger than .50 (i.e., the square root of
AVE should be larger than .707), indicating that most variance is captured by the construct from its indicators
[Fornell and Larcker 1981]. To assess the discriminant validity, the square root of AVE of a given construct should
be larger than the correlations between that construct and all other constructs, indicating that the construct is
different from other constructs [Chin 1998]. Second, convergent and discriminant validity can also be assessed by
analyzing factor loadings of all construct indicators. The standardized item loadings (similar to loadings in principal
components) should be larger than .707, and the items should load more strongly on their corresponding constructs
than on other constructs [Compeau et al. 1999].

Similar to Cronbach’s alpha, ICR is also recognized as composite reliability and used to assess the internal
consistency for a given group of items measuring the same construct. ICR is considered adequate if its value is
larger than .70 [Compeau et al. 1999].

Table 1 presents the loadings and cross-loadings calculated by correlating nine construct factor scores with all
standardized item scores. All items show high loadings (>.707) on their corresponding constructs, and no items load
more strongly on the constructs they are not intended to measure. Table 2 shows means, standard deviations, ICRs,
square roots of AVEs, and correlations among latent constructs. Because none of the means are extremely high, and
all the standard deviations are comparable and not very small, ceiling effect unlikely exists. Ceiling effect refers to
an effect in which data can not take on a value above some ceiling [Austin and Escobar 2003]. All ICRs are greater
than the minimum reliability criterion (.70). Moreover, all square roots of AVEs (on the diagonal in bold) are greater
than .707, and in all cases larger than the correlations between that construct and all other constructs. Over all, these
results confirm convergent and discriminant validity, and reliability of the measurement instrument.

4.3. Test of the Model and Hypotheses

We test the hypotheses by examining path coefficients (similar to standardized beta weights in a regression
analysis) and their significance levels in the PLS structural model. To examine the statistical significance of path
coefficients, we performed bootstrapping with 500 resamples to obtain estimates of t-statistic values [Chin 1998].

Figure 2 shows path coefficients and significance levels for each hypothesis as well as the variances for the two
dependent constructs: online gaming enjoyment and intention to play online games. Online game story, graphics,
sound, length, and control together explain 30% of the variance in online gaming enjoyment. The total variance in
intention to play online games explained by the research model is 64%.

Five of the six hypotheses are supported. Online game story, graphics, length, and control are all significantly
related to enjoyment, thus supporting hypothesis 1, 2, 4, and 5. Consistent with the prediction, enjoyment has a
significant effect on intention to play online games, thus supporting hypothesis 6. Finally, hypothesis 3, which posits
that online game sound is positively related to behavioral intention, is not supported. Table 3 summarizes these
results. As expected, the two control variables, attitude and subjective norms, are empirically the important
predictors of behavioral intention. The results show that even when controlling the effects of attitude and subjective
norms on intention, online gaming enjoyment still predicts intention.
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Table 1. Loadings and Cross-Loadings

Story | Graphics | Sound | Length | Controls | Enjoyment | Intention | Attitude | Norms
Storyl 0.97 0.45 0.50 0.47 0.30 0.37 0.41 0.42 0.30
Story?2 0.98 0.48 0.54 0.51 0.35 0.39 0.43 0.43 0.33
Story3 0.94 0.58 0.57 0.51 0.36 0.34 0.36 0.37 0.32
Graphicsl 0.48 0.94 0.62 0.44 0.32 0.35 0.34 0.43 0.26
Graphics2 0.47 0.95 0.62 0.46 0.40 0.37 0.29 0.38 0.26
Graphics3 0.51 0.94 0.70 0.50 0.43 0.36 0.30 0.35 0.23
Soundl 0.52 0.69 0.96 0.45 0.32 0.27 0.26 0.36 0.21
Sound2 0.53 0.66 0.96 0.49 0.35 0.28 0.23 0.33 0.24
Sound3 0.55 0.64 0.96 0.51 0.34 0.27 0.28 0.35 0.24
Lengthl 0.49 0.49 0.50 0.95 0.52 0.39 0.37 0.44 0.37
Length2 0.48 0.47 0.49 0.95 0.52 0.44 0.38 0.43 0.34
Length3 0.49 0.44 0.44 0.93 0.55 0.45 0.40 0.47 0.38
Controlsl 0.33 0.39 0.32 0.51 0.93 0.43 0.38 0.41 0.29
Controls2 0.31 0.35 0.31 0.53 0.91 0.40 0.33 0.35 0.31
Controls3 0.32 0.40 0.35 0.54 0.94 0.41 0.39 0.43 0.33
Enjoymentl 0.37 0.40 0.34 0.44 0.43 0.90 0.60 0.69 0.33
Enjoyment2 0.32 0.30 0.17 0.38 0.37 0.91 0.68 0.70 0.38
Intentionl 0.42 0.35 0.28 0.42 0.40 0.65 0.94 0.72 0.51
Intention2 0.40 0.32 0.25 0.38 0.36 0.71 0.95 0.72 0.48
Intention3 0.35 0.26 0.23 0.35 0.36 0.65 0.93 0.69 0.47
Attitudel 0.34 0.39 0.31 0.40 0.36 0.75 0.65 0.92 0.40
Attitude2 0.39 0.38 0.30 0.47 0.45 0.76 0.75 0.94 0.45
Attitude3 0.41 0.34 0.37 0.41 0.35 0.57 0.64 0.84 0.39
Norms1 0.37 0.28 0.28 0.42 0.33 0.37 0.51 0.45 0.92
Norms?2 0.20 0.15 0.11 0.25 0.25 0.27 0.36 0.30 0.85
Norms3 0.29 0.28 0.23 0.35 0.30 0.41 0.51 0.46 0.93

