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Why premium in freemium: A hedonic shopping motivation model in virtual game 

retailing 

Abstract  

Purpose – Hedonic shopping is a growing phenomenon designed to enhance gamers’ virtual 

content shopping experience with increasing economic significance, yet limited attention has 

been dedicated to this area. Our study explores key hedonic motivations of virtual content 

shopping and how hedonic shopping value builds trust (trust in virtual content and trust in 

virtual retailers) that enhances the intention to pay for premium.  

Design/methodology/approach – This research adopts a mixed-methods approach. Study 1 is 

qualitative; 19 semi-structured interviews were conducted with virtual game retail platform 

users. Study 2, based on the literature review and qualitative inquiry findings (obtained from 

Study 1), proposes a research model empirically validated by analysing survey data 

administered to 437 online gamers from gaming zones, cybercafés, and e-sports centers.  

Findings – The results show that in-game shopping-related adventure-, gratification-, role-, 

and idea-seeking motivations significantly influence gamers' perceived hedonic shopping 

value. In turn, perceived shopping value has a significant indirect effect through trust on 

gamers’ intention to pay for premium.  

Originality/value – This research contributes to gaming literature by offering a comprehensive 

model that elucidates the role of hedonic shopping in increasing gamers’ trust, which explains 

purchase behavior in the virtual game retail context. The findings deepen the understanding of 

the game retailing landscape and offer strategies to build gamers’ trust, increase premium 

usage, and retain existing spenders.  

Keywords Online games, Premium content, Hedonic shopping, Trust, Intention to pay 

Paper type Research paper. 
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1. Introduction  

In recent years, the freemium-to-premium gaming business model has become ubiquitous in 

the gaming industry, revolutionizing how video game developers can monetize games and how 

players can enjoy a premium gaming experience. In freemium games, revenue is mainly 

generated by selling additional or supplementary services to enhance users’ game experiences 

(Hussain et al. 2023a). However, a major challenge of the freemium business model lies in its 

ability to convert free users to paying customers (Beltagui et al. 2019, Gu et al. 2018). In other 

words, how can developers encourage freemium gamers to purchase in-game content, such as 

game coins, unlocks, weapons, artifacts, and costumes (Mkedder and Özata 2023, Zhao et al. 

2024). Although such in-game shopping surpassed US$ 710 billion in 2024 (Statista 2024), 

there is still vast untapped potential. It has been estimated that only 2% of gamers actually 

spend money on in-game content (Hussain et al. 2023a, Wang et al. 2021). To overcome this 

challenge, video game developers can undertake advertising campaigns and offer other 

incentives, such as tournaments, for monetization (Lehtonen et al. 2022). However, the key 

concern is ensuring virtual items and the shopping experience itself add value for gamers, 

‘when there is no value, there is no motivation to purchase’ (see; Marder et al. 2019). Albeit 

the case, understanding value driven motivations, specifically those which are hedonic in 

nature remains underexplored.  

Prior studies on online games identify two types of gamers: (1) active spectators, motivated 

by escapism, curiosity, and game aesthetics (Hamari and Sjöblom 2017, Kim and Kim 2020), 

and (2) those focused on gaming behavior and its underlying features, such as flow, 

access/availability, and cost (Catalán et al. 2019, Hollebeek et al. 2022). In both cases, players 

have game-related hedonic needs, in which their desires for gratification, pleasure, playfulness, 

and fun are key drivers of game engagement behavior (Hollebeek et al. 2022). Free-to-play 

games provide opportunities for players to satisfy their hedonic needs. While the base game is 
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free, players may choose to purchase additional premium content not available in freemium or 

free versions, such as game narratives, social gifts, intellectual challenges, and/or personalized 

avatars (Teng 2021, Gong and Huang 2023) to enhance their gaming experience. Prior gaming 

research has largely explored in-game content to support utilitarian objectives (e.g.,in-game 

advantages;Marder et al. 2019). For example, players can progress more quickly in a game by 

purchasing a powerful fighting tool. Online games are predominantly experienced-driven 

activities, and a sense of happiness is associated with their hedonic nature, as they meet 

consumers' experiential needs. Hedonic elements in virtual game retailing promote enjoyment 

and involvement (Wu and Holsapple 2014) and prompt purchase behavior. Indeed, the hedonic 

motivation system adoption model, which is frequently applied in Information Technology 

research (Kim and Hall 2019), also suggests that elements such as fun, enjoyment, and 

social/emotional ties as temporal states can help gamers transform ideas into real purchases 

(Wang et al. 2021, Guo et al. 2022). While several studies recognize the importance of hedonic 

motivation in online games (see Kim et al. 2023, Possler et al. 2024), these studies focus on 

hedonic-related game experiences as a single, unidimensional construct. Prior broader research 

on the complexity of hedonic motivation suggests there could be an oversimplification, 

asserting that hedonic experiences are multi-dimensional (Hollebeek et al. 2022). Our proposed 

multi-dimensional model of hedonic shopping motivations includes adventure, gratification, 

role, value, social, and idea seeking. These are the possible hedonic shopping antecedents 

gamers look for when engaged with virtual game retail.  This highlights an important research 

gap, which we aim to address.  

 Furthermore, the gaming industry needs to develop a competitive advantage. The ability 

to attract players, interact with them, and eventually develop a trustworthy and reliable 

relationship with them is key to the success of the premium gaming business model (Hussain 

et al. 2023a).  Trust between customers and retailers is a cornerstone for the success of both 
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physical and online retailing. Although online consumer trust plays a significant role in the 

development of retail businesses and consumer behavior researchers have focused on 

understanding how trust is generated in mature online business contexts (Riegger et al. 2021, 

Wu and Tang 2022), empirical evidence on the role of trust in the formation of purchase 

decisions in virtual game retailing is lacking. In the virtual game retailing context, similar to 

traditional retailing, though gamers pay for the premium in-game content, there is no guarantee 

that these premium features will actually yield the desired value for the consumer. For example, 

a gamer may buy a new skin for their character to appear superior and distinct, trusting the 

developer to keep this skin exclusive and not widely available, which would diminish its value 

(Carvalho 2021). This underscores the critical role of trust as an antecedent of in-game 

purchases. Consequently, a gap exists, with more research required to better understand how 

game retailers can encourage trust and trigger intention to pay for premium gaming items. 

To fill these research gaps, the current research aims to identify the factors of in-game 

hedonic experiences that trigger gamers’ hedonic shopping value and, in turn, how hedonic 

shopping value influences gamers' intention to pay for premium services/content. To do so, we 

employed a mixed-method research approach and investigated the pertinent issue in two 

studies. Drawing on hedonic consumption theory, Study 1 analyses 19 in-depth interviews to 

uncover what hedonic experiences gamers seek in their in-game virtual item purchases that 

trigger their hedonic shopping value. Study 2 then empirically validates the elements of a 

hedonic experience triggering gamers' hedonic shopping value and intention to pay for in-game 

premium content/services. 

This research offers three core contributions. First, in gaming literature, our study 

contributes to understanding how multi-faceted hedonic motivations associated with the in-

game shopping experience for virtual items increase purchase intention through trust. This 

validated process provides a useful conceptualization to ground further studies into the 
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relationship between in-game shopping experiences and the purchase of virtual items. Overall, 

this model elucidates the important role of hedonic shopping value as a direct selling tool that 

can transition gamers from freemium to premium and encourage existing premium players to 

continue making purchases. 

Second, we contribute to the multi-faceted nature of hedonic experiences associated 

with in-game shopping to Information Technology research in this domain. Thus, we extend 

the current literature on the motivation for game related purchases and experiences to consider 

the complexity of hedonic motivations to better understand ‘why’ exactly gamers see hedonic 

motivation as important. In a similar vein, our different dimensions of hedonic experience can 

be directly leveraged by game studios and developers to recognize player preferences (specific 

features and characteristics that gamers find most appealing and enjoyable), using this 

knowledge to adapt their offering to increase hedonic motivation within in-game shopping 

experiences and virtual content (e.g., better training AI recommendation systems).  

Third, Nghia et al. (2020) show that shopping value and trust can significantly reinforce 

online shopping behavior. However, a universal definition of online trust that is multifaceted 

and encompasses multiple dimensions across diverse academic fields is lacking. We extend the 

current knowledge by theorizing and validating gamers’ trust as a higher-order construct 

anteceded by two distinct dimensions – trust in virtual content and trust in virtual retailers 

(Huang et al. 2022, Wu and Tang 2022). These two elements are important, yet, they have 

separate levers for enhancing overall gamers’ trust.  

   

2. Literature review 

2.1 Freemium to premium gaming business model 

Over the past two decades, the virtual game industry has gone through a major shift in 

how it is monetized, from a ‘pay to play’ (i.e. buying a physical game disc) model to a prevalent 
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‘freemium to premium’ model (Petrovskaya and Zendle 2021).  The freemium to premium 

model originated in the early 2000s in China, where console games were banned, with games 

played predominately on PCs (Liu 2013). This model was then adopted by game developers 

internationally as it provided several benefits; reducing money lost through piracy and the 

trade-in market, removing price as a barrier to adoption, allowing unlimited revenue generation 

from single gamers (e.g. whales – those who spend large sums in-game), and better exploitation 

of mobile gaming opportunities (Moseby 2024). 

The freemium-premium gaming model offers the core products/services free of charge. 

However, this is available with limited functionality, time constraints, or reduced quality 

(Hussain et al. 2023a, Deng et al. 2023) . Revenue is generated by upselling in-app purchases 

(e.g., virtual content, upgraded plan, enhanced functionality) for those who wish to enjoy an 

advanced experience. In-game advertising is also used to persuade users to pay for these 

premium features  (Meng et al. 2021, Gong et al. 2024). The freemium model has helped attract 

a large user base (potential customers) through the basic (free) version of the game, allowing 

players to explore the game offering before committing to premium features (Hamari et al. 

2020, Bapna et al. 2018). Albeit the case, the gaming industry operates within a highly 

competitive market (e.g., 500 new games daily; Hussain et al. 2022), and it is challenging for 

service providers to sustain themselves in the long term. For this, Syahrivar et al. (2021) 

highlight the role of in-game virtual retailing as the future of the de facto freemium gaming 

model.  

