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This study investigated the impact of mobile game 
addiction, loyalty, and negative e-WOM on purchase 
intention in online gaming applications, using a 
questionnaire distributed to PUBG Mobile players 
through game communities on WhatsApp and 
Telegram. The study found that online game addiction 
has a significant effect on online game loyalty, and 
online game loyalty has a significant effect on purchase 
intention. Additionally, online game addiction has a 
significant effect on negative e-WOM, and negative e-
WOM has a significant effect on purchase intention. 
Game addiction also has a significant effect on 
purchase intention. These findings contribute to filling 
the research gap in the literature on the relationship 
between game addiction, loyalty, negative e-WOM, and 
purchase intention. The study emphasizes the 
importance of game developers and marketers 
understanding and managing these factors to 
encourage purchase intention in online gaming 
applications. 
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Introduction 

The current technological advancements are rapidly changing the behavior of people in 

their daily lives. Technology innovation has become inevitable, and it serves as the main 

entertainment source for most individuals, such as using social media, applications like 

Maxstream, Netflix, mobile games, and so on. Among various products of technological 

advancement, mobile games have experienced the most phenomenal growth [1]. The mobile 

gaming market reached USD 77.2 billion in 2020 [2], with around 3.5 billion players, almost 

half of the world's total population. About 54% of the players worldwide are in the Asia region 

[3], which has drawn attention to the growth of the mobile gaming industry. 

Among various countries in the Asia region, Indonesia is the leading country in the growth 

of mobile games. Of 274.5 million gamers in Asia, Indonesia contributes 43%, with mobile 

games in Indonesia accounting for the highest revenue in Asia, reaching USD 2.08 billion [4]. 

The growth of gamers in Indonesia is primarily driven by the internet. Indonesia ranks third in 

Asia with the highest number of internet users, reaching 212.35 million [5]. The number of 

mobile gaming devices has shown a significant increase year on year, indicating the highest 

growth and outpacing other gaming devices such as consoles, personal computers (PCs), and 

browser (PC) games [2]. 

One of the most popular mobile esports games today is Tencent's PUBG mobile, which is 

the highest-grossing and most popular game in the world throughout 2020-2021 [6]. Among 

Indonesian youth, PUBG mobile is the most prominent event due to the inter-campus 

tournament in Indonesia, the PUBG Mobile Campus Championship Indonesia 2020 and 2021, 

which was followed by almost all state and private universities in Indonesia, offering 

significantly higher prizes than other games [7]. PUBG Mobile has generated revenue of more 

than IDR 39.8 trillion until December 14, 2021 [8]. With the highest total revenue, PUBG mobile 

has been named the most profitable and popular mobile game in the Google Play Store and App 

Store. 

The dominance of PUBG mobile in the gaming market is not separate from the free 

application equipped with the in-app purchase model [6]. Several survey institutions stated 

that free applications equipped with in-app purchases dominate the market, especially for 

PUBG mobile [9]. In-app purchases are present in free download game applications commonly 

known as freemium applications. Although the game is downloaded for free, PUBG mobile 
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requires consumers/gamers to make in-app purchases to unlock certain features or levels by 

buying unknown cash (UC), clothing, skins, coins, etc. In-app purchase is the main relationship 

to measure the success of the game. In marketing research, in-game purchases are called 

consumer willingness to pay for future features, and the intention to pay is understood as an 

indicator of gamers' attitudes towards features [10]. In this study, the concept of in-app 

purchase in the game context is adopted, conceptualizing in-app purchase as players' 

willingness to buy items in the game, such as (UC) or skins in the future [11]. 

From a psychological perspective, studies have also been conducted on mobile game 

purchasing behavior in terms of impulsive and compulsive actions [12]. In the context of PUBG 

mobile, previous research has explored factors that influence gamers' intentions to make in-

app purchases. For example, Motivation was a significant predictor of in-app purchases, with 

gamers who were motivated by achievement and immersion being more likely to make 

purchases [11]. Perceived value was a key factor in determining the willingness of gamers to 

make in-app purchases [13]. Meanwhile, pricing strategies such as bundling and discounts had 

a significant impact on in-app purchase behavior [14]. Given the immense popularity of PUBG 

mobile in Indonesia, it is important to understand the factors that influence gamers' 

willingness to make in-app purchases. This knowledge can help game developers and 

marketers tailor their strategies to better target this market. Understanding the factors that 

influence gamers' willingness to make in-app purchases can provide valuable insights for game 

developers and marketers to better target this market. 

Literature Review 

Downloading a game is the initial action. However, appreciative experience and 

gameplay develop a fondness for the game, which may eventually lead to addiction. Previous 

research has discussed online game addiction [15]-[18]. Addiction consists of seven core 

components (salience, tolerance, mood modification, withdrawal, relapse, conflict, and 

problems), which can be applied to online gaming [16]. Online game addiction refers to 

uncontrollable gaming behavior and negative effects [17]. Online game loyalty is different from 

online game addiction, as it is manifested in two aspects. Online game addiction emphasizes 

the conflict between individual intentions and behaviors, where online game addicts cannot 

control their gaming behavior and attempt to reduce their gaming time but ultimately fail. 

