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ABSTRACT 
 

This study employs an adapted technology acceptance model to investigate the effect of hedonic 
experience on game player satisfaction. By doing so, this article addresses the core research question: 
What drives online game player satisfaction? In support of the model and most of the hypotheses, the 
empirical results clarify the important antecedents of enjoyment and perceived usefulness, and suggest 
the two are both key determinants of player satisfaction. This study thus helps both information systems 
and marketing researchers attain a better understanding of customer satisfaction, expand their baseline 
knowledge of hedonic experience constructs, and conduct more fruitful and illuminating future research 
on e-commerce service. 

 
INTRODUCTION 

 
In the past decade, online game service has undergone exponential growth due to an Internet revolution 
where websites can use streaming video, audio, and a whole new set of user interactivity. This explosive 
growth has made the online gaming industry a highly profitable e-commerce business. However, a 
literature review suggests that very few studies have systematically examined the role of hedonic 
experience in online game player satisfaction. To fill this gap, the current study investigates the effect of 
hedonic experience on player satisfaction by using an adapted technology acceptance model (TAM). To 
provide a sound theoretical basis for our research model, the current study also draws on a key 
marketing theory—the hedonic consumption perspective, which emphasizes the importance of hedonic 
experience to consumer behavior. By combining the perspective with TAM, the current study 
contributes not only to an interdisciplinary approach to model development, but also to an improved 
understanding of IT-based online game service.   

 
RESEARCH MODEL AND HYPOTHESES 

 
Drawing from the literature on hedonic consumption experience and information technology acceptance, 
we develop a conceptual model and six associated hypotheses to understand online game player 
satisfaction. As depicted in Figure 1, the model posits that player satisfaction is a function of two 
important determinants: perceived usefulness and enjoyment, and that perceived usefulness can be 
predicted by perceived control and perceived east of use, and enjoyment can be predicted by arousal and 
emotional involvement.  
 
 

 

 

 



 
 

METHODOLOGY AND RESULTS 
 

Survey Instrument and Data Collection 
 
Data were collected via an online survey. All constructs in the survey were measured using multi-item 
scales adapted from prior studies. The targeted survey subjects of this research were 5,000 randomly 
selected players of a well-known online game website and 402 valid responses were finally obtained for 
data analysis.  
 
Test of the Model and Hypotheses  
 
A structural equation modeling (SEM) tool—Partial Least Squares (PLS) Graph Version 03.00—was 
employed to test the research model and to measure the reliability and validity of data. Over all, the 
results provide strong evidence of validity and reliability of the measurement instrument. The model and 
hypotheses were tested by examining path coefficients and their significance levels. The results in 
Figure 2 provide strong support for all hypotheses except for Hypothesis 2.  
 
 
 
 

 

 

 

 
 

DISCUSSION 
 
As we hypothesize, the results of this study suggest that enjoyment, a critical hedonic experience 
construct, is a key determinant of player satisfaction, and that arousal and emotional involvement both 
can predict enjoyment. The findings also indicate that as two important hedonic experience variables, 
arousal and emotional involvement can indirectly influence player satisfaction through enjoyment. The 
results from the research model also show that the coefficient for the path between perceived usefulness 
and player satisfaction is 0.19, whereas that for the path between enjoyment and player satisfaction is 
0.37. These two path coefficients clearly indicate that the predictive power of the hedonic experience 
construct, enjoyment, is much higher than that of the TAM variable—perceived usefulness. Such a 
predictive power differentiation is also confirmed by the high correlation between enjoyment and player 
satisfaction (r = 0.44) versus the relative low correlation between perceived usefulness and player 
satisfaction (r = 0.33). This suggests that in the context of online game service, hedonic experiences may 
play a more important role than utilitarian perceptions in predicting user satisfaction. By applying a 
marketing theory to IS research, this study not only offers a unique perspective for investigating system-
use behavior in the future, but also contributes to an adapted TAM model to predict system users’ 
satisfaction. 