In these retail spaces, game developers offer different in-game premium items that are 

mostly virtual or physically intangible (Zhao et al. 2024). Virtual goods purchased can be 

viewed as in-game shopping or retailing because players compare the prices of various virtual 

goods offered by game retailers before making a purchase (Mkedder and Özata 2023, Hamari 

et al. 2020). In-game premium items help fulfill the dynamic needs of gamers missing from 
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the freemium version. In identifying these specific needs of gamers and targeting explicit 

virtual items to fulfill such needs, game developers have access to huge amounts of user data 

based on demographics, gameplay, and retail store behavior that can be used to forecast 

purchase behavior (Ratchford et al. 2023). These insights can be used to train AI-based 

recommendation systems for items sold in in-game retail, similar to the systems used in retail 

sites such as Amazon (Jin and Zhang 2023).  

 

2.2 Hedonic motivations and in-game retailing 

Arnold and Reynolds (2003) define shopping motives as “the driving force that propel[s] 

consumers to the market to fulfill their inner needs.” These inner needs include desires for 

personal satisfaction, identity expression, novelty-seeking, sensory enjoyment, and mental 

relaxation. All these needs, which are psychologically based, will influence how consumers 

engage with their gaming pursuits. Relying on the assumption that different psychological 

needs drive people's shopping motivation, Lowry et al. (2012) proposed various motivations, 

such as self-gratification, role-play, new trends, sensory stimulation, and diversion to enhance 

their gaming experiences. Picot-Coupey et al. (2021) classified the nature of these motivations 

into utilitarian and hedonic motivations. Utilitarian motive consumers focus more on assessing 

the product’s quality and functionality (e.g., quality, functionality; Choi et al. 2020). In 

contrast, hedonic motivations come from enjoyment and pleasure experienced during shopping 

(Dugan et al. 2021). In other words, hedonic motivations reflect pleasure, stratification, and 

emotional aspects generated during the shopping experience. Psychological needs and hedonic 

motivations are crucial in shaping gamers' behavior and influencing their perceptions of 

gaming intent and purchases. Understanding these needs and motivations is essential to game 

developers and their business models, where the allure of enhanced gaming experiences often 

hinges on these intrinsic psychological and pleasure-seeking factors.   
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With the rise of freemium to a premium business model in online games, more and 

more scholars and practitioners started focusing on hedonic consumption behavior in virtual 

game retail.  Prior studies have found that online gamers have long been engaged in virtual 

game retail mainly because of hedonic tendencies. For example, Kaur et al. (2020) reported 

that enjoyment or gratification had been considered an important motivation for in-game 

shopping. Similarly, discounts and bargains are also a common source of hedonic seeking. This 

happens when there are differences between the sale price of the virtual game content and the 

internal reference price exceeding the functional utility, thereby augmenting gamers' feelings 

of excitement (Jee 2021). Several recent studies reveal that hedonic motivations such as 

feelings of enjoyment, arousal, uniqueness, adventure, and socializing have been precursors of 

in-game retail (Zhao et al. 2024, Wang et al. 2023). Moreover, novelty and aesthetics are also 

salient features that help gamers to achieve their hedonic needs (Wang and Jia 2023). For 

example, during in-game shopping, players find some new designs and aesthetics that gamers 

perceive as unfamiliar and surprising. Based on the above discussion, we focus on exploring 

gamers’ intent to pay, driven by hedonic shopping motivation, for the following reasons. First, 

the hedonic perspective has emerged as the most prevalent criterion for different pleasure-

oriented categorizations of online shopping (Sameeni et al. 2022, Wang and Jia 2023).  From 

this standpoint, we can better understand gamers' affective/social psychology, specifically 

regarding hedonic attitudes. Second, recent gaming literature has proven that hedonic elements 

foster higher satisfaction, pleasure, and happiness than utilitarian elements (Hollebeek et al. 

2022, Marder et al. 2019). Thus, we believe that bringing such changes in virtual game retail 

may have a non-negligible impact on gamers' shopping behavior. Third, hedonic motivations 

can influence immediate purchase decisions and contribute to long-term gamers' engagement 

and loyalty. Through a proper understanding and catering of these motivations, game 
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developers and retailers can create a more loyal and engaged customer base, subsequently 

leading to sustained revenue growth  

 

2.3 The dual perspectives of trust: virtual content and virtual retailer  

Xiao et al. (2019) define trust as confidence in an exchange partner's ability, integrity, and 

benevolence. In an online environment, trust is a pivotal and multi-dimensional element 

influencing consumer behavior. To establish online consumer trust, Kim et al. (2008) 

developed a framework encompassing four important antecedents of online consumers’ trust: 

cognitive-based (e.g., information, privacy), affective-based (e.g., certification, word of 

mouth), experience-based (e.g., familiarity, experience), and personality-oriented (e.g., 

disposition of trust). In addition, Ha et al. (2016) divided trust into cognitive- and effective-

based trust in e-commerce. Liang et al. (2019) evaluated buyers' trust in a live-streaming retail 

context by including two perspectives of trust: trust in the streamer and the product. Trust in 

the streamer captures buyers’ belief that a streamer is honest, trustworthy, and will not cheat 

them. Trust in the product refers to buyers’ belief that the product will meet their expectations 

(Chen et al. 2022).  

We follow Huang et al. (2022) higher-order trust conceptualization framework and also 

integrate Chen et al. (2022) components of trust in our study. In virtual game retailing, most 

retailers promote micro-level non-descriptive products (for a few dollars each), but these 

products need to be well-established (Gong and Huang 2023). Many online game service 

providers need help with their brand message in the industry, and some have bad reputations. 

As such, purchasing virtual content from individual game retailers with an unspecified 

description and non-recognizable branding during online game playing is perceived as risky 

(e.g., low quality, fake) by gamers (Wang et al. 2019). Trust not only plays a critical role in 

alleviating players’ perceived risk with the virtual content (e.g., product, performance) and the 
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retailer (e.g., payment) but also helps convert freemium gamers to premium users, increase 

game store loyalty, and enhance satisfaction. Adapting to the higher-order conceptualization, 

the trust-building mechanism derives from the dual perspectives of virtual content and virtual 

retailers, which enhances gamers' intention to pay. Specifically, trust in virtual content can be 

enhanced through cognitive- and experience-based engagement, while trust in virtual retailers 

can be increased through affective-based engagement.  

 

3. Study 1: conceptualizing hedonic shopping motivations on the online game platform 

To explore the motives related to hedonic shopping in an online virtual game environment, we 

used a mixed-methods design (Krasonikolakis and Chen 2023), which comprised both 

qualitative and quantitative approaches. In a virtual game retail context, mixed-methods 

designs are especially useful because the game retail context frequently changes and is typically 

highly ambiguous, emphasizing the need to "produce a greater assortment of divergent and/or 

complementary views" and to "provide stronger inferences than a single method" (Shi et al. 

2022).  

Following the guidelines from recent studies (Califf et al. 2020, Shi et al. 2022, Fang 

et al. 2023), we systematically reviewed the gaming literature and in-depth interviews to 

uncover and distinguish potential gamers' hedonic motivations on virtual game platforms. We 

conducted in-depth interviews with gamers who purchased items while playing online games. 

For Study 1, we used a snowball sampling approach to collect our data (Noy 2008). The sample 

consisted of online game players who had purchased items within the last month; they received 

small monetary vouchers as a token of our appreciation. Our first two respondents were 

hardcore gamers, with experience playing online games and purchasing in-game items. 

Subsequently, we expanded our pool of respondents using recommendations from these 

respondents. To qualify as our respondents, we asked some screening questions to ensure their 
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appropriateness for our study. Sample questions were, “How long have you played online 

games?” “What is your frequency of playing games?” “Do you have experience with in-game 

shopping?” and “What kind of in-game virtual content do you usually purchase while playing 

video games?” We interviewed 19 online gamers (16 men and 3 women) with the supposition 

that they had experienced in-game virtual consumption and could provide insight into the 

phenomenon. From the 13th respondent onwards, we found no new themes emerging from the 

interviews (after we had reviewed successive data within the investigated themes) (Glaser and 

Strauss 2017). Hence, we believe that theoretical saturation was achieved by the 13th 

respondent. According to Boddy (2016), theoretical saturation is useful in qualitative research 

design, where practical evidence shows that 12 samples may lead to data saturation among a 

relatively homogeneous population. 

  

3.1 Data analysis 

To analyse the data, we performed a thematic analysis following Braun and Clarke (2006)’s 

steps. Thematic analysis is a method for identifying, analysing, and communicating patterns 

(i.e., themes) within qualitative data. Following broadly Braun and Clarke (2006) steps, we 

first familiarized ourselves with the data before commencing open and axial coding 

(Kindermann et al. 2024), to iteratively examine the data to distinguish the main hedonic 

experiences during shopping for in-game virtual items. Here, we first identified open codes 

associated with hedonic virtual items (keywords and descriptions). We then analysed the 

gaming and online shopping literature to uncover relevant concepts for our preliminary analysis 

and pinpoint common instances of virtual item purchases. We subsequently created sub-themes 

as conceptually similar groups of open codes through the theoretical lens and associated 

literature. Using axial coding, we compared the sub-themes for similarities and differences and 

linked them to conceptual units and the overarching themes (Shi et al. 2022). Overall, we 
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identified six motivational themes on hedonic experiences that online gamers seek during in-

game virtual item purchasing: adventure-, gratification-, role-, value-, social-, and idea-seeking 

(see Figure 1).  

Insert Figure 1 here 

 

3.2 Model building based on qualitative results and the literature 

To further illustrate the relationship among hedonic shopping motives, shopping value, trust, 

and players’ intention to pay for premium content during in-game shopping, we propose a 

conceptual model (see Figure 2). This model is developed based on relevant theories and 

literature and the results from the semi-structured interviews conducted in the qualitative study. 

 

 

3.2.1 Hedonic motivations and hedonic shopping values  

Arnold and Reynolds (2003) use “adventure” to describe consumers’ sensual excitement while 

shopping. Online gamers, motivated by their hedonic nature, value the shopping process more 

than the virtual gaming content itself. During online game playing, specifically for freemium 

gaming services in which players can only enjoy the basic/limited features of online games 

(Hussain et al. 2022), visiting virtual retail stores where they can purchase game-related content 

(e.g., artifacts, avatars) can be exciting and adventurous (Kindermann et al. 2024). As gamers 

visit these in-game virtual retail stores to explore new virtual content and acquire new gaming 

designs, this exploration process may be more exciting and, thus, significantly enhance gamers’ 

shopping value. In fashion retail settings, for example, Kumar and Yadav (2021) show that 

online customers experience thrill and adventure when they interact with an online web store 

and its products. Therefore, we posit the following: 
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H1. Online gamers’ adventure-seeking positively influences their hedonic shopping 

value.   

