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This study develops and tests the conceptual model by delineating eSports gamers’ satisfaction as a pertinent
driver of subjective well-being through the mediating role of gamers’ cognitive, affective, and behavioral
engagement using broaden-and-build theory. We collected data from 290 respondents in Malaysia and analyzed
them through symmetric-based PLS-SEM and asymmetric-based fsQCA approaches. PLS-SEM-findings display
that gamers’ satisfaction and ensuing engagement have a positive significant relationship with gamers’ subjec-
tive well-being. PLS-SEM-findings exhibit that cognitive, affective, and behavioral engagement of eSports gamers
has significant mediating relationship between eSports gamer’s satisfaction and their well-being. The fsQCA-
findings ascertain six necessary conditions and four sufficient-combinations of factors to develop well-being.
This research can aid marketers in understanding the eSports gamer’s satisfaction in developing their cogni-
tive, affective, and behavioral engagement and well-being. We enhance our research by combining both sym-
metric and asymmetric methodologies, resulting in significant consequences for both scholars and professionals.

1. Introduction

Electronic sports (eSports) have recently gained substantial interest
from players (George & Ranjith, 2024), and it refers to video games
assisted by computers, high-tech devices, or mobile-mediated interac-
tion (Kong et al., 2024; Macey et al., 2022). It is a more popular and
widely recognized sport with a large fan base (Kim et al., 2022). eSports
can be characterized as a competitive video-gaming (Jo & Shin, 2024).
Although video gaming and eSports share apparent similarities, they
differ from each other. A video game refers to any game played through
any means on any platform, whereas eSports is a gaming conducted on a
competitive basis (Today, 2025). Whereas, eSports games can be played
in the form of instant, cutthroat, tournament-led sports on platforms
extending from personal computers to gaming consoles, such as Nin-
tendo Switch and Microsoft Xbox (Hollebeek et al., 2022). eSports video
games have been the most prevalent form of entertainment-oriented
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media for individuals of each gender and age. They are expected to
generate a global revenue of $157.83bn and attract 271.88 million
people worldwide by 2028, highlighting the rapid growth/development
of the eSports industry (Chan et al., 2022; Statista, 2023). Despite the
considerable advancement of the eSports gaming industry, relatively
little is known about eSports gamers’ satisfaction and their engagement
with the eSports games (Shi et al., 2024; Teng et al., 2022), outlining a
crucial research gap. Therefore, marketers/game developers need to
recognize the eSports game-related factors that enhance players’ re-
lationships with the game provider and significantly contribute to their
well-being, facilitating them to effectively meet their game-related
needs or expectations (Formosa et al., 2022; Kim, 2021).

The COVID-19 pandemic has also produced serious global social,
educational, and economic effects, and negatively affected the sports
industry by distracting traditional sports (Goldman & Hedlund, 2020;
Kim, 2021), Considering these facts, a rapid increase has been observed
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in the number of people shifting towards digital sports such as eSports,
as an imminent prospect to fill the gap of traditional-live sports (Hamari
& Sjoblom, 2017; Jiao et al., 2024; Sjoblom et al., 2020). eSports online
gaming simulations have been streamed by a few firms as an alternative
to live sports, especially FIFA to understand how eSports videogame
playing affects the gamer’s well-being, an essential outcome owing to
the global COVID-19 outbreak (Barr & Copeland-Stewart, 2022; Boldi
etal., 2022; Newman et al., 2022). Since individual mobility was limited
by governmental regulations, video game consumption was consider-
ably enhanced during that period (Shanley, 2020).

Based on the existing significant research gap related to eSports
players’ well-being, the present study intends to identify how eSports
games impact players’ well-being (Akoglu & Ozbek, 2021; Li et al.,
2023). Existing studies in a similar domain highlighted the potential
relationships between violent video game content and aggression,
including how eSports game consumption generates problematic
gaming behavior in gamers (Limone et al., 2023). Numerous studies in
gaming literature have also supported the arguments related to the
benefits of eSports game playing for the players’ interns. For example,
various scholars stated that eSports can assist players in managing and
dealing with psychological stressors (Hein et al., 2024; Pizzo et al.,
2022), develop positive emotions, and enrich mood (Villani et al.,
2018), increase life satisfaction (Mettler et al., 2020), promote positive
relationships (Hollebeek et al., 2022), and generate word-of-mouth
recommendations (Abbasi et al., 2021). Moreover, Raggiotto and
Scarpi (2023) investigated the subjective well-being of eSports players
through the psychological mechanism of sensation seeking and self-
enhancement. Similarly, Abbasi, Khan, et al. (2023) examined the
impact of videogame addiction through peripheral and core dimensions
on players’ subjective well-being within the eSports context. Likewise,
Mechelin and Liu-Lastres (2025) explored the relationship between
eSports spectators’ positive experience, intrinsic motivation, and sub-
jective well-being.

Another research analyzed the role of customer engagement in
strengthening the positive effects of consumers’ travel experience on
their subjective well-being (So et al., 2024). Despite the increasing
importance and worldwide recognition of eSports, the extant literature
in this domain mainly emphasized problematic gaming and hedonic
motivations such as enjoyment, as well as the negative and positive ef-
fects of videogame play on players’ emotions, perceptions, behaviors,
and attitudes outside the virtual world (Abbasi, Khan, et al., 2023;
Macey & Hamari, 2018; Yadav et al., 2022). Although the existing
studies offer valuable insights into this domain, they have largely
neglected to investigate the psychological outcomes of eSports game
playing, particularly subjective well-being. To respond to this inquiry,
the present research intends to investigate the role of eSports gamers’
satisfaction and engagement in shaping their psychological outcomes,
such as subjective well-being. By examining the relationship among
different study constructs, the current study provides a unique contri-
bution by theoretically integrating broaden-and-build theory, while also
offering valuable practical insights for eSports developers and marketers
to design games that enrich players’ experience and promote their well-
being beyond mere enjoyment and entertainment.

Though eSports-based research has predominantly centered on
media works, businesses, and sociology perspectives so far, scholastic
research on the eSports context has started to emerge recently (Chan
etal., 2022; Wang et al., 2022; Xiong & Li, 2024). eSports users are likely
to be challenged to reach through conventional media, and few orga-
nizations employ eSports games to develop their customers’ brand
recognition, awareness, or usage intent/loyalty (Abbasi et al., 2021; Kim
& Hall, 2021; Teng et al., 2022). Accordingly, eSports-based games have
been growing in recognition, exposing the increasing strategic impera-
tive and affirming additional research into this domain, hence explored
here. Particularly, although customer engagement (hereafter, CE) has
been revealed as a crucial predictor of consumption behaviors, like
increased customer-perceived  value, trust, word-of-mouth
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recommendations, and (re)purchase intention within different sectors
and contexts (Pansari & Kumar, 2017; Rather et al., 2022), limited
empirically-based insights exist about engagement’s impact in the
context of eSports. Given that, we develop the following research
question: To what extent does gamers’ satisfaction with eSports video
games influence their cognitive, affective, and behavioral engagement,
and how do these engagement dimensions impact their subjective well-
being?