However, loyalty has no connection with the conflict, and most research on user loyalty 

emphasizes the coherence of purchasing intentions and behavior. 

Purchasing in games is the primary outcome used to measure game performance. In 

marketing research, customer purchases are referred to as the willingness to pay for a product 

in the future, and purchasing intent is understood as an indicator of the customer's attitude 
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toward the product [19]. In this study, we adopt the concept of purchasing intent in gaming 

applications, conceptualizing purchasing intent in games as the individual's willingness to 

purchase game-related items such as virtual currency or virtual tickets in the future [20]. 

Online game addiction can increase user loyalty [21]. Addiction influences online game 

loyalty [22]. Some studies have discussed loyalty as addictive behavior [23]-[25]. In the same 

context, previous research has investigated the role of addiction and its relationship with social 

seeking and peer attachment [26]. Therefore, addiction to games is an inherent reason for 

loyalty to certain games, as well as purchasing intent and behavior in gaming applications. 

In online games, it is possible to form a community by interacting with other players 

and forming an online community [27]. E-WOM underlies the formation of online communities 

and influences members of online game forums to share their feelings and experiences with 

other players and invite new players [28]. A study of MMORPGs suggests that game developers 

must produce positive opinions to obtain positive e-WOM, as negative user experiences can 

spread negative e-WOM in response to system failures [29]. Another study has discussed the 

behavior of addiction and its potential to become aggressive. It is assumed that addiction may 

channel harmful behavior in the form of negative e-WOM [30]. Thus, both negative and positive 

e-WOM in MMORPGs can be explicitly important for continuing or stopping online game 

activation [31]. 

However, the negative relationship between e-WOM and the intention to purchase 

gaming applications has not been proven, and previous research on the consequences of online 

game addiction is still limited. Therefore, this study aims to investigate the relationship 

between the two. Previous research has shown that negative e-WOM can reduce purchase 

intention [32]. Negative e-WOM significantly affects consumer evaluations of purchase 

intention more than positive e-WOM [33]. Meanwhile, a study indicates that game addiction 

significantly influences negative e-WOM [34]. 

Previous studies have suggested expanding the relationship between addiction and 

purchase intention [15],[23],[25]. However, empirical evidence is limited in the context of 

online game addiction. In-app purchase is an action that requires ability and motivation [13]. 

In-app purchases play a major role in mobile games, especially in freemium business models 

and cache mechanisms. In-app purchases are currently one of the most established revenue 

models for game providers [35]. 

Addiction is an affective, cognitive, behavioral, and psychological response bias. 

Experts describe technology stimuli influencing users' intentions to use more often. For 

example, mobile game developers offer products through a seven-day trial period [35]. 

However, the more frequently users use the game, the more effective and emotional they 

become. Interested users engage with the game application and start playing more often. 
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According to the decision-making process theory, if users are engaged both cognitively and 

affectively with a particular product or service, it will influence prolonged usage and sticking 

to the object. Thus, users will have an addiction to the application. To the best of the author's 

knowledge, only one study has investigated the relationship between game addiction and in-

app purchase, which was conducted by Ref. [22], and it showed that game addiction affects in-

app purchase intention. 

Material and Methods 

This study aims to investigate the relationships between online game addiction, loyalty, 

negative e-WOM, and in-app purchase intention among PUBG Mobile game players using a 

quantitative research design with a survey method. From the literature review, a conceptual 

framework was obtained as shown in Fig. 1. 

  

Fig. 1. The Conceptual Framework 

Remark:  

H1: Online game addiction positively increases online game loyalty. 
H2: Online game loyalty increases purchasing intent in gaming applications. 
H3: Online game addiction positively influences negative e-WOM. 
H4: Negative e-WOM positively influences purchase intention in gaming applications. 
H5: Online game addiction positively increases in-app purchase intention. 

The population of this study is the PUBG Mobile game players. The sampling technique 

used was non-probability sampling. The sample size used in this study is 250 participants, 

which is sufficient for PLS-SEM analysis. The survey questionnaire consisted of 35 questions 

answered using a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly 

agree). All measures (addiction, loyalty, negative e-WOM, and in-app purchase intention) are 

derived from previous literature. 
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The survey was conducted from September to October 2022. The participants were 

informed about the purpose of the study and were asked to voluntarily participate in the 

survey. The questionnaire was distributed via WhatsApp and Telegram game community 

groups. Partial least square-structural equation modeling (PLS-SEM) was used to test the 

hypothesized relationships between the variables. The evaluation criteria for the PLS-SEM 

model followed the two-stage process. The hypotheses were tested using the critical ratio (CR) 

values. A CR value greater than or equal to 1.96 indicates a statistically significant relationship 

between the independent and dependent variables. 