Gratification motivations drive desires for shopping as a stress reliever, mood stabilizer, 

just for fun, or to treat oneself (Horváth and Adıgüzel 2018). According to prior gaming 

research, many people indulge in the gaming world to escape from negative thoughts, find 

relief from a depressive state, and experience positive emotions (Boldi et al. 2022). Often, a 

basic motivation to engage in this activity is to eliminate negative feelings. Wang et al. (2022) 

suggest two key factors directly coupled with a gratifying shopping experience: non-personal 

and interpersonal. A non-interpersonal or experience-based factor entails purchasing or 

acquiring a valuable product or encountering an unexpected discount (Arnold et al. 2005). By 

contrast, an interpersonal factor refers to situations when a player’s or service provider’s 

actions contribute to a pleasant experience (Ha and Jang 2013). Gratification is considered a 

more pressing desire of online gamers to counter a bad mood, relieve stress, and consider 

themselves special (Brand et al. 2022). As people spend more time on various online games, 

given the accessibility of the internet, this need may become more apparent in the context of 

in-game virtual content purchasing (Gong et al. 2019). Therefore, we posit the following:  

H2. Online gamers’ gratification-seeking positively influences their hedonic shopping 

value. 

In the online gaming context, role-seeking involves gamers’ perceived pleasure that 

leads them to shop for content/items for friends or teammates within the virtual gaming 

environment (Arnold and Reynolds 2003). Online gamers (especially team leaders) often buy 

different game-related virtual content, such as weapons and character classes (e.g., princess, 

wizard), for their gaming partners; they also do so out of a role-enrichment motivation (Wang 

and Hang 2021, Azman Ong and Ibrahim 2024). Similarly, to increase their social image, game 

players often find virtual items for their gaming friends that help them improve their characters’ 
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appearance and ability to progress in the game (Ali et al. 2020, Teng 2018). Players with a high 

level of ensuing self-enhancement will pursue authority and social power over other gamers, 

prestige, social recognition, and personal success. Consequently, such gamers engage more in 

purchasing content for other gamers, which also serves as a way to exhibit their prestige and 

achievements (Coelho et al. 2023). We, therefore, hypothesize that online gamers illuminate 

their self-image and perceived roles in the gaming community through buying decisions and 

are more likely to enhance their hedonic shopping value. Thus: 

H3. Online gamers’ role-seeking positively influences their hedonic shopping value. 

Value shopping in online games refers to buying virtual gaming content at a discount 

or a lower price. McGuire (1974) first introduced value shopping by drawing on assertion 

theories (McClelland 1961), which asserts that spirited achievers admire and attempt to 

improve their self-esteem by developing their potential. The perception of discounts, sales, and 

bargains usually provides gamers with hedonic benefits (Wiegand et al. 2022), enhancing their 

sensory involvement and heightening the thrill and excitement level (Janowski et al. 2021). 

Online gamers perceive more value in virtual item shopping when they obtain useful content 

at a discounted rate. They also have an opportunity to purchase useful content at competitive 

prices when game retailers mark down prices during in-game promotional campaigns. In online 

virtual game retail stores, gamers often encounter sales and promotions. In addition, 

announcements of new content or upcoming events keep players interested in the game. 

Limited-time events and in-game promotions create a sense of urgency to purchase before the 

event ends. Therefore, virtual game retailers frequently offer attractive pricing through seasonal 

discounts, major updates, and limited-time events to fulfill gamers’ desires for thrill and 

excitement to increase game revenue. Thus:   

H4. Online gamers’ value-seeking positively influences their hedonic shopping value.   
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Social shopping in online games refers to the overall enjoyment of experiencing in-

game content with other online gamers, friends, and game partners to socialize and develop 

close relationships with them (Arnold and Reynolds 2003). The proliferation of multiplayer 

online role-playing games and games-as-a-service paradigms has enabled online game players 

to be more socially interactive, find gamers with related interests, and form reference groups 

in gaming communities (Hussain et al. 2023a). Similarly, belongingness theory (Heffernan 

1988) posits that technology-enabled environments encourage users to build intimate social 

connections and meaningful relationships. The gaming literature has also shown that the 

primary reason many users enter the virtual gaming world is to enjoy social interactions (e.g., 

collaboration, affiliation) they feel are challenging in the real world (Zhang et al. 2023). 

Therefore, the benefits of online social aspects (e.g., shopping with friends) may lead 

hedonically motivated online gamers to participate in in-game content shopping. Thus: 

H5. Online gamers’ social-seeking positively influences their hedonic shopping value.  

 

Idea-seeking implies a desire for new trends, styles, and experiences that help gamers 

remain up-to-date and express their feelings and preferences in a virtual gaming environment 

(Horváth and Adıgüzel 2018). McGuire’s (1974) categorization theories provide a foundation 

for idea-seeking, which attempts to explain the human need for order, structure, and knowledge 

together with objectification theories (e.g., Festinger 1954); in this case, humans require 

external guidance and information to make sense of themselves. Prior gaming research 

indicates that acquiring new virtual content (e.g., costumes and artifacts; Song and Fox, 2016) 

allows gamers to express their distinctiveness and individuality in online gaming environments 

(Green et al. 2021). In the virtual gaming world, gamers are concerned about their self-

identities and self-esteem, which explains why they are keen on obtaining new content and 

information to improve their virtual self- and social image (Bae et al. 2019, Abbasi et al. 2021). 
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In this sense, we expect idea-seeking (e.g., browsing new content) to drive hedonic shopping 

value strongly. Thus: 

H6. Online gamers’ idea-seeking positively influences their hedonic shopping value.   

 

3.2.2 Hedonic shopping value, trust, and intention to pay  

Prior studies have noted that hedonism is the basic reason gamers actively participate in the 

virtual gaming world (Lee et al. 2021, Sharma et al. 2022). Leung (2020) also focuses on 

exploring the phenomenon of gamers' desire for hedonism through virtual content purchasing. 

Similarly, studies on in-game content purchasing have based their discussions on gamers' needs 

for novelty-seeking, variety, and surprise (Hamari et al. 2017a, Jin et al. 2017). A hedonic 

shopping value positively influences online gamers’ attitudes (e.g., trust) and behavioral 

outcomes (e.g., purchase). In the traditional sense, trust refers to a general belief that the other 

party will behave ethically and socially appropriately rather than acting opportunistically 

(Brown et al. 2019). An exchange partner has more trust when the other party is capable, 

honest, and benevolent. Tsai and Hung (2019) suggest that game players' trust in a virtual 

gaming setting entails trust in the game, the game’s service provider, the virtual retail store 

(website), the product, and the channel (online). As we focus on virtual game retailers selling 

in-game virtual content, the two pertinent entities are the seller and the product.  

Gamer trust is essential in virtual game retail, given the lack of face-to-face interactions 

between a gamer and a seller or between a gamer and a product due to their temporal and 

physical separation (Lai and Fung 2020). Compared with traditional retailing, the nature of 

virtual game retailing creates information asymmetry and transaction risks, including partner 

identification uncertainty, opportunism, and product quality doubt. Thus, unlike other studies 

that cover only unidimensional aspects of trust (Jiang et al. 2019), we explore trust as a two-

dimensional construct (i.e., trust in virtual content and trust in virtual retailers). Also, applying 
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the notion of trust, Wongkitrungrueng and Assarut (2020) demonstrate that seller attitude, 

product reliability, and engagement significantly enhance consumer purchase intention. In 

addition, Tan et al. (2022) show that trust in a product and seller significantly influences 

customer engagement in utilitarian and hedonic value. Building on this evidence, we 

hypothesize the following:  

H7. Hedonic shopping value positively influences gamers’ intention to pay.    

H8. Trust mediates the relationship between hedonic shopping value and the intention 

to pay. 

 

Insert Figure 2 here 

 

4. Study 2: empirical evidence of the relationships among hedonic motivation, shopping 

value, trust, and intention to pay 

In the second phase of this mixed-method study design, we empirically investigated the 

proposed conceptual model developed in study 1. We employed a quantitative technique, using 

a self-administrative questionnaire to collect data from online gamers who frequently 

purchased virtual content while playing online games.   

 

4.1 Survey development 

We adopted the measures of hedonic shopping motivations, hedonic shopping value, intention 

to pay, and trust from well-established studies for better reliability and validity. We measured 

the items of each construct with a 5-point Likert scale (1 = strongly disagree, 5 = strongly 

agree). Arnold and Reynolds (2003) developed items of hedonic shopping motivation, 

including adventure-, gratification-, role-, value-, social-, and idea-seeking. We adopted the 

hedonic shopping value scale from Nghia et al. (2020), who borrowed it from Janssen et al. 
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(2016). We next modified the measurement item of intention to pay from Syahrivar et al. 

(2021). Finally, we adapted the measurement for trust from Wongkitrungrueng and Assarut 

(2020). A detailed overview of measurement items is available in the Appendix.  

 

4.2 Data collection  

To recruit participants for study 2, we used purposive sampling focusing on gaming zones, 

cybercafés, and e-sports centers located in three states in Malaysia. In each visited gaming 

zone, cybercafe, and e-sports center, we first estimated the number of players exiting the 

centers at two different time ranges, specifically from 11:00 am to 2:00 pm and 4:00 pm to 

7:00 pm. We chose these two specific time ranges because this coincides with lunch and dinner 

hours, and we expect some gamers to exit the centers to eat. We waited outside the centers of 

the identified locations to approach these gamers and requested their consent to participate in 

our survey. We offered a small token of appreciation to each respondent who participated in 

our survey to boost response rates. In total, 437 online gamers completed the questionnaire. 

After comprehensively assessing the data set, we removed some incomplete and suspicious 

responses. In the end, we obtained 412 complete responses for the final analysis. Of the 

respondents, 62.7% were male, 37.3% were female, and the majority were below the age of 30 

years (69.2%). Likewise, 78.6% claimed they played online daily, and 43.7% engaged in in-

game hedonic shopping a few times a week.  

 

4.3. Analysis and results 

4.3.1 Measurement model 

We used SmartPLS 3.2.8 to analyse the data. Following the guidelines of prior studies (Sarstedt 

et al. 2016, Hair et al. 2019a), we assessed the measurement model by establishing the 

convergent and discriminant validity of the data. As Table 1 illustrates, the outer loading of 
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each measurement item was above the threshold level of 0.70. In addition, Cronbach’s alpha 

(CA) and composite reliability (CR) values for each construct were above the recommended 

threshold of 0.70 (Hair et al. 2019b). The average variance extracted (AVE) value for each 

construct was also above the recommended minimum value of 0.50 (Sarstedt et al. 2019). As 

the results meet all three conditions for convergent validity, our measurement model has no 

convergent validity issues.   