In the present research, we thus propose and test a conceptual model
to investigate the impact of customers’ (gamers) eSports game satis-
faction on cognitive, affective, and behavioral engagement, and its
consequential influence on their subjective well-being, thereby
answering our delineated research gap (Formosa et al., 2022; Hollebeek
et al., 2022). To explore the impact of gamers’ satisfaction on their
cognitive, affective, and behavioral engagement, as well as its subse-
quent influence on their well-being, we emphasize the strategic signif-
icance of these relationships within the eSports gaming context, a
domain that remains underexplored (e.g. Teng et al., 2022; Tiirkay et al.,
2023). Furthermore, there is a methodological gap in using both
symmetric-based PLS-SEM and asymmetric-based fsQCA approaches,
which are employed in this study to provide a comprehensive analysis of
these relationships, enhancing the robustness of the findings.

Furthermore, rather than focusing solely on the individual roles of
cognitive, affective, and behavioral engagement, we propose that
gamers’ satisfaction with eSports video games leads to their subjective
well-being, with cognitive, affective, and behavioral engagement
serving as mediators. While existing research offers preliminary insights
into these relationships (e.g. Tiirkay et al., 2023), our study extends
these findings by demonstrating how gamers’ satisfaction and engage-
ment contribute to their overall well-being. In doing so, we significantly
advanced the growing body of literature on eSports gaming.

The current research yields various key contributions. First, there
exists a dearth of prior studies on customers’ eSports-based engagement
and its resulting subjective well-being. We propose/test a conceptual
framework and related set of hypotheses that facilitate clarifying the
dynamics of gamers’ satisfaction and engagement effect on well-being
(Formosa et al., 2022; Hollebeek et al., 2022; Liu et al., 2022). There-
fore, although past researchers have evaluated customer-based pre-
dictors for employing eSports games, like social (i.e., peer-to-peer),
hedonic (i.e., escapism), and functional (i.e., informational)-motives
and perceived value or emotions (Abbasi et al., 2022; Chan et al.,
2022; Hollebeek et al., 2022; Kim, 2021), very little insight exists about
the effect of satisfaction along with cognitive-, affective-, and behav-
ioral- engagement roles in impacting eSports gamers’ subjective well-
being, as thus examined here. Further, whereas most of the previous
eSports/gaming research spotlights Western contexts, understanding of
non-Western customers’ eSports-linked satisfaction, engagement, and
well-being, which are anticipated to fluctuate among Western customers
(Kim & Hall, 2021; Liu et al., 2022; Maduku et al., 2024; Pansari &
Kumar, 2017), remains specifically fragile, as addressed also in this
study through the examination of Pakistani customers’ eSports-related
dynamics, satisfaction, or behaviors. Relatedly, eSports development is
continually increasing in Asian countries, including Pakistan (Hollebeek
et al., 2022).

Second, apart from symmetric-based PLS-SEM to attain productive
understanding, we adopted asymmetric-based fuzzy-set-qualitative-
comparative-analysis (fsQCA) and necessary- condition-analysis (NCA)
to identify necessary and sufficient conditions (combinations) of our
study constructs such as satisfaction and CE-dimensions on a desired
outcome, i.e., subjective well-being (Pappas & Woodside, 2021; Ragin,
2008). With the application of fsQCA, we have identified sufficient and
necessary conditions to envisage gamers’ well-being.

Third, we generate key theoretical- and practical implications
following our findings. Theoretically, this research predominantly ex-
tends eSports/gaming-led literature by investigating the impact of cus-
tomers’ eSports video-game satisfaction and engagement in developing
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subjective well-being. We also contribute to customer engagement
literature via its comparatively new relevance towards eSports (online)
gaming environment, thereby improving extant customer engagement-
led knowledge (Jo & Shin, 2024).

Practically, the study findings corroborate gamers’ satisfaction effect
on engagement and subsequent well-being, necessitating engagement’s
tactical importance for eSports marketers. For instance, study findings
might facilitate eSports gaming developers and marketers to (re)design
their video games for advanced engagement, considering their
acknowledged strategic value and anticipated useful results in the pre-
sent research. Furthermore, our fsQCA results can also assist practi-
tioners and videogame developers with new insights to identify various
necessary and sufficient conditions of satisfaction and CE dimensions for
predicting the anticipated outcome i.e. eSports gamers’ subjective well-
being.

2. Theoretical background
2.1. Underpinning theory — the broaden-and-build theory

The broaden-and-build-informed theory, proposed by Fredrickson
(1998) and further elaborated in subsequent works (Fredrickson, 2001;
Fredrickson, 2004), posits that positive emotions facilitate the expan-
sion of momentary thought-action repertoires and the accumulation of
enduring personal resources. In line with this theory, positive emotions
are viewed as catalysts for the development of resources (e.g., cognitive,
affective, behavioral, physical, intellectual, and social resources; John-
son et al., 2021), which in turn help in predicting behavioral outcomes
(e.g., psychological wellbeing, loyalty, and life satisfaction; Kim, 2021;
Xiang & Yuan, 2021).

The broaden-and-build theory has been used in several contexts such
as the workplace (Johnson et al., 2021), tourism (Mashkoor &
Muhammad, 2024), ICT users (Sriwidharmanely et al., 2022), organi-
zational and individual behavioral outcomes (Yang et al., 2023), small
enterprises (Paramita et al., 2022), and consumer psychological well-
being in videogames (Kim, 2021). However, its applicability in
eSports settings remains unknown, which is the focus of this research.

In the context of eSports, broaden-and-build-informed theory rec-
ommends that positive emotions (like, satisfaction with eSports-related
gaming experience) in eSports not only expand momentary thought-
action repertoires (e.g., in terms of cognitive, affective, and behavioral
engagement states) but also contribute to the enhancement of subjective
well-being. It is worth noting that eSports gamers’ satisfaction with their
gaming experience acts as a key source of positive emotions, aligning
with the principles of the broaden-and-build theory. Satisfied eSports
customers are expected to experience positive affect, which, as per
theory, can lead to eSports videogame engagement states encompassing
affective, cognitive, and behavioral, which ultimately contribute to
subjective well-being.

3. Conceptual framework and development of hypotheses
3.1. Gamer’s satisfaction and eSports engagement

Videogame engagement implies the process of gamers reaching out
to the game, illustrated in their emotional, behavioral, cognitive, social,
and sensorial behavior (Laffan et al., 2016). In a broader perspective of
marketing and information technology, customer engagement refers to a
psychological process or state of mind that elevates customer loyalty
(Brodie et al., 2011; Muruganantham & Kumar, 2025). Van Doorn et al.
(2010) proposed a comprehensive framework that proposed the ante-
cedents, elements, and consequences of user engagement. However, the
present study indicates that customer satisfaction is a pivotal antecedent
of customer engagement (Gupta & Mukherjee, 2025). In the eSports
online gaming context, gamers’ satisfaction is regarded as a funda-
mental element within game usage behavior (Banyai et al., 2019;
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Ribeiro et al., 2023). Game satisfaction can facilitate gamers’ time and
place when interacting and collaborating with other players in a virtual
gaming environment (Shi et al., 2024). This notion can be explained by
the ability of eSports online games to augment gamers’ feelings of ab-
sorption, immersion, and flow.