Results 

Table 1 shows the characteristics of the respondents in a research study. The data 

includes the number of respondents and the percentage of respondents based on gender, age, 

education, income, time spent playing mobile games, and in-app purchases. The majority of 

respondents were male (53.3%), aged 21-25 years (56.5%), had a bachelor's degree (57.9%), 

and had an income of less than IDR 1,000,000 (44.1%). Additionally, 32% of respondents spent 

less than 30 minutes playing mobile games, while 29.4% made 1-5 in-app purchases. 

This study evaluates the reflective measurement model by testing the validity and 

reliability of the indicators for each construct. Two types of construct validity, convergent and 

discriminant validity, are used in this research. After both validity tests are met, the reliability 

of each research structure is then tested. The results of the convergent validity calculation for 

each construct included in this study are shown in Table 3. The convergent validity is evaluated 

based on the outer loading, with the criteria being an outer loading of 0.70. Some measurement 

items have not yet met the minimum criteria for the convergent validity test, but they are 

retained for use because the AVE values in the validity test results meet the criteria. Therefore, 

further analysis of the convergent validity test is performed to see the results (AVE) above 

>0.50, Cronbach's alpha, and composite reliability values above >0.70. 

In the use of partial least squares structural equation modeling (PLS-SEM), researchers 

must exercise caution in interpreting and utilizing model fit [36]. Structural model evaluation 

can be conducted by examining the coefficient of determination or R-square (indicator 

reliability) for dependent constructs and the t-statistic (critical ratio) of path coefficient testing. 

A higher R-square value indicates a better predictive model from the proposed research model. 

The coefficient is a measure of the accuracy of the model prediction and is calculated as the 

squared correlation between the actual value and the predicted value of a particular 

endogenous variable [35]. The value of the in-app purchase intention variable is 0.582 or equal 

to 58.2%, which means that mobile game addiction, mobile game loyalty, and negative e-WOM 

have a moderate influence in explaining the variance of in-app purchase intention.  
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Table 1.  Characteristics of Respondents 

Profile Category Freq. % 

Gender Male 

Female 

185 

162 

53.3 

46.7 

Age 16-20 years 

21-25 years 

26-30 years 

> 30 years 

125 

196 

11 

15 

36.0 

56.5 

3.2 

4.3 

Education level Junior high school 

Senior high school 

Diploma/ Undergraduate 

Postgraduate 

3 

131 

201 

12 

0.9 

37.8 

57.9 

3.5 

Monthly Income Less than IDR 1,000,000 (USD 70) 

IDR 1,000,000 - IDR 3,000,000 (USD 70- USD 210) 

IDR 3,000,000 – IDR 6,000,000 (USD 210-USD 420) 

More than IDR 6,000,000 (USD 420) 

153 

125 

50 

19 

44.1 

36.0 

14.4 

5.5 

Duration of time for 

gaming 

Less than 30 minutes 

30-60 minutes 

60-90 minutes 

90-120 minutes 

More than 120 minutes 

111 

63 

35 

48 

90 

32.0 

18.2 

10.1 

13.8 

25.9 

Number of mobile 

games purchased 

No purchase  

1-5  

5-10  

More than 10  

153 

102 

42 

50 

44.1 

29.4 

12.1 

14.4 

Therefore, the remaining 41.8% is explained by variables other than those in the study. 

Furthermore, mobile game loyalty has a value of 0.435, or equal to 43.5%, which means that 

mobile game addiction has a weak influence in explaining the variance of mobile game loyalty. 

The remaining 56.5% is explained by variables other than those in the study. The value of the 

negative e-WOM variable is 0.340 or equal to 34%, which means that mobile game addiction 

has a weak influence in explaining the variance of negative e-WOM. Therefore, the remaining 

66% is explained by variables other than those in this study. 

Hypothesis testing in research is assessed by examining the T-statistic and original 

sample size to determine the significance between the variables of mobile game addiction, 

mobile game loyalty, negative e-WOM, and in-app purchase intention. The results of the 

hypothesis testing are presented in Fig. 2.  
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Fig. 2. The Structural Model 

To ensure the validity of the influence values in the hypothesis testing, the P-values, T-statistics, 

and original sample size are summarized in Table 2. 

Table 2.  Hypothesis Test Result 

 

Original 
Sample (O) 

Standard Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P Values 

Addiction → Loyalty 0.660 0.034 19.264 0.000 
Loyalty → In-app Purchase 
Intention 0.518 0.054 9.544 0.000 
Addiction → Negative E-WOM 0.583 0.043 13.501 0.000 
Negative E-WOM → In-app 
Purchase Intention 0.150 0.050 3.022 0.003 
Addiction → In-app Purchase 
Intention 0.220 0.060 3.673 0.000 

Hypothesis 1. Based on the hypothesis testing results, the relationship between 

mobile game addiction and mobile game loyalty has a T-statistic higher than 1.96, which is 

19.264, and an original sample value of 0.660. This value indicates a significant relationship 

between mobile game addiction and mobile game loyalty because the T-statistic is higher than 

1.96 and the p-value (0.000) is less than 0.05. Based on these results, mobile game addiction 

has a positive and significant influence on mobile game loyalty, so H1 is accepted. 