Insert Table 1 here 

We used the heterotrait–monotrait (HTMT) ratio to confirm discriminant validity 

(Roemer et al. 2021). As Table 2 shows, all HTMT values are well below the threshold of 0.85, 

indicating adequate discriminant validity. A variance inflation factor (VIF) test assessed any 

potential multicollinearity problems. Given that the VIF values for all constructs ranged from 

1.39 to 3.1 and were significantly lower than the 3.3 threshold value (Hair et al. 2011, Hair Jr 

et al. 2017), we can conclude that multicollinearity was not a problem. 

Insert Table 2 here 

Examining the relationship between customers and virtual agents in a retail setting, 

Huang et al. (2022) specify trust as a second-order construct. Trust in virtual content and trust 

in virtual retailers are two distinct constructs with different impacts. In doing so, we 

operationalize the gamer trust construct as reflective on the first-order level and the formative 

construct on the second-order level. To assess the reliability and validity of the formative 

measurement model, studies recommend evaluating multicollinearity (i.e., VIF) and 

performing bootstrapping to check indicator weights and the significance of items used for the 

second-order construct (Hair Jr et al. 2017). The results in Table 3 show that gamer trust is a 

reliable and sound second-order formative construct, as the VIF is below 3.3 (Kock and Lynn 

2012) and the indicator weights are significant.  

Insert Table 3 here 
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4.3.2 Structural model  

After achieving significant results for the measurement model, Wong (2013) proposes using a 

bootstrapping method with 5,000 resamples to assess the structural model by examining the 

statistical significance of path coefficients, t-values, and p-values. Table 4 shows the results of 

the structural model assessment. The structural model results support the hedonic shopping 

motivations, except for value- and social-seeking motivations. That is, adventure-seeking (β = 

0.122, t = 2.560), gratification-seeking (β = 0.304, t = 6.701), role-seeking (β = 0.383, t = 

7.808), and idea-seeking (β = 0.241, t = 6.260) motivations significantly influence hedonic 

shopping value, providing support for H1, H2, H3, and H6, respectively. However, the results 

for value-seeking (β = 0.041, t = 0.331) and social-seeking (β = 0.047, t = 0.286) motivations 

showed a non-significant relationship, thus rejecting H4 and H5, respectively. Surprisingly, 

hedonic shopping value did not significantly affect gamers’ intention to pay for premium in-

game content (β = 0.091, t = 1.238); thus, H7 is rejected.  

Insert Table 4 here 

 

4.3.3 Mediating effect of trust 

We followed the recommendations of Rungtusanatham et al. (2014) and Chuah (2019) to create 

a mediating hypothesis. They suggest two key approaches (i.e., transmittal and segmentation) 

to test the mediation relationship. In the transmittal approach, a single mediator or, in other 

words, an indirect effect is required to mediate the relationship between the independent and 

dependent variables without any other associations (e.g., independent variable to mediator, 

mediator to dependent variable). We developed a mediating hypothesis (H8) based on this 

approach and examined the indirect effect by analysing confidence intervals to confirm its 

significance (Hayes and Preacher 2010). The results show a significantly positive mediating 

effect of gamer trust on the relationship between hedonic shopping value and intention to pay 
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(β = 0.238, t = 5.289), thereby confirming H8 (see Table 5). This finding supports the validity 

of the proposed conceptual framework that trust (as a higher-order construct) plays a critical 

role in altering gamers' intention to pay for premium items in freemium online games.  

Insert Table 5 here 

 

5. Discussion 

The study supports all the hypotheses regarding the impact of hedonic motivations on gamers' 

shopping value, except for value- and social-seeking motivations. The findings are in line with 

prior studies (Evanschitzky et al. 2014, Patel and Sharma 2009), adventure-, gratification-, 

role-, and idea-seeking motivations contribute to gamers' hedonic shopping value. This 

confirms our beliefs and the findings of Koban et al. (2019) that online gamers have a 

flourishing need for thrill and stimulation, which explains why they are always keen to be 

adventurous in virtual content shopping. Online gaming is mainly a hedonically motivated 

activity where most people satisfy their hedonic desires (e.g., joy, pleasure, stress release). Still, 

with the rise of the freemium business paradigm, gamers can only enjoy limited access to 

freemium game services. Duvenage et al. (2020) exemplify gratification-seeking to be highly 

correlated with anxiety, stress release, and mood repair. Moreover, social interaction with other 

game players helps gamers feel more excitement and intrinsic joy when they purchase in-game 

virtual content as a gift; they also enjoy the shopping experience and achieve hedonic 

motivation from this experience. Limbach et al. (2019) suggest that gamers are conscious of 

trends and fashion in the virtual gaming environment and thus are willing to try new features 

and trends in the early stage of launches to improve their self-esteem and identity among other 

players.  

Surprisingly, the results for the impact of value-seeking (H5) and social-seeking (H6) 

motivations on gamers' hedonic shopping value were non-significant. Thus, hedonically 
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oriented players may tend to be less price sensitive and value conscious; instead, they may be 

keen only on virtual content that makes their shopping and gaming experiences more 

pleasurable and enjoyable. Likewise, social-seeking motivation had a positive association with 

hedonic shopping value but was non-significant at the 0.05 level. An explanation may be that 

some online gamers purchase new content and features that make them seem more unique and 

distinct from other players, and thus, they prefer to shop alone. 

Similarly, the results indicate that hedonic shopping value was not a significant 

predictor of gamers' intention to pay for premium in-game content. This result has implications 

for game developers and researchers. For example, a possible explanation for this unexpected 

result could be the risk associated with the nature of online virtual game retail transactions. In 

the broader gaming context, AI-based recommendation systems leveraging in-game data can 

provide tailored suggestions, leading to a more immersive and trustworthy retail experience for 

gamers. Further, this also plays a key enabler in the pursuit of understanding and enhancing 

the complex relationship between players, the virtual environment, and the gaming industry. 

Finally, we employed the transmittal mediation approach to assess the indirect effect of 

gamers’ trust (trust in virtual content and trust in virtual retailers) on the relationship between 

hedonic shopping value and intention to pay. As the direct association between shopping value 

and intention to pay has not been established, (Lăzăroiu et al. 2020) and Martín-Consuegra et 

al. (2019) suggest exploring this mechanism more systematically to underpin the relationship. 

In response to these calls, we show that trust as a higher-order construct is a significant 

mediator between hedonic shopping value and gamers’ intention to pay a premium. This 

finding reinforces the dynamic landscape of the games-as-a-service industry, in which selling 

virtual content that enhances gamer trust is critical for survivability.  

 

 



24 
 

5.1 Theoretical contributions 

This study makes three theoretical contributions. First, we extend  in-game virtual retail studies 

(Hamari et al. 2017b, Ravoniarison and Benito 2019) that understand the characteristics of 

game retailing and gamers’ motivations that drive in-game purchases by theorizing and 

validating a new empirical model. This mechanism supports that hedonic motivation in in-

game shopping is multifaceted (adventure, gratification, role-seeking, idea-seeking), and 

increasing the hedonic motivation stimulates purchase intent by increasing gamers’ trust. In 

essence, our research establishes an important position of the shopping experience for virtual 

items as critical purchase antecedents. Against the backdrop of an untapped potential in the 

gaming market, with only 2% of gamers being converted from freemium to premium customers 

(Hussain et al. 2022), we thus offer important knowledge that can be used to catalyze this 

transition. Scholars and practitioners now need to consider different hedonic facets as levers to 

make in-game shopping experiences more appealing in their design and communication. This 

contribution is relevant in an era in which IT scholars and game developers explore innovative 

ways to balance profitability and player satisfaction. Beyond a gaming context, our new 

perspective on the unique drivers behind hedonic shopping experiences adds value for broader 

studies to understand hedonic antecedents of IT experiences and adoption. For example, 

scholars examining Metaverse technologies (especially with a retail component) may consider 

the drivers we highlight as means of producing greater trust and thus favorable behavior (e.g., 

adoption and purchase).   

Second, hedonic shopping has captured the attention of scholars in different research 

areas, including fashion (Rosendo-Rios and Shukla 2023), tourism (Chen et al. 2019), and 

retailing (Tarka et al. 2022), with the general conclusion that antecedents for hedonic 

motivation are still largely context-dependent. Despite the significance of the drivers of the 

hedonic shopping value for gamers' engagement in premium gaming content, the current 
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knowledge of the behavior is still lacking. This has led researchers to call for new approaches 

to explore the unique features of online game hedonic shopping value (e.g., Marder et al 2019). 

Until now, gaming research has attended to hedonic motivation as a single, uni-dimensional 

construct (Baabdullah 2018, Sharma et al. 2020). Inspired by the complex nature of hedonic 

motivation exposed by broader studies outside of the gaming literature (Horváth and Adıgüzel 

2018), we contribute by shifting the perspective on hedonic motivation from uni-dimensional 

to multi-dimensional to gain greater nuance in the understanding of the motivational 

phenomenon (Hollebeek et al. 2022).  In doing so, our study broadens prior gaming literature 

on in-game content purchasing for enhancing gamers' shopping value, especially in freemium-

to-premium game contexts (Sharma et al. 2020).  

Third, our study responds to Huang et al. (2022) recent call to empirically examine trust 

as a second-order construct to better comprehend the relationship between consumers and 

virtual technologies. Prior studies on online trust (Reynolds-McIlnay and Morrin 2019) have 

examined this variable from a uni-dimensional perspective (e.g., trust on a firm platform), and 

thus, it needs to be revised. In response, we offer an integrative assessment of trust and 

conceptualize gamer trust as a second-order formative construct that comprises two first-order 

reflective constructs (i.e., trust in virtual content and trust in virtual retailers). By 

conceptualizing trust as two-dimensional, we show two routes through which game studios and 

retailers can build gamers’ trust from shopping value to trigger intention to pay. We propose 

that this more nuanced understanding of trust can be useful in examining broader IT related 

consumption, especially when there could be differences in trust between products/content and 

the retailer. Thus, we contribute to the broader literature on trust related to the digital 

phenomenon, with implications for e-commerce and digital marketing beyond the gaming 

industry. 
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5.2 Managerial implication 

This study offers practical implications for game studios, developers, and marketers. 