Moreover, according to the broaden-and-build theory of positive
emotions (Fredrickson, 2001), positive emotions promote adaptability
and facilitate the development of lasting resources during human evo-
lution. In the context of eSports, satisfaction, a key positive emotion,
serves as a catalyst for deeper cognitive, affective, and behavioral
engagement. Cognitively, satisfaction enhances players’ focus and
strategic thinking, enabling them to approach challenges with a growth
mindset. Affectively, it fosters stronger emotional attachment to the
game, teammates, or fan community, leading to greater emotional in-
vestment and loyalty. Behaviorally, satisfaction motivates continued
participation, such as practicing, collaborating with others, and
engaging in community events or tournaments. By broadening per-
spectives and reinforcing positive experiences, satisfaction supports the
development of meaningful social connections and long-term engage-
ment in eSports environments. Therefore, this preceding discussion in-
forms the subsequent hypotheses:

H1-H3. Gamers’ satisfaction with eSports games is positively related
to their cognitive engagement (HI), affective engagement (H2) and
behavioral engagement (H3).

3.2. Cognitive engagement and subjective well-being

Magdy and Hassan (2025) and Abbasi et al. (2021) define cognitive
engagement as a situation in which users become highly focused and
interested/immersed in any activity. In an eSports setting, cognitive
engagement is classified as what users know, and understand, and how
they make sense of an activity (absorption), and its potential develop-
ment (Abbasi et al., 2025; Qian et al., 2022). Engagement is considered a
central antecedent of consumers’ subjective well-being. For instance,
Cleveland et al. (2023) argued that cognitive engagement with social
networking sites has many positive consequences, including subjective
well-being. Numerous prior studies have highlighted that when online
eSports game users engage in various online activities (playing, watch-
ing, and supporting teams), they feel more absorbed and experience
positive effects (e.g., mental well-being and social). According to the
broaden-and-build theory, such engagement fosters flexible thinking,
openness to new experiences, and the development of psychological
assets, including resilience, self-efficacy, and purpose. In addition,
Raggiotto and Scarpi (2022) concluded that cognitively engaging
games, particularly those involving strategy and cooperation enhance
executive functioning and emotional regulation, all of which are foun-
dational to subjective well-being. Moreover, positive cognitive-
emotional states fostered through gaming have been shown to pro-
mote adaptive coping and goal-directed behavior. Malik and Pradhan
(2025) reinforce the notion that cognitive engagement in gaming is not
merely recreational but psychologically enriching. These findings align
with the broaden-and-build framework, wherein repeated experiences
of positive engagement build psychological capital that supports long-
term well-being. Following this, we proposed the next hypotheses:

H4. Gamers’ cognitive engagement with eSports games is positively
related to their subjective well-being.

3.3. Affective engagement and subjective well-being

In the digital eSports game settings, affective engagement is stated as
users’ emotional involvement in a digital game environment (Hollebeek
et al., 2014; Zhao & Ma, 2025). Within a similar context, Abbasi et al.
(2021) conceptualized affective engagement as users’ game-related
dedication and enthusiasm. This psychological state of gamers is antic-
ipated to elucidate about greater involvement, including time spent,
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frequency, and game participation. Similarly, in our context, eSports
game users’ affective engagement in the gaming world will generate
gamer’s positive behavioral outcomes (e.g., gratification, happiness;
Kim & Kim, 2020). Based on the broaden-and-build theory, affective
engagement can have a significant impact on gamers’ subjective well-
being. For instance, Lo et al. (2025) mentioned that positive emotional
experiences during gaming, such as emotional satisfaction, broaden in-
dividuals’ momentary thought-action repertoires and help build
enduring psychological resources like optimism, resilience, and social
connectedness. In eSports environments, Abbasi, Khan, et al. (2023)
elaborated that where players often experience intense emotional highs
and meaningful social interactions, affective engagement becomes a
conduit for building emotional resilience and subjective well-being.
These emotionally rewarding experiences encourage sustained partici-
pation and deepen psychological investment, consistent with the
broaden-and-build framework. Thus, we infer that:

H5. Gamers’ affective engagement with eSports games is positively
related to their subjective well-being.

3.4. Behavioral engagement and subjective well-being

A player’s behavioral engagement in the eSports context refers to the
amount of cognitive and behavioral resources that are invested in the
game interaction (Abbasi et al., 2021; Akhtar et al., 2024). Given the
significant positive effect of behavioral components in customer
engagement including positive experiences and well-being, an array of
research mainly emphasized highlighting the characteristics directly
and indirectly related to behavioral engagement (Weingarden et al.,
2023). eSports gaming also facilitates players in meeting their social
needs, such as competition, socializing, teamwork, companionship, and
relationship building along with cognitive, emotional, and behavioral
needs (Bowden et al., 2017; Guo et al., 2024). After the rapid growth of
the services paradigm in the online eSports gaming industry, socially
interactive features became more pertinent in developing players’
behavioral engagement in a particular game (Hussain et al., 2023;
Hussain, Mirza, et al., 2025). For instance, Poulus et al. (2023) suggested
that positive behavioral involvement in eSports games, such as goal-
directed play, cooperative interaction, and sustained effort, broadens
individuals’ behavioral repertoires and contributes to the development
of psychological and social resources. Pang et al. (2025) illustrate that
behavioral engagement reflects not only gameplay intensity but also
commitment to goals, collaboration with peers, and pursuit of mastery.
These behaviors cultivate a sense of achievement, belonging, and pur-
pose, key psychological assets that align with the broaden-and-build
framework and contribute to subjective well-being. Hence, we hypoth-
esize that:

H6. Gamers’ behavioral engagement with eSports games is positively
related to their subjective well-being.

3.5. The mediating role of gamers’ eSports engagement states between
satisfaction and SWB

eSports gamers’ engagement is an invaluable source in understand-
ing gamers’ thoughts, feelings, and online game usage behavior,
resulting in their positive behavioral outcome, i.e., subjective well-
being, because players spend an innumerable amount of time daily in
a virtual gaming world watching, interacting, and playing different
games. Prior studies related to marketing and information technology
conceptualized customer engagement as a multidimensional factor
having affective, cognitive, and behavioral engagement as sub-
dimensions (Abbasi et al., 2021; Rather et al., 2023). Past research
posited that satisfied users who have positive brand experiences are
more willing to cognitively engage with social-media-brand-
communities (Ma et al., 2022). The reason for this cognitive engage-
ment is that users assess the product functionality and check the latest
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product updates based on the available information, which makes them
satisfied and cognitively engage with the product (Brodie et al., 2011;
Hollebeek & Macky, 2019).

In an online game setting, hardcore gamers keep themselves updated
and pay more attention to game-related information and updates, such
as new maps, avatars, etc., because they rely heavily on it, to make their
gaming experience more joyful (Balakrishnan & Griffiths, 2018; Orelj &
Torfason, 2022). Prior studies illustrated that satisfied customers also
develop emotional and affective feelings towards products and services
(Li et al., 2024). In the eSports gaming domain, eSports online games
follow various strategies (e.g., virtual teams, virtual celebrities, and
badges) that arouse gamers’ affective and emotional game interaction.
Most eSports gamers are involved in the online gaming world to satisfy
their social need by developing enduring relationships (Hussain et al.,
2024; Hussain, Hollebeek, et al., 2025). After the growth of social
gaming elements, game developers emphasized mainly on behavioral
engagement of the players through different ways, like gaming partners,
virtual friends, sharing ideas, helping others in the game, and providing
in-game feedback (Liao et al., 2020; Meng et al., 2015).