Hypothesis 2. Based on the hypothesis testing results, the relationship between 

mobile game loyalty and in-app purchase intention has a T-statistic higher than 1.96, which is 

9.544, and an original sample value of 0.518. This value indicates a significant relationship 

between mobile game loyalty and in-app purchase intention because the T-statistic is higher 
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than 1.96 and the p-value (0.000) is less than 0.05. Based on these results, mobile game loyalty 

has a positive and significant influence on in-app purchase intention, so H2 is accepted. 

Hypothesis 3. Based on the hypothesis testing results, the relationship between 

mobile game addiction and negative e-WOM has a T-statistic higher than 1.96, which is 13.501, 

and an original sample value of 0.583. This value indicates a significant relationship between 

mobile game addiction and negative e-WOM because the T-statistic is higher than 1.96 and the 

p-value (0.000) is less than 0.05. Based on these results, mobile game addiction has a positive 

and significant influence on negative e-WOM, so H3 is accepted. 

Hypothesis 4. Based on the hypothesis testing results, the relationship between 

negative e-WOM and in-app purchase intention has a T-statistic higher than 1.96, which is 

3.022, and an original sample value of 0.150. This value indicates a significant relationship 

between negative e-WOM and in-app purchase intention because the T-statistic is higher than 

1.96 and the p-value (0.026) is less than 0.05. Based on these results, negative e-WOM has a 

positive and significant influence on in-app purchase intention, so H4 is accepted. 

Hypothesis 5. Based on the hypothesis testing results, the relationship between 

mobile game addiction and in-app purchase intention has a T-statistic higher than 1.96, which 

is 3.673, and an original sample value of 0.220. Based on these results, mobile game addiction 

has a positive and significant influence on in-app purchase intention, so H5 is accepted. 

Discussion 

This study investigated the impact of mobile game addiction, mobile game loyalty, and 

negative e-WOM on purchase intention in online gaming applications. Based on the results of 

a questionnaire distributed using Limesurvey to respondents who play PUBG Mobile through 

the game community on WhatsApp and Telegram groups, the data was analyzed and 

interpreted. 

The first hypothesis testing the relationship between online game addiction and online 

game loyalty showed a significant effect, and thus H1 was accepted. This finding is consistent 

with previous research [24] which stated that online game addiction is one variable that can 

affect game loyalty. Game addiction is also seen as something enjoyable as it provides a sense 

of satisfaction and creates a desire to repeat the enjoyable activity when playing [37]. 

Therefore, it can be assumed that the higher the user's addiction to online games, the greater 

the likelihood of loyalty to the game. This study's results are also supported by [22], who found 

that online game addiction affects online game loyalty. 
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The second hypothesis testing the relationship between online game loyalty and 

purchase intention in applications showed a significant effect, and thus H2 was accepted. This 

finding is in line with previous research Ref. [13],[22], which stated that online game loyalty 

has a significant effect on purchase intention in online gaming applications. It can be assumed 

that the higher the loyalty to the game, the higher the user's intention to make purchases 

within the game application. Loyalty gradually grows when there is long-term engagement 

with the game, and users feel comfortable and supportive of the game [33]. When a user has 

reached a loyal stage to a game, they will be willing to spend more money to accelerate the 

unlocking of new characters, and even loyal players will spend more money by collecting every 

feature in the game. 

The third hypothesis testing the relationship between online game addiction and 

negative e-WOM showed a significant effect, and thus H3 was accepted. This finding is 

supported by Ref. [34], who stated that game addiction affects negative e-WOM. Ref. [34] 

suggested that addiction can lead to aggression, and it is assumed that addiction will lead to 

harmful behavior in the form of negative e-WOM. The literature identifies limited empirical 

studies on the relationship between addiction and negative e-WOM. This indicates that the 

higher the user's addiction to online games, the more likely it will cause negative e-WOM 

towards the game. 

The fourth hypothesis testing the relationship between negative e-WOM and purchase 

intention in applications showed a significant effect, and thus H4 was accepted. This finding is 

in line with previous research by Ref. [38], which showed that negative e-WOM significantly 

affects consumer behavior towards purchase intention. It can be assumed that the higher the 

negative e-WOM reviews circulating, the higher the purchase intention in online gaming 

applications. Negative e-WOM is the main result of hatred towards an application and is seen 

as an act to recover losses caused by unsatisfactory products or services [39]. This study has 

proven that negative e-WOM significantly affects purchase intention in applications. Therefore, 

this study investigated the relationship and filled the research gap. 

The fifth hypothesis testing the relationship between game addiction and purchase 

intention in applications showed a significant effect, and thus H5 was accepted. This finding is 

in line with previous research by Ref. [13], which stated that game addiction has a significant 

effect on purchase intention in online gaming applications. It can be assumed that the higher 

the user's addiction to the game, the higher the intention to make purchases. 