First, it is recommended that effort be made to design favorable hedonic shopping experiences 

to aid in transitioning free-to-play users to premium gamers. In other words, developers should 

focus on more than just bringing pleasure through the items themselves but also on the 

shopping experiences. To increase the purchase of in-game items; practitioners need to shift 

their mindset from more simply ‘selling’ them in standard e-commerce-like webpages to 

creating hedonic shopping experiences. While we acknowledge that utilitarian value promoted 

in the shopping experience (e.g., discounts, performance) is still important for converting and 

retaining premium gamers (Choi and Chen 2019), the findings suggest that the synergies 

resulting from the combined effects or interactions between utilitarian and hedonic motivation 

will increase pleasure in the retail experience. For example, Activision’s Call-Of-Duty creates 

enjoyment in acquiring new skins and weapons by positioning them as part of a ‘journey’ in 

their battle pass screen, as well as offering immersive 3D panoramas of products in their ‘shop’.  

 Second, within our general call to promote the hedonic nature of in-game shopping, our 

research offers four dimensions of this experience that practitioners can leverage. As gamers 

are looking for adventure when shopping, designers should consider adding further 

gamification to their retail experiences, for example, making shopping like a quest, that 

involves traversing a virtual environment to get to products. Players seek gratification in the 

shopping experience, alike the game itself. In this vein, developers can convert the retail space 

into an immersive environment that reflects the excitement and escapism of the core game and 

elevates the overall experience to new heights. For example, a medieval RPG may make their 

shop mimic an immersive medieval market. Players are motivated by idea seeking, just like a 

person who visits physical shops for inspiration. Marketers need to leverage available in-game 

data (e.g., previous items bought or viewed) to support AI-based recommendation systems to 
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present products to gamers that they think they will like. For instance, a person who recently 

changed skin to an Astronaut in an FPS game may be recommended products such as a ‘laser 

gun’. Lastly, gamers are role seeking, in other words, they are not only shopping for themselves 

but buying virtual content or resources for other gamers (e.g., team members). To support this, 

marketers can use in-game data similar to above in understanding preferences of a player’s 

close connections and promote ‘items’ they think a gamer’s connections will appreciate. 

Furthermore, marketers may promote ‘badges or souvenirs’ on relevant days or following 

achievements e.g., ‘team anniversary’ ‘100th win together’ etc.  

Finally, our finding shows that gamer trust, which will drive purchases (to sustain 

premium players) is founded on two dimensions (i.e., trust in virtual content and trust in 

retailer). We urge developers and marketers to consider directed strategies for improving trust 

in both these domains. In terms of trust in virtual content, game retailers can offer trialware/try-

before-you-buy offers, easy return policies, and detailed information (e.g., video tutorials) on 

how to use or interact with content effectively. Regarding trust in virtual retailers, gaming firms 

can enhance relationship building by using AI–based communication tools (e.g., chatbots) to 

deliver continuous support to gamers anywhere and anytime to fulfill their dynamic needs.   

 

5.3 Limitations and future research 

Our study has several limitations that offer opportunities for further investigation. The first 

limitation lies in disentangling the intertwined components of hedonic elements, the gaming 

mindset, and gamers' imagination during gameplay, consequently giving rise to varied 

expectations within the gaming industry. We recommend that future researchers explore 

additional control mechanisms that can effectively separate and isolate the components in the 

hedonic elements, yielding a more accurate comprehension of gamers' behavior. Second, our 

aggregate game data did not distinguish between different game genres and their potentially 
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differing dynamics. Consequently, another avenue for further research is to re-apply the 

conceptual model for different gaming categories and gamers’ respective motivations for 

game-related hedonic shopping. Findings may reveal differing relative importance levels of 

our identified drivers of hedonic shopping value, in addition to unique dynamics characterizing 

the association between user-perceived shopping value and intention to pay for premium, 

thereby offering further insights. Third, we collected our cross-sectional data at a single point 

in time (Hair et al. 2014). Therefore, adopting a longitudinal research methodology would be 

useful in uncovering the modeled dynamics over time (Viswanathan et al. 2017, Hussain et al. 

2023b).   



29 
 

References 

Abbasi, A.Z., Rehman, U., Hussain, A., Ting, D.H. and Islam, J.U. (2021), "The impact of 
advertising value of in-game pop-up ads in online gaming on gamers’ inspiration: An 
empirical investigation", Telematics and Informatics, Vol. 62, pp. 101630. 

 
Ali, A., Li, C., Hussain, A. and Bakhtawar. (2020), "Hedonic shopping motivations and 

obsessive–compulsive buying on the Internet", Global Business Review, pp. 
0972150920937535. 

 
Arnold, M.J. and Reynolds, K.E. (2003), "Hedonic shopping motivations", Journal of retailing, 

Vol. 79 No. 2, pp. 77-95. 
 
Arnold, M.J., Reynolds, K.E., Ponder, N. and Lueg, J.E. (2005), "Customer delight in a retail 

context: investigating delightful and terrible shopping experiences", Journal of 
Business Research, Vol. 58 No. 8, pp. 1132-45. 

 
Azman Ong, M.H. and Ibrahim, N.S. (2024), "Towards the formation of we-intention to 

continue playing mobile multiplayer games: importance of gamification design 
elements and social play habit roles", Information Technology & People, Vol. ahead-
of-print. 

 
Baabdullah, A.M. (2018), "Consumer adoption of Mobile Social Network Games (M-SNGs) 

in Saudi Arabia: The role of social influence, hedonic motivation and trust", Technology 
in Society, Vol. 53, pp. 91-102. 

 
Bae, J., Kim, S.J., Kim, K.H. and Koo, D.-M. (2019), "Affective value of game items: a mood 

management and selective exposure approach", Internet Research, Vol. 29 No. 2, pp. 
315-28. 

 
Bapna, R., Ramaprasad, J. and Umyarov, A. (2018), "Monetizing Freemium Communities: 

Does Paying for Premium Increase Social Engagement?", MIS quarterly, Vol. 42 No. 
3, pp. 719-A4. 

 
Beltagui, A., Schmidt, T., Candi, M. and Roberts, D.L. (2019), "Overcoming the monetization 

challenge in freemium online games", Industrial management & data systems, Vol. 119 
No. 6, pp. 1339-56. 

 
Boddy, C.R. (2016), "Sample size for qualitative research", Qualitative market research: An 

international journal, Vol. 19 No. 4, pp. 426-32. 
 
Boldi, A., Rapp, A. and Tirassa, M. (2022), "Playing during a crisis: The impact of commercial 

video games on the reconfiguration of people’s life during the COVID-19 pandemic", 
Human–Computer Interaction, pp. 1-42. 

 
Brand, M., Potenza, M.N. and Stark, R. (2022), "Theoretical models of types of problematic 

usage of the Internet: when theorists meet therapists", Current Opinion in Behavioral 
Sciences, Vol. 45, pp. 101119. 

 



30 
 

Braun, V. and Clarke, V. (2006), "Using thematic analysis in psychology", Qualitative 
research in psychology, Vol. 3 No. 2, pp. 77-101. 

 
Brown, J.R., Crosno, J.L. and Tong, P.Y. (2019), "Is the theory of trust and commitment in 

marketing relationships incomplete?", Industrial Marketing Management, Vol. 77, pp. 
155-69. 

 
Califf, C.B., Sarker, S. and Sarker, S. (2020), "The bright and dark sides of technostress: A 

mixed-methods study involving healthcare IT", MIS quarterly, Vol. 44 No. 2. 
 
Carvalho, A. (2021), "Bringing transparency and trustworthiness to loot boxes with blockchain 

and smart contracts", Decision Support Systems, Vol. 144, pp. 113508. 
 
Catalán, S., Martínez, E. and Wallace, E. (2019), "Analysing mobile advergaming 

effectiveness: the role of flow, game repetition and brand familiarity", Journal of 
Product & Brand Management, Vol. 28 No. 4, pp. 502-14. 

 
Chen, C.-D., Ku, E.C.S. and Yeh, C.C. (2019), "Increasing rates of impulsive online shopping 

on tourism websites", Internet Research, Vol. 29 No. 4, pp. 900-20. 
 
Chen, C.-D., Zhao, Q. and Wang, J.-L. (2022), "How livestreaming increases product sales: 

role of trust transfer and elaboration likelihood model", Behaviour & Information 
Technology, Vol. 41 No. 3, pp. 558-73. 

 
Choi, H.S. and Chen, C. (2019), "The effects of discount pricing and bundling on the sales of 

game as a service: An empirical investigation", Journal of Electronic Commerce 
Research, Vol. 20 No. 1, pp. 21-34. 

 
Choi, J., Madhavaram, S.R. and Park, H.Y. (2020), "The role of hedonic and utilitarian motives 

on the effectiveness of partitioned pricing", Journal of retailing, Vol. 96 No. 2, pp. 251-
65. 

 
Chuah, S.H.-W. (2019), "You inspire me and make my life better: Investigating a multiple 

sequential mediation model of smartwatch continuance intention", Telematics and 
Informatics, Vol. 43, pp. 101245. 

 
Coelho, F., Aniceto, I., Bairrada, C.M. and Silva, P. (2023), "Personal values and impulse 

buying: The mediating role of hedonic shopping motivations", Journal of Retailing and 
Consumer Services, Vol. 72, pp. 103236. 

 
Deng, Y., Lambrecht, A. and Liu, Y. (2023), "Spillover effects and freemium strategy in the 

mobile app market", Management Science, Vol. 69 No. 9, pp. 5018-41. 
 
Dugan, R.G., Clarkson, J.J. and Beck, J.T. (2021), "When cause‐marketing backfires: 

differential effects of one‐for‐one promotions on hedonic and utilitarian products", 
Journal of Consumer Psychology, Vol. 31 No. 3, pp. 532-50. 

 
Duvenage, M., Correia, H., Uink, B., Barber, B.L., Donovan, C.L. and Modecki, K.L. (2020), 

"Technology can sting when reality bites: Adolescents’ frequent online coping is 



31 
 

ineffective with momentary stress", Computers in Human Behavior, Vol. 102, pp. 248-
59. 

 
Evanschitzky, H., Emrich, O., Sangtani, V., Ackfeldt, A.-L., Reynolds, K.E. and Arnold, M.J. 

(2014), "Hedonic shopping motivations in collectivistic and individualistic consumer 
cultures", International Journal of Research in Marketing, Vol. 31 No. 3, pp. 335-38. 