Precedent research postulated that customer satisfaction is funda-
mental for customer engagement and is developed through customer
satisfaction/emotional relationship with the product (Yen et al., 2020).
Abror et al. (2020) investigated the direct and indirect effects of
customer engagement on customer loyalty and satisfaction, and
revealed that higher engagement develops higher satisfaction with
resultant consequences, including electronic word-of-mouth and users’
continuous intention of product usage. Similarly, Lance et al. (1989) and
Teeroovengadum et al. (2023) indicated towards the bottom-up spill-
over satisfaction model, describing the spillover effect of satisfaction on
subjective well-being. Therefore, the mediating roles of eSports gamers’
engagement states (i.e., cognitive, affective, and behavioral) between
gamer satisfaction and their subjective well-being need to be explored to
gain insights into their relationship. Hence, the following proposed
hypotheses are:

H7. Gamers’ eSports cognitive engagement mediates the association
relating to game satisfaction and subjective well-being.

H8. Gamers’ eSports affective engagement mediates the association
relating to game satisfaction and subjective well-being.

H9. Gamers’ eSports behavioral engagement mediates the association
relating to game satisfaction and subjective well-being.

4. Methodology
4.1. Study instrument, sample, and data collection procedure

This study adopted a quantitative approach and empirically in-
vestigates the proposed modeled relationship. The questionnaire was
used for collecting data, which consisted of two stages. The first stage
comprises the participant’s socio-demographic (i.e., gender, age, and
education) and psychographic profiles (i.e., frequency of video-game
play, type of game played, place of game playing, and common plat-
forms). The second stage contains items related to our constructs - af-
fective, cognitive, and behavioral-engagement (Abbasi et al., 2019;
Abbasi et al., 2021) along with customer satisfaction and subjective
well-being. Affective, cognitive, and behavioral-engagement are taken
as second (higher) order formative factors, and each of them has two
first-order-reflective-factors (i.e., absorption/conscious attention in the
case of cognitive engagement).

The items gauging conscious attention and absorption were adapted
from the studies of (Abbasi et al., 2019; Abbasi et al., 2021), having a
sample statement “I like knowing more about the video game”. Items
measuring dedication and enthusiasm as a first-order reflective con-
structs of affective engagement were also adapted from the above-cited
authors, along with the sample item of “This video-game inspires me”, 1
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spend a lot of my discretionary time playing this video-game”. A
behavioral engagement having two first-order-reflective-factors, i.e.,
social connection and interaction, was measured by deploying items
from (Abbasi et al., 2019; Abbasi et al., 2021) with a sample item of each
construct: “I love playing this video game with my friends”, “I enjoy playing
this video game with other like-minded video-game players”. Items
measuring customer satisfaction were modified from (Shi & Liao, 2017)
with a sample item of “I am satisfied with my eSports gaming consumption
experience,” and subjective well-being was gauged by deploying a 4-
items scale from (Abbasi et al., 2021) with a sample item of “Playing
this video-game makes me feel happy”. A five-point Likert scale (i.e., 1 =
strongly disagree to 5 = strongly agree) was assessed to measure our
items (Vagias, 2006). Table 1 shows the respondents’ socio-
demographic and psychographic profiles.

To empirically test the study’s model, this investigation opted for the
cross-sectional survey design to collect data from Malaysian eSports
gamers. The strategy was utilized to collect data in a single session and is
thought to be more effective than the longitudinal approach (Gay et al.,
2011). Using the randomizer tool, we chose three different Malaysian
universities. The randomizer tool was used to generate a random list of
universities, from which we selected the three highest-ranked colleges
based on our input. We picked potential eSports players at each
Malaysian institution, including University Sains Malaysia (USM), Uni-
versity Technology Petronas (UTP), and University Utara Malaysia,
using purposive sampling (Campbell et al., 2020). Professional eSports
gamers often continue their university education alongside their gaming
careers. This is why we connected with them at universities. Moreover,
many universities host eSports tournaments where these gamers
participate, competing for prize money.

Participants enrolled in the wuniversity’s undergraduate and

Table 1

eSports gamers’ profile.
Gender %
Male 35
Female 65
Age
18 to 20 years 41
21 to 25 years 59
Education
Foundation-Level 30
Undergraduate 70
Device (multi-response coding)
Personal-Computer 48
Dedicated Gaming-Consoles 8
Smartphone 78
Wireless-Device 6
eSports-Gaming-Brands (multi-response coding)
League-of-legends 45
Dota2 47
Counter-Strike 1.6 60
Call-of-Duty-MW3 32
Heroe- of-Newerth 23
Counter-Strike-Source 21
Call-of-duty black ops 26
Streetfighter 34
Counter-Strike global offensive 49
FIFA-Series 39
Gaming-Place (multi-response coding)
Home 91
Friend’s place 10
Cybercafe 10
Gaming-Frequency
Everyday 19
A few times per week 52
Once a week 29
Gaming-Activity
1to4h 86
5t08h 10
9to12h 2

>12h 2
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foundational programs, aged 18 to 25, were carefully selected for their
active participation in eSports gaming, with at least one game each
week, as shown in Table 1. The specific age range (18-25) was chosen
since they are the most technologically adept generation in society
(Abbasi, Algahtani, et al., 2023), and eSports typically capture Gener-
ation Z gamers. The majority of persons in this age group desire to
pursue professional eSports gaming as a job rather than as a hobby or
recreational activity (Scholz & Vyugina, 2019).

We visited the selected universities to obtain a calendar of continuing
sessions, particularly in the tourism and management programs at USM
and the management and information systems programs at UUM and
UTP. We asked the lecturer to grant us fifteen minutes to collect data
before the session concluded. After gaining permission, we explained the
research goal and posed various filter questions from the students, such
as “How many people here play eSports games?” and “How many people
here play eSports games at least once a week?” in addition to alterna-
tives for daily and occasional weekly play (see Table 1). Individuals who
replied affirmatively and met the requirement of playing at least once a
week were eligible to participate in the research and were given the full
survey.

To determine the minimum sample size for data collection, we used
G*Power software Faul et al. (2007) with the specified input parameters:
aerr prob. =5 %, power = 95 %, effect size = 0.15, and no. of predictors
= 3. The minimum required sample size was 119 for the PLS-SEM
technique, but we collected more to generalize our findings. A total of
360 questionnaires were distributed, with 328 responses returned. After
carefully reviewing 328 surveys, we deleted 38 responses due to inac-
curacies and inadequate information, such as respondents answering in
a straight, diagonal, zigzag, or any other specific pattern (Abbasi et al.,
2021; Hair Jr et al., 2016). As a result, the study’s ultimate sample size
was 290. Table 1 provides a comprehensive overview of eSports gamers’
profiles.

5. Data analysis and results

We employed partial least squares path modeling (PLS-PM), a
variance-based structural- equation-modeling approach (Sarstedt et al.,
2021). PLS-PM was chosen for this investigation for a variety of reasons.
First, PLS-PM is deemed an acceptable technique for prediction-focused
investigations (e.g., prediction of satisfaction, cognitive, affective, and
behavioral engagement on gamer’s subjective well-being). Second, PLS-
PM is a suitable empirical method for evaluating and quantifying
complicated structural correlations between components, (i.e., direct/
indirect relationships) (Yang et al., 2021). Third, PLS-PM is appropriate
for research works involving reflective and formative constructs, such as
the current study. SmartPLS 4 software was utilized for the PLS-PM to
test the study model and analyze the relationships between our
constructs.