The study examines the relationship between mobile game addiction, mobile game 

loyalty, negative e-WOM, and purchase intention in online gaming applications. The results 

indicate that there is a significant effect between game addiction and game loyalty, which 
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means that the higher the user's addiction to online games, the greater the likelihood of loyalty 

to the game. This finding supports previous research that addiction is enjoyable and creates a 

desire to repeat the enjoyable activity. The study also finds that game loyalty has a significant 

effect on purchase intention in online gaming applications. It suggests that the higher the 

loyalty to the game, the higher the user's intention to make purchases within the game 

application. This finding is consistent with previous research that shows loyalty gradually 

grows when there is long-term engagement with the game. 

Moreover, the study shows that game addiction has a significant effect on negative e-

WOM, meaning that the higher the user's addiction to online games, the more likely it will cause 

negative e-WOM towards the game. This finding is supported by previous research that 

suggests addiction can lead to aggression, and it is assumed that addiction will lead to harmful 

behavior in the form of negative e-WOM. Furthermore, the study finds that negative e-WOM 

significantly affects purchase intention in applications. It can be assumed that the higher the 

negative e-WOM reviews circulating, the higher the purchase intention in online gaming 

applications. The study shows that game addiction has a significant effect on purchase 

intention in online gaming applications, suggesting that the higher the user's addiction to the 

game, the higher the intention to make purchases. This finding is in line with previous research 

that shows game addiction has a significant effect on purchase intention in online gaming 

applications. Overall, these findings contribute to the understanding of the relationship 

between mobile game addiction, mobile game loyalty, negative e-WOM, and purchase intention 

in online gaming applications 

Conclusion 

This study aimed to investigate the impact of mobile game addiction, mobile game 

loyalty, and negative e-WOM on purchase intention in online gaming applications. The results 

of the questionnaire analysis suggest that all five hypotheses were supported, and thus, the 

study's objectives were achieved. The findings of this study contribute to the existing literature 

on online gaming applications and provide valuable insights for game developers and 

marketers. The study found that online game addiction positively affects game loyalty, which, 

in turn, positively affects purchase intention in online gaming applications. However, the study 

also found that addiction can lead to negative e-WOM, which can negatively affect purchase 

intention. Therefore, game developers and marketers need to ensure that their products are 

engaging and addictive but also monitor and manage negative e-WOM to maintain users' 

loyalty and purchase intentions. It highlights the importance of understanding the complex 

relationships between mobile game addiction, game loyalty, negative e-WOM, and purchase 

intention. Future research can build on these findings to explore other factors that influence 
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purchase intention in online gaming applications and provide further insights for game 

developers and marketers. 

Limitation and Suggestions 

The study was conducted through an online survey with limited respondents, which 

limits the generalization of the current research. Additionally, considering a larger sample size, 

along with the fact that about half of the sample did not make any purchases in the last six 

months, raises concerns about the representativeness of the sample. Nonetheless, it is worth 

noting that the sample had at least one year of experience playing PUBG mobile. Further studies 

are needed with a more diverse and representative sample with a wider frequency of gameplay 

to enhance the generalizability of the findings. The suggestions for future research include 

exploring other factors that may influence purchase intention in online gaming applications, 

examining the impact of different types of negative e-WOM, comparing the findings across 

different online gaming applications, and investigating the moderating effects of individual 

characteristics. 

Conflict of Interest 

The authors declare that there is no conflict of interest. 

References 

[1] Liao, G. Y., Nguyen, H. Van, Cheng, T. C. E., & Teng, C. I. (2020). How do social networks foster 
online gamer loyalty? The perspective of weak/strong tie theory. Telematics and Informatics, 
53(February), 101437. https://doi.org/10.1016/j.tele.2020.101437  

[2] Newzoo.com. (2021). Global Games Market to Generate $175.8 Billion in 2021; Despite a Slight 
Decline, the Market Is on Track to Surpass $200 Billion in 2023. 
Https://Newzoo.Com/Insights/Articles/Global-Games-Market-to-Generate-175-8-Billion-in-
2021-despite-a-Slight-Decline-the-Market-Is-on-Track-to-Surpass-200-Billion-in-2023/.  

[3] Hybrid.co.id. (2020). Jumlah Gamer di Dunia capai 3,5 Miliar Orang. 
Https://Hybrid.Co.Id/Post/Jumlah-Gamer-Di-Dunia-Capai-35-Miliar-Orang.  

[4] SINDOnews.com. (2021). Industri Game Indonesia Penyumbang Pendapatan Terbesar. 
Https://Tekno.Sindonews.Com/.  

[5] Internetworldstats. (2021). Asia Marketing Research, Internet Usage, Population Statistics and 
Facebook Subscribers. Https://Www.Internetworldstats.Com/Asia.Htm.  