 
Fang, X., Xie, C., Yu, J., Huang, S. and Zhang, J. (2023), "How do short-form travel videos 

trigger travel inspiration? Identifying and validating the driving factors", Tourism 
Management Perspectives, Vol. 47, pp. 101128. 

 
Festinger, L. (1954), "A theory of social comparison processes", Human relations, Vol. 7 No. 

2, pp. 117-40. 
 
Glaser, B. and Strauss, A. (2017), Discovery of grounded theory: Strategies for qualitative 

research, Routledge. 
 
Gong, A.-D. and Huang, Y.-T. (2023), "Finding love in online games: Social interaction, 

parasocial phenomenon, and in-game purchase intention of female game players", 
Computers in Human Behavior, Vol. 143, pp. 107681. 

 
Gong, M., Wagner, C. and Ali, A. (2024), "The impact of social network embeddedness on 

mobile massively multiplayer online games play", Information Systems Journal, Vol. 
34 No. 2, pp. 327-63. 

 
Gong, X., Zhang, K.Z.K., Cheung, C.M.K., Chen, C. and Lee, M.K.O. (2019), "Alone or 

together? Exploring the role of desire for online group gaming in players’ social game 
addiction", Information & Management, Vol. 56 No. 6, pp. 103139. 

 
Green, R., Delfabbro, P.H. and King, D.L. (2021), "Avatar identification and problematic 

gaming: The role of self-concept clarity", Addictive behaviors, Vol. 113, pp. 106694. 
 
Gu, X., Kannan, P.K. and Ma, L. (2018), "Selling the premium in freemium", Journal of 

marketing, Vol. 82 No. 6, pp. 10-27. 
 
Guo, Z., Cahalane, M. and Carbonie, A. (2022), "Online gaming with a purpose: exploring 

positive personal development achieved through esports play", Behaviour & 
Information Technology, pp. 1-23. 

 
Ha, H.-Y., John, J., John, J.D. and Chung, Y.-K. (2016), "Temporal effects of information from 

social networks on online behavior: the role of cognitive and affective trust", Internet 
research, Vol. 26 No. 1, pp. 213-35. 

 
Ha, J. and Jang, S.S. (2013), "Attributes, consequences, and consumer values: A means‐end 

chain approach across restaurant segments", International Journal of Contemporary 
Hospitality Management, Vol. 25 No. 3, pp. 383-409. 

 
Hair, J., Hult, G. and Ringle, C. (2014), "A Primer on Partial Least Squares Structural Equation 

Modeling (PLS-SEM)", in, Thousand Oaks (CA): Sage Publications. 
 



32 
 

Hair, J.F., Ringle, C.M., Gudergan, S.P., Fischer, A., Nitzl, C. and Menictas, C. (2019a), 
"Partial least squares structural equation modeling-based discrete choice modeling: an 
illustration in modeling retailer choice", Business Research, Vol. 12 No. 1, pp. 115-42. 

 
Hair, J.F., Ringle, C.M. and Sarstedt, M. (2011), "PLS-SEM: Indeed a silver bullet", Journal 

of Marketing theory and Practice, Vol. 19 No. 2, pp. 139-52. 
 
Hair, J.F., Risher, J.J., Sarstedt, M. and Ringle, C.M. (2019b), "When to use and how to report 

the results of PLS-SEM", European Business Review, Vol. 31 No. 1, pp. 2-24. 
 
Hair Jr, J.F., Matthews, L.M., Matthews, R.L. and Sarstedt, M. (2017), "PLS-SEM or CB-

SEM: updated guidelines on which method to use", International Journal of 
Multivariate Data Analysis, Vol. 1 No. 2, pp. 107-23. 

 
Hamari, J., Alha, K., Järvelä, S., Kivikangas, J.M., Koivisto, J. and Paavilainen, J. (2017a), 

"Why do players buy in-game content? An empirical study on concrete purchase 
motivations", Computers in Human Behavior, Vol. 68, pp. 538-46. 

 
Hamari, J., Hanner, N. and Koivisto, J. (2017b), "Service quality explains why people use 

freemium services but not if they go premium: An empirical study in free-to-play 
games", International Journal of Information Management, Vol. 37 No. 1, pp. 1449-
59. 

 
Hamari, J., Hanner, N. and Koivisto, J. (2020), "" Why pay premium in freemium services?" 

A study on perceived value, continued use and purchase intentions in free-to-play 
games", International Journal of Information Management, Vol. 51, pp. 102040. 

 
Hamari, J. and Sjöblom, M. (2017), "What is eSports and why do people watch it?", Internet 

research, Vol. 27 No. 2, pp. 211-32. 
 
Hayes, A.F. and Preacher, K.J. (2010), "Quantifying and testing indirect effects in simple 

mediation models when the constituent paths are nonlinear", Multivariate behavioral 
research, Vol. 45 No. 4, pp. 627-60. 

 
Heffernan, C.J. (1988), "Social foundations of thought and action: A social cognitive theory, 

Albert Bandura Englewood Cliffs, New Jersey: Prentice Hall, 1986, xiii+ 617 pp. 
Hardback. US $39.50", Behaviour Change, Vol. 5 No. 1, pp. 37-38. 

 
Hollebeek, L.D., Abbasi, A.Z., Schultz, C.D., Ting, D.H. and Sigurdsson, V. (2022), "Hedonic 

consumption experience in videogaming: A multidimensional perspective", Journal of 
Retailing and Consumer Services, Vol. 65, pp. 102892. 

 
Horváth, C. and Adıgüzel, F. (2018), "Shopping enjoyment to the extreme: Hedonic shopping 

motivations and compulsive buying in developed and emerging markets", Journal of 
Business research, Vol. 86, pp. 300-10. 

 
Huang, R., Kim, M. and Lennon, S. (2022), "Trust as a second-order construct: Investigating 

the relationship between consumers and virtual agents", Telematics and Informatics, 
Vol. 70, pp. 101811. 

 



33 
 

Hussain, A., Abbasi, A.Z., Hollebeek, L.D., Schultz, C.D., Ting, D.H. and Wilson, B. (2022), 
"Videogames-as-a-service: converting freemium-to paying-users through pop-up 
advertisement value", Journal of Services Marketing, Vol. 36 No. 3, pp. 398-415. 

 
Hussain, A., Abid, M.F., Shamim, A., Ting, D.H. and Toha, M.A. (2023a), "Videogames-as-

a-service: How does in-game value co-creation enhance premium gaming co-creation 
experience for players?", Journal of Retailing and Consumer Services, Vol. 70, pp. 
103128. 

 
Hussain, A., Hooi Ting, D., Zaib Abbasi, A. and Rehman, U. (2023b), "Integrating the SOR 

model to examine purchase intention based on Instagram sponsored advertising", 
Journal of Promotion Management, Vol. 29 No. 1, pp. 77-105. 

 
Janowski, I., Gardiner, S. and Kwek, A. (2021), "Dimensions of adventure tourism", Tourism 

Management Perspectives, Vol. 37, pp. 100776. 
 
Janssen, H.J., Eichelsheim, V.I., Deković, M. and Bruinsma, G.J.N. (2016), "How is parenting 

related to adolescent delinquency? A between-and within-person analysis of the 
mediating role of self-control, delinquent attitudes, peer delinquency, and time spent in 
criminogenic settings", European Journal of Criminology, Vol. 13 No. 2, pp. 169-94. 

 
Jee, T.W. (2021), "The perception of discount sales promotions–A utilitarian and hedonic 

perspective", Journal of Retailing and Consumer Services, Vol. 63, pp. 102745. 
 
Jiang, C., Rashid, R.M. and Wang, J. (2019), "Investigating the role of social presence 

dimensions and information support on consumers’ trust and shopping intentions", 
Journal of Retailing and Consumer Services, Vol. 51, pp. 263-70. 

 
Jin, F. and Zhang, X. (2023), "Artificial intelligence or human: when and why consumers prefer 

AI recommendations", Information Technology & People, Vol. Vol. ahead-of-print. 
 
Jin, W., Sun, Y., Wang, N. and Zhang, X. (2017), "Why users purchase virtual products in 

MMORPG? An integrative perspective of social presence and user engagement", 
Internet research. 

 
Kaur, P., Dhir, A., Chen, S., Malibari, A. and Almotairi, M. (2020), "Why do people purchase 

virtual goods? A uses and gratification (U&G) theory perspective", Telematics and 
Informatics, Vol. 53, pp. 101376. 

 
Kim, D.J., Ferrin, D.L. and Rao, H.R. (2008), "A trust-based consumer decision-making model 

in electronic commerce: The role of trust, perceived risk, and their antecedents", 
Decision Support Systems, Vol. 44 No. 2, pp. 544-64. 

 
Kim, J. and Kim, M. (2020), "Spectator e-sport and well-being through live streaming 

services", Technology in Society, Vol. 63, pp. 101401. 
 
Kim, M.J. and Hall, C.M. (2019), "A hedonic motivation model in virtual reality tourism: 

Comparing visitors and non-visitors", International Journal of Information 
Management, Vol. 46, pp. 236-49. 

 



34 
 

Kim, S.J., Yoo, J. and Ko, E. (2023), "The effects of brand collaboration with the online game 
on customer equity and purchase intention: moderating effect of fashion brand type", 
Asia Pacific Journal of Marketing and Logistics, Vol. 35 No. 9, pp. 2282-99. 

 
Kindermann, B., Wentzel, D., Antons, D. and Salge, T.-O. (2024), "Conceptual contributions 

in marketing scholarship: Patterns, mechanisms, and rebalancing options", Journal of 
marketing, Vol. 88 No. 3, pp. 29-49. 

 
Koban, K., Breuer, J., Rieger, D., Mohseni, M.R., Noack, S., Bente, G. and Ohler, P. (2019), 

"Playing for the thrill and skill. Quiz games as means for mood and competence repair", 
Media psychology, Vol. 22 No. 5, pp. 743-68. 

 
Kock, N. and Lynn, G. (2012), "Lateral collinearity and misleading results in variance-based 

SEM: An illustration and recommendations", Journal of the Association for 
Information Systems, Vol. 13 No. 7. 

 
Krasonikolakis, I. and Chen, C.-H.S. (2023), "Unlocking the shopping myth: Can smartphone 

dependency relieve shopping anxiety?–A mixed-methods approach in UK 
Omnichannel retail", Information & Management, Vol. 60 No. 5, pp. 103818. 

 
Kumar, S. and Yadav, R. (2021), "The impact of shopping motivation on sustainable 

consumption: A study in the context of green apparel", Journal of Cleaner Production, 
Vol. 295, pp. 126239. 