Our analysis took place in two phases. In phase one, we applied PLS-
PM. PLS-PM analyses further involve two steps including the validation
of measurement model and structural model. Once researchers have
validated the measurement model, they can move to conclude the pro-
posed hypotheses in structural model assessment (Hair et al., 2019). In
the phase two, we used fsQCA software (Ragin, 2008). The fsQCA acts as
a configurational approach that assimilates and relies on logical prin-
ciples along with a fuzzy set through qualitative-comparative analysis
(QCA). The application of fsQCA adds value to unearth the intricate and
complicated associations among the study factors. Due to its usefulness,
it has been widely applied in topics like entrepreneurship, marketing
and tourism, big-data analysis, finance, and healthcare (Seyfi et al.,
2024). The process of fsQCA analysis consists of three stages starting
from data calibration, followed by sufficiency analyses, and leading to
the necessary conditions analysis (NCA).
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5.1. Findings from the symmetrical analysis: evaluation of measurement-
model-1st order reflective constructs

The study framework shown in (Fig. 1) exhibited that the study
model contains three second-order formative constructs, i.e., cognitive,
affective, and behavioral customer engagement, each of them having
two-first-order reflective constructs. The first-two order reflective con-
structs of cognitive engagement are (conscious attention and absorp-
tion), affective engagement (enthusiasm and dedication), and
behavioral engagement (social connection and interaction) as first-order
reflective constructs (Abbasi et al., 2019; Abbasi et al., 2021) Affective,
cognitive, and behavioral-engagement are taken as mediating factors
between customer satisfaction and subjective well-being in this study.
Based on the study framework, we evaluate the reliability/validity of
our first-order-reflective factors.

5.2. Construct reliability

To validate our lower-order model, the authors started with the usual
practice of investigating reliability. In this research, we relied on com-
posite reliability (CR). To achieve a satisfactory CR score, we used the
threshold suggested by Hair et al. (2019), i.e. CR > 0.7. The findings in
Table 2 confirm that all the studied factors have accomplished satis-
factory reliability scores.

5.3. Convergent validity

Similarly, once the construct is reliable, the next step enables us to
investigate convergent validity. We examined convergent validity was
via factor-loadings (A) and average-variance-extracted (AVE). As sug-
gested by Hair et al. (2019) convergent validity of a construct will be
achieved if the factor loading of a variable is more than 0.6 and the AVE
value is more than or equal to 0.5. Table 2 suggests that our lower model
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constituting several constructs has been validated.
5.4. Discriminant validity

Two criteria for determining discriminant validity are cross-loadings
and Fornell and Larcker criterion. Recent criticisms of each of these tests
prompted Henseler et al. (2015), suggesting to employ hetrotrait-
monotrait (HTMT) ratios to establish discriminant validity. Table 3
displays that all of the HTMT values were less than the most restricted
criteria of 0.85, indicating that the study constructs have achieved
discriminant validity.

5.5. Evaluation of the measurement-model- 2nd order formative
constructs

We adopted a two-stage approach by Becker et al. (2012) to generate
second-order-formative-construct (i.e., affective, cognitive, and behav-
ioral) dimensions. Firstly, first-order-reflective factors of latent-variable
scores were estimated and used as indicators for modeling the second-
order-formative factors. Secondly, for examining second-order-
formative-factors validity, we measure variance-inflation-factors or
(VIFs) whose value should be below 5 or 3.3 (Sarstedt et al., 2019).
Along with VIF, we have evaluated the significance levels and indicator
weights of all our second-order formative constructs to consider their
reliability and validity (Hair et al., 2017; Sarstedt et al., 2019). Table 4
demonstrates that VIF scores of all second-order-constructs are below 5,
indicating no issue of multicollinearity. Additionally, indicator weights/
significance levels of second-order-constructs are also exhibited in
Table 4.

5.6. Evaluation of structural-model

After the evaluation of measurement-model, we tested the proposed

Fig. 1. Conceptual framework of the study.
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Table 2
Estimating the reflective measurement model.

Main Constructs Construct Items A CR AVE

Consumer satisfaction Consumersatisfactionl 0.758 0.861 0.554
Consumersatisfaction2 0.804
Consumersatisfaction3 0.673
Consumersatisfaction4 0.730
Consumersatisfaction5 0.750
Conscious attention Consciousattention2 0.783 0.924 0.671
Consciousattention3 0.804
Consciousattention4 0.884
Consciousattention5 0.836
Consciousattention6 0.816
Consciousattention7 0.787
Absorption Absorptionl 0.700 0.878 0.593
Absorption2 0.654
Absorption3 0.831
Absorption5 0.838
Absorption6 0.810
Dedication Dedication2 0.854 0.907 0.662
Dedication3 0.821
Dedication4 0.848
Dedication5 0.794
Dedication7 0.746
Enthusiasm Enthusiasm1 0.831 0.903 0.652
Enthusiasm2 0.835
Enthusiasm3 0.868
Enthusiasm5 0.726
Enthusiasm6 0.767
Social connection Socialconnectionl 0.897 0.927 0.809
Socialconnection2 0.921
Socialconnection3 0.879
Interaction Interactionl 0.493 0.894 0.635
Interaction2 0.851
Interaction3 0.877
Interaction4 0.900
Interaction5 0.794
Subjective-wellbeing Subjectivewellbeingl 0.895 0.916 0.733
Subjectivewellbeing2 0.846
Subjectivewellbeing3 0.835
Subjectivewellbeing4 0.846
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5.7. Assessment of the mediating effect

The current study has taken cognitive, affective, and behavioral
engagement states as mediating constructs between customer satisfac-
tion and subjective well-being. The segmentation mediation method has
been adopted in this study and mediation analysis was performed by
checking mediating effects (H7, H8, and H9) through the indirect effect
approach suggested by (Preacher & Hayes, 2008). Results reveal that
cognitive, affective, and behavioral engagement has a significant indi-
rect effect on customer satisfaction and subjective well-being. Therefore
H7, H8, and H9 are accepted as exhibited in Table 6.

5.8. Findings from asymmetrical analysis-sufficiency analysis

For subjective well-being, the sufficiency analyses in fsQCA

Note: A: factor loadings; CR: Composite Reliability; AVE: Average Variance
Extracted.

hypothesis by performing bootstrapping 5000 samples to investigate
path-coefficient, t-value, effect size, and p-value (Jeon et al., 2019).
Table 5 illustrates that customer satisfaction has a positive association
with cognitive, affective, and behavioral engagement. Thus, leading to
the acceptance of H1, H2, and H3. Similarly, cognitive and effective
engagement is also positively related to gamers’ subjective well-being,
resulting in the acceptance of H4 and H5. Behavioral engagement is
positively related to subjective well-being, but the effect size is very low,
i.e., 0.01, which is smaller than the weak effect size, i.e., 0.02 (Hair
et al., 2019) hence, resulting in the rejection of H6. We have also
calculated the R? (variance explained by exogenous variable on the
endogenous variable) and Q2 values (assessment of predictive-accuracy)
for the dependent variable, i.e., subjective well-being, showing the
explanatory and predictive nature of the study model (see Table 5).