[6] Oneesports.id. (2021). PUBG Mobile jadi game mobile pemilik pendapatan tertinggi sepanjang 
2021. Https://Www.Oneesports.Id.  

[7] Escharts.com. (2020). PUBG Mobile Campus Championship Indonesia 2020. 
Https://Escharts.Com/Tournaments/Pubg-Mobile/Pubg-Mobile-Campus-Championship-
Indonesia-2020.  

[8] SensorTower. (2021). Data That Drives App Growth. 
Https://App.Sensortower.Com/Ios/Id/Tencent-Mobile-International-Limited/App/Pubg-
Mobile-Arcane/1330123889/Overview.  

[9] Tempo.co. (2021). PUBG Mobile dan TikTok Jadi Aplikasi Berpenghasilan Tertinggi. 
Https://Tekno.Tempo.Co/Read/1513430/Pubg-Mobile-Dan-Tiktok-Jadi-Aplikasi-
Berpenghasilan-Tertinggi.  

[10] Cheung, M. L., Leung, W. K. S., Chang, L. M. K., & Shi, S. (2021). Driving loyalty intentions of mobile 
games: a motivation theory perspective. Quality and Quantity, April. 
https://doi.org/10.1007/s11135-021-01120-y  

https://doi.org/10.1016/j.tele.2020.101437
https://newzoo.com/Insights/Articles/Global-Games-Market-to-Generate-175-8-Billion-in-2021-despite-a-Slight-Decline-the-Market-Is-on-Track-to-Surpass-200-Billion-in-2023/
https://newzoo.com/Insights/Articles/Global-Games-Market-to-Generate-175-8-Billion-in-2021-despite-a-Slight-Decline-the-Market-Is-on-Track-to-Surpass-200-Billion-in-2023/
https://hybrid.co.id/Post/Jumlah-Gamer-Di-Dunia-Capai-35-Miliar-Orang
https://tekno.sindonews.com/
https://www.internetworldstats.com/Asia.Htm
https://www.oneesports.id/
https://escharts.com/Tournaments/Pubg-Mobile/Pubg-Mobile-Campus-Championship-Indonesia-2020
https://escharts.com/Tournaments/Pubg-Mobile/Pubg-Mobile-Campus-Championship-Indonesia-2020
https://app.sensortower.com/Ios/Id/Tencent-Mobile-International-Limited/App/Pubg-Mobile-Arcane/1330123889/Overview
https://app.sensortower.com/Ios/Id/Tencent-Mobile-International-Limited/App/Pubg-Mobile-Arcane/1330123889/Overview
https://tekno.tempo.co/Read/1513430/Pubg-Mobile-Dan-Tiktok-Jadi-Aplikasi-Berpenghasilan-Tertinggi
https://tekno.tempo.co/Read/1513430/Pubg-Mobile-Dan-Tiktok-Jadi-Aplikasi-Berpenghasilan-Tertinggi
https://doi.org/10.1007/s11135-021-01120-y


  JMSD Vol. 3, No. 02, August 2024, pp. 81-94    

 Unveiling the Impact of Mobile Game Addiction and Negative e-WOM … (Putra et al.)                                    

        
 93  

[11] Hamari, J., Alha, K., Järvelä, S., Kivikangas, J. M., Koivisto, J., & Paavilainen, J. (2017a). Why do 
players buy in-game content? An empirical study on concrete purchase motivations. Computers 
in Human Behavior, 68(March), 538–546. https://doi.org/10.1016/j.chb.2016.11.045  

[12] Maraz, A., Griffiths, M. D., & Demetrovics, Z. (2016). The prevalence of compulsive buying: A meta-
analysis. Addiction, 111(3), 408–419. https://doi.org/10.1111/add.13223  

[13] Hsiao, K. L., & Chen, C. C. (2016). What drives in-app purchase intention for mobile games? An 
examination of perceived values and loyalty. Electronic Commerce Research and Applications, 16, 
18–29. https://doi.org/10.1016/j.elerap.2016.01.001  

[14] Weisstein, F. L., Kukar-Kinney, M., & Monroe, K. B. (2016). Determinants of consumers’ response 
to pay-what-you-want pricing strategy on the Internet. Journal of Business Research, 69(10), 
4313–4320. https://doi.org/10.1016/j.jbusres.2016.04.005  

[15] Andreassen, C. S., Griffiths, M. D., Pallesen, S., Bilder, R. M., Torsheim, T., & Aboujaoude, E. (2015). 
The Bergen Shopping Addiction Scale: reliability and validity of a brief screening test. Frontiers 
in Psychology, 6, 1374. https://doi.org/10.3389/fpsyg.2015.01374  

[16] Griffiths, M. D. (2009). The Role of Context in Online Gaming Excess and Addiction: Some Case 
Study Evidence. International Journal of Mental Health and Addiction, 8(1), 119–125. 
https://doi.org/10.1007/s11469-009-9229-x  