Table 2. Means, Standard Deviations, ICRs, AVE Square Roots, and Correlations

Latent Mean Stan_da_rd ICR AVE Square Roots (on-diagonal) and Correlations (off-diagonal)

Construct Deviation Story (Graphics|Sound [Length [Controls[Enjoyment|intention |Attitude [Norms
Story 4.66 1.23 .98 .96
Graphics 5.24 1.15 .96 .52 .94
Sound 5.09 1.15 .97 .55 .69 .96

Length 5.09 1.12 .96 51 .50 .50 .94

Controls 5.27 1.00 .95 .35 41 .35 57 .93

Enjoyment | 5.38 1.02 .90 .38 .38 .28 45 44 .90

Intention 4.73 1.45 .96 42 .33 27 41 40 71 .94

Attitude 5.45 1.12 .93 42 41 .36 A7 43 .76 .75 .90

Norms 3.86 1.37 .93 .33 27 24 .39 .33 40 46 .52 .90
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Figure 2. Research Model
Table 3. Summary of Hypothesis Test Results
Hypothesis T-Statistic P-Value Support
H1: Game Story > Gaming Enjoyment 1.98 <.05 Yes
H2: Game Graphics = Gaming Enjoyment 2.13 <.05 Yes
H3: Game Sound - Gaming Enjoyment 1.36 =.18 No
H4: Game Length > Gaming Enjoyment 2.36 <.05 Yes
H5: Game Control - Gaming Enjoyment 3.33 <.01 Yes
H6: Gaming Enjoyment = Intention to Play Games 4.27 <.01 Yes

5. Discussion
5.1. Summary of Results

The current study shows that online game story, graphics, length, and control are highly related to online
gaming enjoyment. The results also indicate that online gaming enjoyment has a great effect on intention to play
online games while we are controlling for effects of attitude and subjective norms.

We also find that online game sound is not positively related to online gaming enjoyment. The insignificance of
the link between the two constructs may be caused by the following reason. Research subjects of this study are
undergraduate students at a business school in the eastern United States. The two most popular physical places for
them to play online games are home and school. Because they can not or do not want to disturb other family
members, their roommates, or other students in the same room, the players may not turn on the speakers when they
are playing online games. At the same time, they may not be able to use headphones as a remedy because
headphones are not available. This is usually the case when they play online games in school. As a result, these
players won’t receive auditory information when they are playing online games. Thus, they may perceive online
game sound not as important as other four factors in helping them achieve online gaming enjoyment. Therefore, the
insignificant link between sound and enjoyment may be because most of the time online game sound is not available
to the players in this study due to the constraint of gaming environment. While merely conjecturing on our part, this
reasoning warrants detailed future investigation.

5.2.  Contributions

As a contribution to the literature, this study proposes that the five most important online game elements are
positively related to the development of online gaming enjoyment. These five most important online game elements
include story, graphics, sound, length, and control. The results confirm that all the elements except for sound are
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significantly related to enjoyment. In this way, the current study sheds some lights on the mechanism of players’
formation of emotional response of enjoyment.

Another contribution of this study is that we highlight the role of enjoyment in behavioral intention in the online
gaming environment. Prior research in e-commerce has investigated the role of enjoyment in shopping intentions,
assuming that shopping enjoyment can predict intention to purchase online. The current study shows that enjoyment
also has an important impact on players’ intentions to play online games even when the effects of attitude and
subjective norms on intention are under control. This is in accordance with previous e-commerce studies and
provides additional evidence that enjoyment can be a primary trigger for behavioral intention. Meanwhile, the study
also provides some support to the TRA by showing that attitude and subjective norms — the two control variables in
the model — are both the critical predictors of behavioral intention.

5.3. Implications for Future Research

This study is motivated by a need to understand the relationships between online game elements and the
development of enjoyment. Our research model and empirical results yield the following implications for future
research.

First, this study finds that online game sound is not significantly related to online gaming enjoyment. A possible
explanation provided by the authors here is that most of the time online game sound may not be available to the
players in this study due to the constraint of gaming environment. Future research can reexamine the relationship
between online game sound and enjoyment and test whether the explanation is valid.