Table 4
Validity-tests-second-order formative constructs.
Second-Order Items Indicator T Statistics P VIF
Formative Weights (jos Values
Constructs STDEV|)
Cognitive Absorption 0.443 4.046 0 1.429
Engagement Conscious 0.686 7.228 0 1.429
Attention
Affective Dedication 0.682 8.3 0 1.792
Engagement Enthusiasm 0.407 4.448 0 1.792
Behavioral Interaction 0.78 9.375 0 1.471
Engagement Social 0.324 3.097 0.001 1.471
Connection
Table 5
Structural model assessment.
Hypothesis B T- P- f2 R? Q?
statistics values
H1: Customer 0.326 54 0 0.12
Satisfaction - >
Cognitive
Engagement
H2: Customer 0.41 7.646 0 0.20
Satisfaction - >
Affective
Engagement
H3: Customer 0.401 7.113 0 0.19 0.107 0.073
Satisfaction - >
Bahavioral
Engagement
H4: Cognitive 0.168 2.353 0.009 0.02 0.168 0.133
Engagement - >
Subjective Wellbeing
HS5: Affective 0.42 5.693 0 0.10 0.161 0.117
Engagement - >
Subjective Wellbeing
H6: Bahavioral 0.122  1.779 0.038 0.01 0.427 0.307

Engagement - >
Subjective Wellbeing

Note: p Path-coefficient; f2: effect size; Q% Predictive Relevance.

Table 3
Discriminant validity (HTMT) analysis.
Ab Cs_att Dedi Enth Inter Satis SocConn SW
Absorption
Cs_attention 0.613
Dedication 0.647 0.800
Enthusiasm 0.651 0.723 0.765
Interaction 0.444 0.702 0.712 0.724
Satisfaction 0.220 0.363 0.437 0.375 0.445
Social_connection 0.342 0.532 0.503 0.463 0.639 0.316
Subjective-Well-being 0.554 0.573 0.682 0.638 0.550 0.304 0.468
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Table 6
Assessment of the mediating effect.

Indirect Effects B Standard T- P- ClIy, ClyL

Deviation Statistics Values

H7: Customer 0.055 0.027 2.06 0.02 0.015 0.101
Satisfaction -
> Cognitive -
> Subjective
Well-being
H8: Customer 0.172  0.038 4.49 0 0.114  0.241
Satisfaction -
> Affective - >
Subjective
Well-being
H9: Customer 0.049  0.029 1.674 0.047 0.002  0.098
Satisfaction -
> Behavioral -
> Subjective
Well-being

Note: B: Path-coefficient; CIj;: Confidence Interval Lower Limit-5 %; Clyy:
Confidence Interval Upper Limit-95 %.

unearthed some causal configurations; please see Table 7 for details.
Based on an estimate of a complicated combination of four conditions
leading to subjective well-being as an outcome, fsSQCA results show that
the configurations were enough to anticipate high- and low-study out-
comes (Table 7). fsSQCA found four solutions. This study uses Boolean
algorithm intermediate solutions (Table 7). We used two criteria to
evaluate the configurations, i.e., coverage and consistency, with mini-
mum values of 0.8 and 0.2, respectively. Both these criteria are similar to
correlation and path coefficient as per net effect modeling (Ali et al.,
2023). Each intermediate solution used coverage and consistency, with
satisfactory upper-limit values (i.e., > 0.2 and 0.8) for coefficient-of-
determination and correlation correspondingly (Ragin, 2008). Thus,
overall solution-consistency (0.909) shows how the four causal-route
factors add to a higher degree of subjective well-being. The total solu-
tion coverage (0.836) reflects the likelihood that the four causal recipes
may predict high subjective well-being. Combinations connected by “*”
are appropriate for the suggested conclusion, whereas ““implies that the
fuzzy set requirement was lacking (negative).

According to fsQCA’s causal recipes, a user’s subjective well-being

Table 7
Sufficiency analysis.

Recipes for High WELLBEING

Causal Conditions 1 2 3 4
Satisfaction

Cognitive Engagement x

Affective Engagement X X

Behavioral Engagement X X
Raw Coverage 0.782 0.380 0.397 0.700
Unique coverage 0.410 0.014 0.003 0.396
Consistency 0.952 0.885 0.919 0.967
Overall Coverage 0.836

Overall Consistency 0.909

Recipes for Low WELLBEING

Causal Conditions 1 2 3

Satisfaction

Cognitive Engagement X X

Affective Engagement X X

Behavioral Engagement X X
Raw Coverage 0.785 0.762 0.690
Unique coverage 0.051 0.055 0.047
Consistency 0.794 0.763 0.678
Overall Coverage 0.657

Overall Consistency 0.886
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can be caused by the lack or presence of a certain set of factors.
Table 7 reveals four causal recipes to envisage a highly desired result,
meaning high subjective well-being, the mix of the proper cognitive,
emotional, behavioral, and satisfaction aspects to create a specific
response. Users would have a higher outcome when they perceive
greater CE and AE (see also, Model 1). In Model 2, the presence of BE and
the lack of AE and CE result in increased subjective well-being. Model 3
illustrates that users get greater outcomes when CE and SATISFACTION
are present, and AE is absent. Model 4 shows that CE, AE, SATISFAC-
TION, and the lack of BE produce greater recommended results.

Findings from asymmetrical analyses are consistent with the sym-
metrical findings, which lay greater emphasis on the incorporation of
factors like CE, AE, BE, and SATISFACTION to develop users’ subjective
well-being. The asymmetrical analyses correlate with symmetrical
findings where all conditions (CE, AE, BE, and SATISFACTION), either
their presence or absence, contribute towards the outcome. Contrary to
symmetrical-based results, causal-route models leading to low subjec-
tive well-being were not matched in asymmetrical analyses (Pappas &
Woodside, 2021). Table 7 provides three results-based causes of low
subjective well-being (Coverage: 0.657; Consistency: 0.886). These
three causal recipes lead to low subjective well-being: Model 1 linked
low subjective well-being to the lack of CE, AE, and BE. Without CE and
AE and with SATISFACTION, users had low subjective well-being (see
Model 2 in Table 7). Low subjective well-being can be induced by CE and
AE and the absence of SATISFACTION, according to the third and last
model. It is worth mentioning that the fsSQCA findings have profound
insights into the current study context and facilitate in discovering the
core conditions that are required for low well-being i.e. absence of CE,
AE and BE. Also, three out of four recipes are considered as sufficient and
necessary for high well-being (configurations 1, 3, and 4).

5.9. Necessary conditions analysis (NCA)

This study performed a necessary conditions assessment during the
fsQCA review, which requires establishing the unique influence of each
antecedent condition for the proposed findings. A causal condition is
considered to be “necessary” if it is always present with the achieved
outcome. It may be validated if the consistency scores of a required
component surpass 0.90 (Dul, 2016; Ragin, 2008). Necessary conditions
for enhancing subjective well-being were investigated for this study, and
the findings in Table 8 exhibited that none of the examined conditions
were required to achieve a greater degree of the desired outcome.
However, affective engagement has high coverage, outlining its impor-
tance for practitioners.