[17] Kuss, D. J., & Griffiths, M. D. (2011). Internet Gaming Addiction: A Systematic Review of Empirical 
Research. International Journal of Mental Health and Addiction, 10(2), 278–296. 
https://doi.org/10.1007/s11469-011-9318-5  

[18] van Rooij, A. J., Schoenmakers, T. M., Vermulst, A. A., van den Eijnden, R. J. J. M., & van de Mheen, 
D. (2010). Online video game addiction: identification of addicted adolescent gamers. Addiction, 
106(1), 205–212. https://doi.org/10.1111/j.1360-0443.2010.03104.x  

[19] Chu, C., & Lu, H. (2007). Factors influencing online music purchase intention in Taiwan. Internet 
Research, 17(2), 139–155. https://doi.org/10.1108/10662240710737004  

[20] Hamari, J., Alha, K., Järvelä, S., Kivikangas, J. M., Koivisto, J., & Paavilainen, J. (2017b). Why do 
players buy in-game content? An empirical study on concrete purchase motivations. Computers 
in Human Behavior, 68, 538–546. https://doi.org/10.1016/j.chb.2016.11.045  

[21] Khang, H., Kim, J. K., & Kim, Y. (2013). Self-traits and motivations as antecedents of digital media 
flow and addiction: The Internet, mobile phones, and video games. Computers in Human Behavior, 
29(6), 2416–2424. https://doi.org/10.1016/j.chb.2013.05.027  

[22] Balakrishnan, J., & Griffiths, M. D. (2018). Loyalty towards online games, gaming addiction, and 
purchase intention towards online mobile in-game features. Computers in Human Behavior, 87, 
238–246. https://doi.org/10.1016/j.chb.2018.06.002  

[23] Lee, S., Park, J., & Bryan Lee, S. (2016). The interplay of Internet addiction and compulsive 
shopping behaviors. Social Behavior and Personality: An International Journal, 44(11), 1901–
1912. https://doi.org/10.2224/sbp.2016.44.11.1901  

[24] Lu, H., & Wang, S. (2008). The role of Internet addiction in online game loyalty: an exploratory 
study. Internet Research, 18(5), 499–519. https://doi.org/10.1108/10662240810912756  

[25] Weinstein, A., Maraz, A., Griffiths, M. D., Lejoyeux, M., & Demetrovics, Z. (2016). Compulsive 
Buying-Features and Characteristics of Addiction. In Neuropathology of Drug Addictions and 
Substance Misuse (Vol. 3). Elsevier Inc. https://doi.org/10.1016/B978-0-12-800634-4.00098-6  

[26] Blinka, L., & Mikuška, J. (2014). The role of social motivation and sociability of gamers in online 
game addiction. Cyberpsychology: Journal of Psychosocial Research on Cyberspace, 8(2). 
https://doi.org/10.5817/cp2014-2-6  

[27] Huang, L., & Hsieh, Y. (2011). Predicting online game loyalty based on need gratification and 
experiential motives. Internet Research, 21(5), 581–598. 
https://doi.org/10.1108/10662241111176380  

[28] Huang, M., Ali, R., & Liao, J. (2017). The effect of user experience in online games on word of mouth: 
A pleasure-arousal-dominance (PAD) model perspective. Computers in Human Behavior, 75, 
329–338. https://doi.org/10.1016/j.chb.2017.05.015  

[29] Liao, C.-S. (2012). Self-Construal, Personalization, User Experience, and Willingness to Use 
Codesign for Online Games. Information, Communication &amp; Society, 15(9), 1298–1322. 
https://doi.org/10.1080/1369118x.2011.619551  

https://doi.org/10.1016/j.chb.2016.11.045
https://doi.org/10.1111/add.13223
https://doi.org/10.1016/j.elerap.2016.01.001
https://doi.org/10.1016/j.jbusres.2016.04.005
https://doi.org/10.3389/fpsyg.2015.01374
https://doi.org/10.1007/s11469-009-9229-x
https://doi.org/10.1007/s11469-011-9318-5
https://doi.org/10.1111/j.1360-0443.2010.03104.x
https://doi.org/10.1108/10662240710737004
https://doi.org/10.1016/j.chb.2016.11.045
https://doi.org/10.1016/j.chb.2013.05.027
https://doi.org/10.1016/j.chb.2018.06.002
https://doi.org/10.2224/sbp.2016.44.11.1901
https://doi.org/10.1108/10662240810912756
https://doi.org/10.1016/B978-0-12-800634-4.00098-6
https://doi.org/10.5817/cp2014-2-6
https://doi.org/10.1108/10662241111176380
https://doi.org/10.1016/j.chb.2017.05.015
https://doi.org/10.1080/1369118x.2011.619551


 JMSD Vol. 3, No. 02, August 2024, pp. 81-94   

94                                                                                                             P-ISSN 2962-5955 ● E-ISSN 2962-5467 

[30] Israeli, A. A., Lee, S. A., & Bolden, E. C. (2019). The impact of escalating service failures and internet 
addiction behavior on young and older customers’ negative eWOM. Journal of Hospitality and 
Tourism Management, 39, 150–157. https://doi.org/10.1016/j.jhtm.2019.04.006  