 
Lai, G. and Fung, K.Y. (2020), "From online strangers to offline friends: a qualitative study of 

video game players in Hong Kong", Media, Culture & Society, Vol. 42 No. 4, pp. 483-
501. 

 
Lăzăroiu, G., Neguriţă, O., Grecu, I., Grecu, G. and Mitran, P.C. (2020), "Consumers’ decision-

making process on social commerce platforms: Online trust, perceived risk, and 
purchase intentions", Frontiers in psychology, Vol. 11, pp. 890. 

 
Lee, Z.W.Y., Cheung, C.M.K. and Chan, T.K.H. (2021), "Understanding massively 

multiplayer online role‐playing game addiction: A hedonic management perspective", 
Information Systems Journal, Vol. 31 No. 1, pp. 33-61. 

 
Lehtonen, M.J., Vesa, M. and Harviainen, J.T. (2022), "Games-as-a-Disservice: Emergent 

value co-destruction in platform business models", Journal of Business Research, Vol. 
141, pp. 564-74. 

 
Leung, L. (2020), "Exploring the relationship between smartphone activities, flow experience, 

and boredom in free time", Computers in Human Behavior, Vol. 103, pp. 130-39. 
 
Liang, T.-P., Wu, S.P.-J. and Huang, C.-c. (2019), "Why funders invest in crowdfunding 

projects: Role of trust from the dual-process perspective", Information & Management, 
Vol. 56 No. 1, pp. 70-84. 

 
Limbach, M., Schmidt, S., Wiedmann, K.-P., Langner, S. and Schiessl, M. (2019), 

"Communicating sponsor brands playfully in video games: evaluating the impact of in-



35 
 

game advertising on dual brand knowledge", Journal of Global Sport Management, 
Vol. 4 No. 3, pp. 211-35. 

 
Liu, J. (2013), "Video games embrace China's freemium model to beat piracy", available at: 

https://www.bbc.com/news/technology-20899165. 
 
Lowry, P.B., Gaskin, J., Twyman, N., Hammer, B. and Roberts, T. (2012), "Taking ‘fun and 

games’ seriously: Proposing the hedonic-motivation system adoption model 
(HMSAM)", Journal of the association for information systems, Vol. 14 No. 11, pp. 
617-71. 

 
Marder, B., Gattig, D., Collins, E., Pitt, L., Kietzmann, J. and Erz, A. (2019), "The Avatar's 

new clothes: Understanding why players purchase non-functional items in free-to-play 
games", Computers in Human Behavior, Vol. 91, pp. 72-83. 

 
Martín-Consuegra, D., Díaz, E., Gómez, M. and Molina, A. (2019), "Examining consumer 

luxury brand-related behavior intentions in a social media context: The moderating role 
of hedonic and utilitarian motivations", Physiology & behavior, Vol. 200, pp. 104-10. 

 
McClelland, D.C. (1961), "The achieving society, Princeton, NJ: Van Norstrand Co". 
 
McGuire, W.J. (1974), "Psychological motives and communication gratification", The uses of 

mass communications: Current perspectives on gratifications research, Vol. 3, pp. 167-
96. 

 
Meng, Z., Hao, L. and Tan, Y. (2021), "Freemium pricing in digital games with virtual 

currency", Information systems research, Vol. 32 No. 2, pp. 481-96. 
 
Mkedder, N. and Özata, F.Z. (2023), "I will buy virtual goods if I like them: a hybrid PLS-

SEM-artificial neural network (ANN) analytical approach", Journal of Marketing 
Analytics, pp. 1-29. 

 
Moseby, A. (2024), "Feeding the whales: how video game business models have changed, and 

what this means for M&A", available at: https://www.inhouselawyer.co.uk/legal-
briefing/feeding-the-whales-how-video-game-business-models-have-changed-and-
what-this-means-for-ma/. 

 
Nghia, H.T., Olsen, S.O. and Trang, N.T.M. (2020), "Shopping value, trust, and online 

shopping well-being: a duality approach", Marketing intelligence & planning, Vol. 38 
No. 5, pp. 545-58. 

 
Noy, C. (2008), "Sampling knowledge: The hermeneutics of snowball sampling in qualitative 

research", International Journal of Social Research Methodology, Vol. 11 No. 4, pp. 
327-44. 

 
Patel, V. and Sharma, M. (2009), "Consumers’ motivations to shop in shopping malls: A study 

of Indian shoppers", ACR Asia-Pacific Advances. 
 

https://www.bbc.com/news/technology-20899165
https://www.inhouselawyer.co.uk/legal-briefing/feeding-the-whales-how-video-game-business-models-have-changed-and-what-this-means-for-ma/
https://www.inhouselawyer.co.uk/legal-briefing/feeding-the-whales-how-video-game-business-models-have-changed-and-what-this-means-for-ma/
https://www.inhouselawyer.co.uk/legal-briefing/feeding-the-whales-how-video-game-business-models-have-changed-and-what-this-means-for-ma/


36 
 

Petrovskaya, E. and Zendle, D. (2021), "Predatory monetisation? A categorisation of unfair, 
misleading and aggressive monetisation techniques in digital games from the player 
perspective", Journal of business ethics, Vol. 181 No. 4, pp. 1065–81. 

 
Picot-Coupey, K., Krey, N., Huré, E. and Ackermann, C.-L. (2021), "Still work and/or fun? 

Corroboration of the hedonic and utilitarian shopping value scale", Journal of Business 
research, Vol. 126, pp. 578-90. 

 
Possler, D., Daneels, R. and Bowman, N.D. (2024), "Players just want to have fun? An 

exploratory survey on hedonic and eudaimonic game motives", Games and Culture, 
Vol. 19 No. 5, pp. 611-33. 

 
Ratchford, B., Soysal, G. and Zentner, A. (2023), "Multichannel customer purchase behavior 

and long tail effects in the fashion goods market", Journal of retailing, Vol. 99 No. 1, 
pp. 46-65. 

 
Ravoniarison, A. and Benito, C. (2019), "Mobile games: players’ experiences with in-app 

purchases", Journal of Research in Interactive Marketing, Vol. 13 No. 1, pp. 62-78. 
 
Reynolds-McIlnay, R. and Morrin, M. (2019), "Increasing shopper trust in retailer 

technological interfaces via auditory confirmation", Journal of retailing, Vol. 95 No. 4, 
pp. 128-42. 

 
Riegger, A.-S., Klein, J.F., Merfeld, K. and Henkel, S. (2021), "Technology-enabled 

personalization in retail stores: Understanding drivers and barriers", Journal of 
Business research, Vol. 123, pp. 140-55. 

 
Roemer, E., Schuberth, F. and Henseler, J. (2021), "HTMT2–an improved criterion for 

assessing discriminant validity in structural equation modeling", Industrial 
management & data systems, Vol. 121 No. 12, pp. 2637-50. 

 
Rosendo-Rios, V. and Shukla, P. (2023), "When luxury democratizes: Exploring the effects of 

luxury democratization, hedonic value and instrumental self-presentation on traditional 
luxury consumers’ behavioral intentions", Journal of Business research, Vol. 155, pp. 
113448. 

 
Rungtusanatham, M., Miller, J.W. and Boyer, K.K. (2014), "Theorizing, testing, and 

concluding for mediation in SCM research: Tutorial and procedural recommendations", 
Journal of Operations Management, Vol. 32 No. 3, pp. 99-113. 

 
Sameeni, M.S., Ahmad, W. and Filieri, R. (2022), "Brand betrayal, post-purchase regret, and 

consumer responses to hedonic versus utilitarian products: The moderating role of 
betrayal discovery mode", Journal of Business research, Vol. 141, pp. 137-50. 

 
Sarstedt, M., Hair, J.F., Ringle, C.M., Thiele, K.O. and Gudergan, S.P. (2016), "Estimation 

issues with PLS and CBSEM: Where the bias lies!", Journal of Business research, Vol. 
69 No. 10, pp. 3998-4010. 

 



37 
 

Sarstedt, M., Hair Jr, J.F., Cheah, J.-H., Becker, J.-M. and Ringle, C.M. (2019), "How to 
specify, estimate, and validate higher-order constructs in PLS-SEM", Australasian 
Marketing Journal (AMJ), Vol. 27 No. 3, pp. 197-211. 

 
Sharma, T.G., Hamari, J., Kesharwani, A. and Tak, P. (2022), "Understanding continuance 

intention to play online games: roles of self-expressiveness, self-congruity, self-
efficacy, and perceived risk", Behaviour & Information Technology, Vol. 41 No. 2, pp. 
348-64. 

 
Sharma, T.G., Tak, P. and Kesharwani, A. (2020), "Understanding continuance intention to 

play online games: the roles of hedonic value, utilitarian value and perceived risk", 
Journal of Internet Commerce, Vol. 19 No. 3, pp. 346-72. 

 
Shi, S., Leung, W.K.S. and Munelli, F. (2022), "Gamification in OTA platforms: A mixed-

methods research involving online shopping carnival", Tourism Management, Vol. 88, 
pp. 104426. 

 
Statista. (2024), "Consumer spending on in-game purchases worldwide from 2020 to 2025", 

available at: https://www.statista.com/statistics/558952/in-game-consumer-spending-
worldwide/. 

 
Syahrivar, J., Chairy, C., Juwono, I.D. and Gyulavári, T. (2021), "Pay to play in freemium 

mobile games: a compensatory mechanism", International Journal of Retail & 
Distribution Management, Vol. 50 No. 1, pp. 117-13. 

 
Tan, K.-L., Hii, I.S.H., Zhu, W., Leong, C.-M. and Lin, E. (2022), "The borders are re-opening! 

Has virtual reality been a friend or a foe to the tourism industry so far?", Asia Pacific 
Journal of Marketing and Logistics,  No. ahead-of-print. 

 
Tarka, P., Kukar-Kinney, M. and Harnish, R.J. (2022), "Consumers’ personality and 

compulsive buying behavior: The role of hedonistic shopping experiences and gender 
in mediating-moderating relationships", Journal of Retailing and Consumer Services, 
Vol. 64, pp. 102802. 

 
Teng, C.-I. (2018), "Look to the future: Enhancing online gamer loyalty from the perspective 

of the theory of consumption values", Decision Support Systems, Vol. 114, pp. 49-60. 
 
Teng, C.-I. (2021), "How can avatar’s item customizability impact gamer loyalty?", Telematics 

and Informatics, Vol. 62, pp. 101626. 
 