6. Discussion and conclusion

This study intended to empirically investigate the interface of
eSports gamers’ satisfaction and its subsequent effect on their subjective
well-being via the mediating roles of gamers’ cognitive, affective, and
behavioral engagement. Findings highlighted that satisfaction has a
significant and positive association with eSports gamers’ cognitive, af-
fective, and behavioral engagement. Thus, confirming H1, H2, and H3.
This study corroborates Liu et al. (2022) study, which proposed that

Table 8

Necessary conditions analysis (NCA).
Conditions Consistency Coverage
Ce 0.807 0.942
~ce 0.493 0.854
Ae 0.838 0.937
~ae 0.467 0.867
Be 0.784 0.923
~be 0.502 0.859
Satisfaction 0.762 0.907
~Satisfaction 0.539 0.910
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future research needs to examine the potential positive influence of
satisfaction on related consequences such as engagement. The study
empirically validates results from the broaden-and-build-informed the-
ory (Fredrickson, 2001; Fredrickson, 2004) and examines the in-
terrelationships between the study constructs.

Further, the study results also validated that gamers’ cognitive and
affective engagement has a significant and positive association with
users’ subjective well-being. Hence, proving H4 and H5. The reason for
this positive relationship is that game engagement can improve gamers’
perceived values and benefits with the platform and can enhance their
well-being. The study findings are coherent with Ogunmokun et al.
(2021) and Abboud et al. (2023) research, which validated the link
between customer engagement behavior and their psychological well-
being. Additionally, our research revealed that the level of behavioral
engagement with eSports gaming did not have any effect on the sub-
jective well-being of players. Therefore, we reject hypothesis H6. This
phenomenon may arise from the expectations of gamers when they
encounter a mismatch in the skill levels of players in their group, or from
the competitive pressure to win in eSports tournaments, or when playing
games within a network of other players. Moreover, this insignificant
impact lies in the fact that eSports participation alone is not sufficient to
strengthen players’ subjective well-being. Based on the broaden-and-
build theory (Fredrickson, 2001), players’ engagement leads to their
subjective well-being when it elevates players’ positive emotions for a
particular action and facilitates them in building lasting psychological,
emotional, and social resources. In contrast, behavioral engagement in
the eSports context is characterized by players’ repeated and
performance-oriented behaviors like extended playing hours and
excessive participation in competitive environments, which may yield
short-term hedonic gratification (such as enjoyment and thrill) but may
not necessarily foster building the long-term or utilitarian resources
necessary for enduring well-being. The study results align with the
existing eSports studies of Abbasi, Khan, et al. (2023), who found an
insignificant impact of high engagement peripheral game elements on
players’ subjective well-being, and with Shan et al. (2023), who found
extended gaming hours as negative predictors of gamers’ psychological
well-being.

Finally, the study result demonstrates support for the mediating
relationship of gamers’ engagement between gamers’ satisfaction and
their ensuing subjective well-being. Thus, supporting H7, H8, and H9.
The study results are congruent with the results of prior studies, con-
firming the role of customer engagement in different contexts, including
eSports gamers’ videogame consumption behavior (Abbasi et al., 2021;
Ting et al., 2021). The significant mediating effect of gamers’ engage-
ment facilitates the understanding that gamers’ satisfaction with eSports
games enhances their in-game participation, which successively leads to
their goal attainment and life satisfaction. Players develop a gaming
sense by willingly spending time and effort in the virtual gaming world
and derive real-life meaning and lessons from it. The study findings
further advocate the argument of the past studies, contemplating that
eSports games should emphasize enhancing gamers’ in-game satisfac-
tion and motivate players to engage in game-related activities, which
certainly will help in developing eSports gamers’ well-being (Kim &
Kim, 2022; Laato et al., 2022).

In the case of asymmetrical findings, also referred to as the causal
recipes of fsSQCA, the outcome variable, i.e., subjective well-being, may
be influenced by the existence or lack of the investigated variables (i.e.,
gamers’ satisfaction, cognitive, affective, and behavioral engagement).
Table 7 illustrates that a gamer’s subjective well-being can appear both
to a high and low extent. In this study, four distinct causal recipes are
predictive of high amounts of desired outcomes. When eSports gamers
experience higher levels of CE and AE, they will experience higher
subjective well-being (see Model 1). Subjective well-being is enhanced
in the presence of BE (see Model 2). Model 3 exhibits that players will
have a higher level of outcome when CE and SATISFACTION are present.
Table 4 demonstrates that in the presence of CE, AE, and
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SATISFACTION, a higher level of outcome will be predicted.

In the same vein, Table 7 presents three different criteria that lead to
a weak outcome. If CE, AE, and BE are absent, a lower level of outcome
will occur (Model 1). Similarly, in the presence of SATISFACTION, low
subjective well-being can be generated (Model 2). Model 3 exhibits that
lower subjective well-being arises from the existence of CE and AE, and
the lack of BE. These results generally align with our symmetrical
findings, demonstrating the importance of the investigated constructs in
developing gamers’ subjective well-being. The findings of the study
from both symmetrical (PLS-SEM) and asymmetrical (NCA) analysis
provide useful insights and indicate that every condition (Satisfaction,
AE, BE, and CE) affects the outcome variable in some manner, whether it
is present or not. Collectively, these results demonstrate the importance
of using a configurational method in conjunction with the PLS-SEM
approach. Contrary to PLS-SEM analysis, which finds linear relation-
ships among the study constructs, the fsQCA exhibits the diverse com-
binations of the study variables, i.e., engagement and satisfaction, that
result in the same outcome, such as subjective well-being. This dual
viewpoint strengthens the study’s robustness and also demonstrates that
in the eSports settings, there are multiple pathways leading to gamers’
subjective well-being (Ke & Wagner, 2025).

Our findings indicate that SEM and fsQCA complement each other.
SEM results reveal how each customer engagement dimension and
customer satisfaction affect well-being in isolation, whereas fsQCA un-
covers how well-being can emerge through different combinations of
these factors. For instance, while SEM emphasizes the overall impor-
tance of engagement, fSQCA demonstrates that high well-being can be
achieved when satisfaction is paired with affective engagement, or when
satisfaction is paired with behavioral engagement, even in the absence
of cognitive engagement. Furthermore, the pathways leading to low
well-being are not simply the inverse of those leading to high well-being,
underscoring the added value of fSQCA. Taken together, these findings
provide a more comprehensive picture: SEM captures net effects, while
fsQCA captures configurational structures, and their combination gen-
erates insights that neither method could deliver alone.

6.1. Theoretical implications

This research imparts key contributions to eSports marketing
research. First, we contribute theoretically to eSports marketing,
eSports-based gamer engagement, and subjective well-being literature
(Bolun et al., 2024; Formosa et al., 2022; Hollebeek et al., 2022; Liu
et al., 2022; Wang & Fan, 2024) by proposing and testing a conceptual
framework to investigate the effects of gamer’s satisfaction on cognitive-
, affective-, and behavioral-engagement and consequent well-being.
Thus, we answer Abbasi et al. (2022), Hollebeek et al. (2022), and
Kim (2021) research by theoretically contributing to the latest market-
ing understanding in the eSports context. Further, we reply to recent
systematic literature review works, including Chan et al. (2022) and
Villani et al. (2018), which call for more investigation into eSports and
engagement-related concepts. Following the broaden-and-build theory,
we offer important insight into the role of gamer satisfaction in pro-
moting their cognitive, affective, and behavioral engagement and
resulting subjective well-being.