[31] Fu, J.-R., Ju, P.-H., & Hsu, C.-W. (2015). Understanding why consumers engage in electronic word-
of-mouth communication: Perspectives from theory of planned behavior and justice theory. 
Electronic Commerce Research and Applications, 14(6), 616–630. 
https://doi.org/10.1016/j.elerap.2015.09.003  

[32] Baker, A. M., Donthu, N., & Kumar, V. (2016). Investigating how Word-of-Mouth Conversations 
about Brands Influence Purchase and Retransmission Intentions. Journal of Marketing Research, 
53(2), 225–239. https://doi.org/10.1509/jmr.14.0099  

[33] Cheung, C. M. K., Lee, M. K. O., & Rabjohn, N. (2008). The impact of electronic word‐of‐mouth. 
Internet Research, 18(3), 229–247. https://doi.org/10.1108/10662240810883290  

[34] Ally, S., Karpinski, A. C., & Israeli, A. A. (2020). Customer behavioural analysis: The impact of 
internet addiction, interpersonal competencies and service orientation on customers’ online 
complaint behaviour. Research in Hospitality Management, 10(2), 97–105. 
https://doi.org/10.1080/22243534.2020.1869468  

[35] Hsu, C.-L., & Lin, J. C.-C. (2015). What drives purchase intention for paid mobile apps? – An 
expectation confirmation model with perceived value. Electronic Commerce Research and 
Applications, 14(1), 46–57. https://doi.org/10.1016/j.elerap.2014.11.003  

[36] Hair, J. F., Sarstedt, M., & Ringle, C. M. (2019). Rethinking some of the rethinking of partial least 
squares. European Journal of Marketing, 53(4), 566–584. https://doi.org/10.1108/ejm-10-2018-
0665  

[37] Lemmens, J. S., Valkenburg, P. M., & Peter, J. (2009). Development and Validation of a Game 
Addiction Scale for Adolescents. Media Psychology, 12(1), 77–95. 
https://doi.org/10.1080/15213260802669458  

[38] Haque, A., Anwar, N., Yasmin, F., Kumar Tarofder, A., & Maziz, N. M. H. (2020). Purchase Intention 
towards Alternative Medicine: A Study from Consumers’ Perspective in Malaysia. Iranian Journal 
of Public Health. https://doi.org/10.18502/ijph.v49i1.3071  

[39] Zarantonello, L., Romani, S., Grappi, S., & Fetscherin, M. (2018). Trajectories of brand hate. Journal 
of Brand Management, 25(6), 549–560. https://doi.org/10.1057/s41262-018-0105-5  

Authors 

Ronaldo Yolanda Putra, SE., MM. is affiliated with ITBKes Muhammadiyah 

Tulungagung, Indonesia. He graduated with a Master's degree in Management from 

Universitas Negeri Sebelas Maret. His research interests include Marketing, Consumer 

Behaviour, and E-Commerce. He has contributed to various publications. (email: 

ronaldo@itbk.ac.id).   

 

 

 

Ifta Firdausa Nuzula, SE., MM. is a lecturer of Management Department at Universitas 

Aisyiyah Yogyakarta, Indonesia. She has published several articles in reputable international 

journals. She is a member of the Indonesian Institute of Science and Technology as an editor 

in Jurnal Genesis Indonesia. She got a scholarship for her study from the Ministry of 

Education and Culture for undergraduate school and the BARISTA Program from the 

National Research and Innovation Agency of Indonesia for graduate research. (email: 

iftafirdausan@gmail.com).    

 

Agus Syarip Hidayat, Ph. D is affiliated with the Badan Riset dan Inovasi Nasional 

(BRIN), Indonesia. He is a Senior Researcher with over 20 years of experience working in a 

research institute; a passionate academic and an experienced consultant at various 

international agencies. Skilled in Economic Policy, Macroeconomics, Financial 

Development, Investment, Regional Economic Integration, Green and Blue Economies, and 

Small and Medium Enterprises (SMEs). (email: agus.syarip.hidayat@brin.go.id).  

 

 

 

 

 

 

 

https://doi.org/10.1016/j.jhtm.2019.04.006
https://doi.org/10.1016/j.elerap.2015.09.003
https://doi.org/10.1509/jmr.14.0099
https://doi.org/10.1108/10662240810883290
https://doi.org/10.1080/22243534.2020.1869468
https://doi.org/10.1016/j.elerap.2014.11.003
https://doi.org/10.1108/ejm-10-2018-0665
https://doi.org/10.1108/ejm-10-2018-0665
https://doi.org/10.1080/15213260802669458
https://doi.org/10.18502/ijph.v49i1.3071
https://doi.org/10.1057/s41262-018-0105-5
mailto:ronaldo@itbk.ac.id
mailto:iftafirdausan@gmail.com
mailto:agus.syarip.hidayat@brin.go.id