Second, the current study finds that online gaming enjoyment is a key predictor of behavioral intention. Such a
finding indicates that enjoyment, as an important construct of intrinsic motivation, is worth e-commerce researchers’
attention and is critical in studying online game player behavior. Because of its significant role in predicting
behavioral intention, more research is needed to investigate what are the other potential factors in explaining online
gaming enjoyment.

Third, the results of this study also show that attitude and subjective norms, two major constructs of TRA,
impact behavioral intention to play. This finding thus confirms that when people decide whether to perform
particular behaviors, they consider the normative expectations of others they view as important, such as friends,
coworkers, and schoolmates. The finding suggests that TRA fits well to the context of virtual worlds and can shed
light on the key determinants of voluntary behavior of using entertainment-oriented IT such as online gaming. TRA
also postulates that attitude toward a behavior involves an individual’s belief that a particular behavior will lead to
certain outcomes and the individual’s evaluation of those outcomes [Ajzen and Fishbein 1980]. Therefore,
underlying beliefs of attitude are important and warrant detailed future investigation [Zhou et al. 2007].

5.4. Implications for Practice

This study offers implications for practitioners. First, this study shows that online game story, graphics, length,
and control are all highly related to enjoyment. Such a finding implies that in order to make players enjoy playing an
online game, designers need to build up the game with interesting background story, high quality graphics, suitable
length, and easy-to-use control. Second, this study also suggests that enjoyment predicts behavioral intention,
implying that when players achieve online gaming enjoyment, they are likely to be motivated to play online games
more frequently. Therefore, to build successful online games, developers and vendors must pay close attention to the
element of enjoyment.

5.5. Limitations

As a survey-based study, interpretation of our results is subject to some limitations. First, participants are asked
to answer the survey questions based on their perceptions toward the online game and the online game website that
they have used the most, but they are not asked to indicate the game name and the website name.? Therefore, it is
likely that many of the participants answer the survey questions based on their perceptions toward the same online
game or online game website that is very popular among undergraduates of a single university. If this is true, bias
may be thrown into the results because the responses are dominated by player impressions of a single online game or
online game website. Thus, cautions should be taken here.

Second, because the data in this study are collected from the same source in the same questionnaire, there is a
potential for common method bias [Woszczynski and Whitman 2004]. We investigate this possible bias by using
Harmon’s one factor test [Podsakoff and Organ 1986]. The test results indicate that we are not able to completely
eliminate the possibility of the existence of the common method bias.

Finally, different samples are needed to test the research model to establish external validity. Cook and
Campbell [1979] contend that researchers need to consider the study participants when evaluating the

2 Our post-survey conversations with the survey participants indicate that first-person-shooting games and role-playing games are the two most
popular game genres for the participants.
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generalizability of a study. Because the participants of this study are undergraduates averaged 23 years of age,
additional research is necessary to evaluate the generalizability of the research model and findings.

6. Conclusion

In conclusion, the purpose of this paper is to study the virtual game worlds and investigate the relationships
between key game elements and online gaming enjoyment. Using a survey conducted at an educational institution,
we find support for five of the six hypotheses. The results of this study confirm the impact of enjoyment on players’
intention to play online games and the significant links between enjoyment and four game elements: online game
story, graphics, length, and control. While much information systems research has found a small or nonexistent
effect for subjective norms, this paper shows that they significantly impact behavioral intention and suggests they
may play an important role in the context of virtual worlds. Future research is thus encouraged to further investigate
the effect of subjective norms on information technology acceptance and usage. Finally, the insignificance of the
link from online game sound to enjoyment also points out the areas of future research opportunity.
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APPENDIX A: SURVEY ITEMS

Online Game Story

Storyl
Story?2
Story3

I like the story of the online game.
The story of the online game is appealing.

| am satisfied with the story of the online game.

Online Game Graphics

Graphicsl
Graphics2
Graphics3

I like the graphics of the online game.
The graphics of the online game is appealing.

I am satisfied with the graphics of the online game.

Online Game Sound

Soundl I like the sound of the online game.

Sound?2 The sound of the online game is appealing.
Sound3 | am satisfied with the sound of the online game.
Online Game Length

Lengthl I like the length of the online game.

Length2 The length of the online game fits my needs.
Length3 | am satisfied with the length of the online game.

Online Game Controls

Controlsl The controls of the online game are easy to use.
Controls2 It is easy to learn how to use the controls of the online game.
Controls3 | feel comfortable with the controls of the online game.

Online Gaming Enjoyment

Enjoymentl
Enjoyment2

| enjoyed playing online games.
I enjoyed using online game website.

Intention to Play Online Gam

es

Intention1
Intention2

Intention3

I will play online games frequently in the future.
I intend to play online games.

I will play online games for a long time.

Attitude toward Playing Online Games

Attitudel
Attitude2
Attitude3

Itis a lot of fun to play online games.
I like to play online games.

Playing online games is attractive.

Subjective Norms

SubjectiveNorm1
SubjectiveNorm2

SubjectiveNorm3

My friends believe that | should play online games.
My coworkers believe that | should play online games.

My schoolmates believe that | should play online games.
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