The second key research contribution has been to examine the role of
cognitive, affective, and behavioral engagement as determinants of
subjective well-being. Existing literature assessed the association
relating to customers/gamers’ engagement, satisfaction/participation
intention (Ampofo et al., 2022; Molinillo et al., 2020; Priporas et al.,
2020). However, to our best knowledge, no study has yet explored the
effects of gamers’ cognitive, affective, and behavioral engagement on
subjective well-being within a single integrated theoretical model.
Therefore, this study places new pathways by highlighting the broaden-
and-build-theory of satisfaction/engagement research, which considers
gamers’ subjective well-being as a key insight in an eSports gaming
context.
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Third, our study has been associated with the multiple mediating
roles of cognitive, affective, and behavioral engagement between
eSports customers’ satisfaction and subjective well-being. Whereas past
research has claimed a direct effect of satisfaction on CE or well-being
(Abror et al., 2020) but the empirical evaluation among the proposed
factors remained uncertain (Hussain et al., 2023; Rather et al., 2023),
especially in the eSports gaming context. Thus, we expand this extant
knowledge by providing additional empirical evidence concerning the
indirect influence of gamer satisfaction on subjective well-being via
cognitive, affective, and behavioral engagement states, uncovering
imperative mediating impact. Such findings advise that marketers
should be able to promote gamer engagement and acquire competitive
benefits (e.g., Pansari & Kumar, 2017).

Fourth, theoretical contribution has been associated with symmetric-
based PLS to achieve prolific understanding and asymmetric-based
fsQCA or NCA to identify necessary and sufficient conditions of our
study constructs, such as satisfaction and engagement dimensions on a
desired outcome, i.e., subjective well-being (Pappas & Woodside, 2021;
Ragin, 2008). As confirmed by fsQCA findings, we identify six necessary
conditions along with four sufficient combinations of factors to predict
gamers’ well-being, generating key implications.

Fifth, this study extends the perspective of the broaden-and-build-
informed theory given by Fredrickson (2001) by applying it to the
relevant context of the eSport gaming environment, especially by
empirically investigating the role of eSports gamers’ satisfaction with
eSports games not only on eSports videogame engagement states (e.g.,
cognitive, affective, and behavioral) but also on predicting eSports
customers’ subjective well-being.

Finally, our study is also methodologically applicable to the field of
consumer psychology by contributing to an expansion of the consump-
tion of fsQCA. Whereas most previous consumer studies have relied on
symmetrical methods (e.g., net effect modeling, regression, and SEM),
these approaches often overlook the configurational and asymmetric
nature of consumer decision-making. By employing fSQCA, we demon-
strate that consumer well-being is predicted by different combinations
of satisfaction and various dimensions of engagement. This allows us to
capture the principles of causal asymmetry and equifinality. Such in-
sights highlight the value of incorporating fsQCA into consumer psy-
chology, especially when studying constructs such as satisfaction,
engagement, and well-being, which are inherently multidimensional
and interdependent. Our study, therefore, illustrates how configura-
tional analysis can supplement SEM, offer a more nuanced under-
standing of consumer experiences, and expand the methodological
toolkit available to consumer psychology researchers.

6.2. Practical implications

This study has many notable managerial implications. Our study
enables eSports game developers and practitioners to understand
different dynamics and attributes of the game industry, which further
facilitates them in enhancing gamers’ subjective well-being (Hu et al.,
2024; Singh & Malik, 2024). The current research also helps game de-
signers improve the overall eSports game design by emphasizing the
gamer’s satisfaction that generates gamer’s engagement and further
leads to their subjective well-being. For example, game designers may
devote more resources and time towards developing more interesting
and attractive eSports games that will satisfy the gamers and result in
higher customer cognitive, affective, and behavioral engagement and
gamer’s subjective well-being. Moreover, advertisers and game manu-
facturers can gain significant advantages by strategically focusing on
customer engagement. In light of the critically identified role of
customer engagement in this study, we thus suggest practitioners adopt
an experiential-branding approach for eSports games (Costa Pinto et al.,
2015). For instance, they can develop highly detailed and customized
games that let players immerse themselves in an accurately designed
gaming environment, where they can make new friendships with other
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gamers, enjoy their favorite food while game playing, or explore new
clues and hints about their rivals gaming strategy, which tend to
encourage users game-related engagement and satisfaction (Abbasi
et al., 2021). This in turn will stimulate their game engagement and
ultimately lead to their subjective well-being.

Moreover, incentives such as in-game prizes or freebies, can also be
used to draw player’s attention and helps in retaining the gamers (Vyvey
et al., 2018). Furthermore, Hollebeek et al. (2020) and Badrinarayanan
et al. (2015) stated that eSports games can also be utilized as a means of
imparting knowledge and life lessons such as conquering fears, first aid
techniques, and job and school-relevant skills and abilities. Additionally,
multi-player online gaming centers can deliberately employ this model
to increase the player’s base for particular games, which also facilitates
the community involvement of the players. Our findings also indicated
the opportunity to significantly increase eSports gaming revenue and
player participation. For example, although male gamers dominate the
gaming market, the popularity of games played on portable devices,
such as smartphones, has led to an increase in the number of female
gamers, creating new business opportunities for eSports game de-
velopers. Marketers are thus recommended to inspect the possible dif-
ferences within the needs, demands, and preferences for game-related
involvement/engagement between male and female consumers (Islam
et al., 2020). Additionally, game manufacturers are recommended to
place in-game commercial opportunities strategically across the entire
game. Here, customers may buy game-related products to improve their
gaming skills and enrich their overall gaming experience, which will
increase their satisfaction and probably have an impact on their sub-
jective well-being.

Finally, the fsQCA and PLS-SEM techniques used in this study give a
broader picture of study variables to practitioners and game developers
because these are complementary and widely employed techniques to
increase the range of choices for decision-makers. The phenomenon will
be overlooked if decision-makers are provided only a partial view. The
variables examined in this study, impacting players’ subjective well-
being, align with findings from a symmetrical PLS-SEM model. Out-
comes become more reliable with asymmetric models. The fsQCA results
highlight combinations of causal relationships over individual effects,
aiding understanding. Model 1 identifies CE and AE, model 2 highlights
BE, model 3 emphasizes CE and satisfaction, and model 4 focuses on CE,
AE, and satisfaction as key constructs predicting higher subjective well-
being. Practitioners can use these insights for decision-making and
developing solution-based eSports games.

6.3. Limitations and future work

The present study also has several limitations, despite the notable
contributions. Firstly, although the study results have significance in the
realm of eSports gaming, their applicability in other contexts and situ-
ations could be restricted. We thus encourage additional investigation of
our suggested study framework in alternative contexts, which may
subsequently be contrasted and compared with our results. Different
additional game settings might be multiplayer online battle arena
(MOBA) games, serious or virtual/augmented reality games, or alter-
native contexts such as service robots and offline games (Hollebeek
et al., 2021).

Secondly, the generalizability of our study findings may be hindered
by the fact that our findings are derived from a sample obtained within
the Malaysian context. This implies that it is critical to reproduce this
research in various cultural contexts and situations, as customers are
mostly known to interact differently with brands based on their culture
and economic conditions (Gupta et al., 2018; Hollebeek, 2018), and the
results obtained may be contrasted with the findings of this study.

Thirdly, cross-sectional data used in this research indicates that our
findings are predicated on the customer’s self-reported marks made at a
single moment in time. Thus, to gain insight into how gamers’ satis-
faction generates customer engagement that certainly enhances their
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subjective well-being, we recommend conducting a longitudinal study in
the future.
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