Tsai, J.C.-A. and Hung, S.-Y. (2019), "Examination of community identification and 

interpersonal trust on continuous use intention: evidence from experienced online 
community members", Information & Management, Vol. 56 No. 4, pp. 552-69. 

 
Viswanathan, V., Hollebeek, L.D., Malthouse, E.C., Maslowska, E., Jung Kim, S. and Xie, W. 

(2017), "The dynamics of consumer engagement with mobile technologies", Service 
Science, Vol. 9 No. 1, pp. 36-49. 

 

https://www.statista.com/statistics/558952/in-game-consumer-spending-worldwide/
https://www.statista.com/statistics/558952/in-game-consumer-spending-worldwide/


38 
 

Wang, J. and Jia, X. (2023), "Click it, and increase hedonic consumption ratio: How does online 
shopping improve the long‐term subjective well‐being of consumers?", Journal of 
Consumer Behaviour, Vol. 22 No. 2, pp. 235-52. 

 
Wang, L., Fan, L. and Bae, S. (2019), "How to persuade an online gamer to give up cheating? 

Uniting elaboration likelihood model and signaling theory", Computers in Human 
Behavior, Vol. 96, pp. 149-62. 

 
Wang, L., Gao, Y., Yan, J. and Qin, J. (2021), "From freemium to premium: the roles of 

consumption values and game affordance", Information Technology & People, Vol. 34 
No. 1, pp. 297-317. 

 
Wang, L., Lowry, P.B., Luo, X. and Li, H. (2023), "Moving consumers from free to fee in 

platform-based markets: an empirical study of multiplayer online battle arena games", 
Information systems research, Vol. 34 No. 1, pp. 275-96. 

 
Wang, W. and Hang, H. (2021), "Exploring the eudaimonic game experience through 

purchasing functional and nonfunctional items in MMORPGs", Psychology & 
marketing, Vol. 38 No. 10, pp. 1847-62. 

 
Wang, X., Ali, F., Tauni, M.Z., Zhang, Q. and Ahsan, T. (2022), "Effects of hedonic shopping 

motivations and gender differences on compulsive online buyers", Journal of 
Marketing theory and Practice, Vol. 30 No. 1, pp. 120-35. 

 
Wiegand, N., Peers, Y. and Bleier, A. (2022), "Software multihoming to distal markets: 

Evidence of cannibalization and complementarity in the video game console industry", 
Journal of the Academy of marketing Science, pp. 1-25. 

 
Wong, K.K.-K. (2013), "Partial least squares structural equation modeling (PLS-SEM) 

techniques using SmartPLS", Marketing Bulletin, Vol. 24 No. 1, pp. 1-32. 
 
Wongkitrungrueng, A. and Assarut, N. (2020), "The role of live streaming in building 

consumer trust and engagement with social commerce sellers", Journal of Business 
research, Vol. 117, pp. 543-56. 

 
Wu, J. and Holsapple, C. (2014), "Imaginal and emotional experiences in pleasure-oriented IT 

usage: A hedonic consumption perspective", Information & Management, Vol. 51 No. 
1, pp. 80-92. 

 
Wu, L.-W. and Tang, Y.-C. (2022), "Mobile payment in omnichannel retailing: dynamics 

between trust and loyalty transfer processes", Internet research, Vol. 32 No. 6, pp. 
1783-805. 

 
Xiao, L., Zhang, Y. and Fu, B. (2019), "Exploring the moderators and causal process of trust 

transfer in online-to-offline commerce", Journal of Business research, Vol. 98, pp. 214-
26. 

 
Zhang, H., Yang, Y. and Zhao, J. (2023), "Does game-irrelevant chatting stimulate high-value 

gifting in live streaming? A session-level perspective", Computers in Human Behavior, 
Vol. 138, pp. 107467. 



39 
 

 
Zhao, Y.C., Wu, D., Song, S. and Yao, X. (2024), "Exploring players’ in-game purchase 

intention in freemium open-world games: The role of cognitive absorption and 
motivational affordances", International Journal of Human–Computer Interaction, 
Vol. 40 No. 3, pp. 744-60. 

  



40 
 

Figure 1 Open codes to selective theme results. (Source(s): Authors own work) 
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Figure 2. Conceptual framework (Source(s): Authors own work) 

 

 

 

Figure 3. Results of hypothesis testing (Source(s): Authors own work) 
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Table 1. Measurement model assessment  (Source(s): Authors own work)  

Constructs Items Loadings CA RA CR  AVE 

Adventure ADS1 0.841 0.817 0.828 0.891 0.732 

 ADS2 0.818     

 ADS3 0.906     

Gratification GRS1 0.804 0.821 0.835 0.893 0.736 

 GRS2 0.883     

 GRS3 0.885     

Role  ROS1 0.904 0.896 0.896 0.935 0.829 

 ROS2 0.903     

 ROS3 0.924     

Value VAS1 0.903 0.780 0.911 0.864 0.680 

 VAS2 0.773     

 VAS3 0.791     

Social SOS1 0.827 0.740 0.784 0.842 0.641 

 SOS2 0.852     

 SOS3 0.718     

Idea IDS1 0.928 0.873 0.954 0.919 0.792 

 IDS2 0.949     

 IDS3 0.784     

Hedonic 

Sopping Value 

HSV1 0.756 0.902 0.917 0.923 0.668 

 HSV2 0.796     

 HSV3 0.790     

 HSV4 0.874     

 HSV5 0.860     

 HSV6 0.821     

Trust in 

Content 

 

TIC1 0.875 0.806 0.826 0.884 0.719 

 TIC2 0.815     

 TIC3 0.852     
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Trust in 

Retailer  

TIR1 0.802 0.886 0.898 0.921 0.746 

 TIR2 0.869     

 TIR3 0.903     

 TIR4 0.876     

Intention to pay 

 

INP1 0.875 0.858 0.858 0.913 0.779 

 INP2 0.880     

 INP3 0.892     
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Table 2. Discriminant Validity (Source(s): Authors own work) 

 
ROS GRS IDS INP ADS HSV SOS TIC TIR VAS 

Role Seeking           

Gratification 

Seeking 
0.598          

Idea Seeking 0.369 0.086         

Intention to Pay 0.071 0.138 0.056        

Adventure Seeking 0.365 0.422 0.312 0.187       

Hedonic Shopping 

Value 
0.505 0.601 0.423 0.170 0.675      

Social Seeking 0.569 0.613 0.315 0.054 0.447 0.570     

Trust in Content 0.372 0.140 0.178 0.353 0.319 0.318 0.348    

Trust in Retailer  0.382 0.475 0.391 0.278 0.517 0.680 0.503 0.282   

Value Seeking 0.065 0.051 0.106 0.091 0.047 0.072 0.027 0.056 0.029  

 

 

 

Table 3: Evaluation for Second-Order formative construct i.e., Gamers’ Trust 

(Source(s): Authors own work) 

 

Constructs Items Scale type Weights Sig VIF 

Gamers’ Trust  
 

Formative 
   

 
Trust in virtual content 

 
0.324 <0.000 1.064 

 
   Trust in virtual retailer  

 
0.870 <0.000 1.052 
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Table 4: Structural Model Assessment (Source(s): Authors own work) 

Path Β-value Std error T-value P-values Decision 

H1: Adventure seeking -> Hedonic 

shopping value 

0.122 0.048 2.560 0.011 Supported 

H2: Gratification seeking -> Hedonic 

shopping value 

0.304 0.045 6.701 0.000 Supported 

H3: Role seeking -> Hedonic shopping 

value 

0.383 0.049 7.808 0.000 Supported 

H4: Value seeking -> Hedonic 

shopping value 

0.041 0.042 0.972 0.331 Not-Supported 

H5: Social seeking -> Hedonic 

shopping value 

0.047 0.044 1.069 0.286 Not-Supported 

H6: Idea seeking-> Hedonic shopping 

value 

0.241 0.039 6.26 0.000 Supported 

H7: Hedonic shopping value -> 

Intention to pay 

0.091 0.073 1.238 0.216 Not-Supported 

 

Table 5. Indirect effects of gamers’ trust (Source(s): Authors own work) 

Indirect effect Β -value Std error T-value P-values Decision 

H8: Hedonic shopping value -> 

trust -> Intention to pay 
0.238 0.043 5.289 0.000 Supported 
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Appendix (Source(s): Authors own work) 

        Measurement scales 

Adventure shopping 

1. To me, in-game shopping is an adventure. 
2. I find in-game shopping stimulating. 
3. In-game Shopping makes me feel like I am in my own universe. 

Gratification shopping 

1. When I’m in a down mood, I do in-game shopping to make me feel better. 
2. To me, in-game shopping is a way to relieve stress. 
3. I do in-game shopping when I want to treat myself to something special. 

Role shopping  

1. I like in-game shopping for others because when they feel good, I feel good.  
2. I enjoy in-game shopping for my friends.  
3. I enjoy in-game shopping around to find the perfect gift for other players. 

Value shopping 

1. For the most part, I do in-game shopping when there are sales.  
2. I enjoy looking for discounts when I shop in-game. 
3. I enjoy hunting for bargains when I shop in-game. 

Social shopping  

1. I do in-game shopping with my friends to socialize.  
2. I enjoy socializing with other players when I shop in-game.  
3. In-game Shopping is a bonding experience. 

Idea shopping  

1. I do in-game shopping to keep up with the trends.  
2. I do in-game shopping to keep up with the new fashions.  
3. I do in-game shopping to see what new products are available. 

Hedonic shopping value  

1. Shopping at this game store is delightful. 
2. Shopping at this game store is exciting. 
3. Shopping at this game store is enjoyable. 
4. Shopping at this game store is playful. 
5. Shopping at this game store is amusing. 
6. Shopping at this game store is sensuous. 

Trust 

            Trust in virtual retailer  

1. I believe in the information that the in-game virtual retailer provides. 
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2. I can trust the in-game virtual retailer. 
3. I believe that in-game virtual retailers are trustworthy. 
4. I do not think that in-game virtual retailer would take advantage of me. 

Trust in virtual content  
1. I think the virtual content I order from the virtual retailer will be as I imagined. 
2. I believe that I will be able to use virtual content like those demonstrated in a game 

retail store. 
3. I trust that the virtual content I receive will be the same as those shown in a game 

retail store. 

Intention to pay 

1. The likelihood of my purchasing virtual content from this game in the future is high. 
2. My willingness to buy virtual content from this game in the future is high. 
3. Overall, I intend to buy virtual content from this game in the future. 

 

 
 


