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Pengaruh Perceived Aggressive Monetization terhadap Perilaku Pembelian dalam 

Aplikasi pada Mobile Game Free-to-Play dalam Konteks Pemain Indonesia 

 

ABSTRAK 

Industri video game mobile mengalami pertumbuhan yang cepat dan signifikan 

dalam popularitas. Berkat kemajuan teknologi, pengalaman game mobile menjadi lebih 

menarik dan menakjubkan secara visual, akhirnya menarik pengguna yang lebih banyak. 

Sebagian besar aplikasi mobile, termasuk game mobile, beroperasi menggunakan model 

monetisasi In-App Purchase (IAP) untuk menghasilkan pendapatan. Pengguna dapat 

secara gratis mengunduh dan mengakses aplikasi, tetapi ditawarkan opsi untuk 

melakukan pembelian untuk fitur atau konten tambahan. Penelitian kuantitatif ini 

bertujuan untuk mengidentifikasi prediktor utama kesediaan pengguna untuk membayar 

terhadap jumlah pengeluaran untuk IAP, sementara juga mempelajari moderasi 

penguasaan diri terhadap pengaruh kesediaan membayar terhadap jumlah pengeluaran 

untuk IAP. Teori baru Perceived Aggressive Monetization (PAM) digunakan dalam 

penelitian ini. Dengan menggunakan kuesioner daring berskala likert 5 poin, jumlah 

responden dalam penelitian ini adalah 264 responden. Pengumpulan sampel 

menggunakan teknik non probability sampling. PLS-SEM merupakan metode penelitian 

ini untuk mengukur dan menganalisis data responden. Hasilnya, PAM menjadi faktor 

penentu kesediaan membayar dengan pengaruh yang signifikan, sementara variabel 

Kesediaan Membayar berpengaruh signifikan terhadap jumlah pengeluaran pemain game 

mobile untuk pembelian IAP. Produsen game mobile perlu mempertimbangkan batas 

dimana seorang pengguna merasa dimonetisasi secara agresif dari game mobile yang 

dimainkan. Implementasi mekanisme monetisasi pada game mobile yang lebih etis perlu 

diupayakan produsen agar tidak membentuk persepsi negatif dari para pemain, terutama 

metode yang dapat membantu pemain untuk tidak mengarah pada adiksi, seperti 

penggunaan sistem budget-limiting, pengawasan orang tua, konten berhadiah mata uang 

dalam game, dan sistem nilai yang sepadan dengan jumlah pengeluaran pemain. 

 

Kata kunci:  Pembelian dalam aplikasi, Perceived Aggressive Monetization, aplikasi mobile 

game, Kesediaan membayar IAP 
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The Influence of Perceived Aggressive Monetization on In-App Purchase 

Behavior of Free-to-Play Mobile Games: Testing the Model in Indonesia 

Context 

 

ABSTRACT 

 

The mobile video game industry is experiencing rapid and significant growth 

in popularity. Thanks to technological advancements, mobile gaming experiences 

are becoming more engaging and visually stunning, which attracts a wider 

audience. The majority of mobile applications, including mobile games, rely on the 

In-App Purchase (IAP) monetization model to generate revenue. Users can freely 

download and access the application, but have the option to make actual purchases 

for additional features or content. This quantitative research aimed to identify the 

major predictor of users towards willingness to spend money on IAP, while also 

examined the moderation of self-control to the influence of willingness to spend on 

size of actual spending. Novel construct of Perceived Aggressive Monetization 

(PAM) was used in this study. Using 5-point liker scale online questionnaire, the 

respondents of this research is numbered at 264. Non probability sampling was 

employed in this study. PLS-SEM was used in this study to measure and analyze 

the respondent data. As a result, PAM became the determinant of willingness to 

spend with a significant influence. Mobile game studios need to consider the extent 

of players’ perception on aggressive monetization within the mobile game they 

play. Mobile game studios should prioritize the adoption of ethical monetization 

strategies to avoid negative player perception, especially by implementing methods 

that discourage addiction to in-app purchases (IAPs). Methods recommended to 

mitigate players’ perceived aggressive monetization are budget-limiting system, 

parental control, in-game currency rewarding contents, and fair “return of 

investment” to players.  

 

Keywords: In-App Purchases, Perceived Aggressive Monetization, Mobile Games, 

Willingness to Spend on IAP 

 

 



 

 

viii 

The Influence of…, Andri Seta Baskara, Universitas Multimedia Nusantara 

TABLE OF CONTENTS 
 

 
NO PLAGIARISM STATEMENT ...................................................................... ii 
ENDORSEMENT PAGE .................................................................................... iii 
APPROVAL FOR PUBLICATION ................................................................... iv 
FOREWORD ......................................................................................................... v 
ABSTRAK ............................................................................................................ vi 
ABSTRACT ......................................................................................................... vii 
TABLE OF CONTENTS ................................................................................... viii 
LIST OF FIGURES .............................................................................................. x 
LIST OF TABLES ............................................................................................... xi 
CHAPTER 1 .......................................................................................................... 1 

1.1. Research Background ............................................................................... 1 
1.2. Research Problem ..................................................................................... 9 
1.3. Research Objectives .................................................................................. 9 
1.4. Research Benefits.................................................................................... 10 

CHAPTER II ....................................................................................................... 11 
2.1. Theory Review ........................................................................................ 11 

2.1.1. Stimulus-Organism-Response (S-O-R) .............................................. 11 
2.1.2. Fairness Theory .................................................................................. 12 
2.1.3. In-App Purchases (IAPs) .................................................................... 12 
2.1.4. Willingness to Spend on IAP ............................................................. 15 
2.1.5. Self-Control ........................................................................................ 16 
2.1.6. Perceived Aggressive Monetization ................................................... 17 
2.1.7. Previous Impulsive Spending ............................................................. 19 

2.2. Previous Researches................................................................................ 20 
2.3. Conceptual Framework ........................................................................... 25 
2.4. Hypotheses .............................................................................................. 27 

CHAPTER III ..................................................................................................... 31 
3.1. Research Paradigm.................................................................................. 31 
3.2. Research Object and Subject .................................................................. 31 
3.3. Population and Samples .......................................................................... 31 

3.3.1. Population........................................................................................... 31 
3.3.2. Samples .............................................................................................. 32 

3.4. Operationalization of the Variables ........................................................ 32 
3.5. Data Collecting Techniques .................................................................... 36 
3.6. Data Analysis Method............................................................................. 38 

3.6.1. Outer Model (Measurement Model) .................................................. 39 
3.6.2. Inner Model (Structural Model) ......................................................... 40 
3.6.3. Hypothesis Test .................................................................................. 41 

CHAPTER IV ...................................................................................................... 43 
4.1. Instrument Test (Measurement Model) .................................................. 43 

4.1.1. Pre Test ............................................................................................... 43 
4.1.2. Main Test............................................................................................ 45 



 

 

ix 

The Influence of…, Andri Seta Baskara, Universitas Multimedia Nusantara 

4.2. Descriptive Analysis ............................................................................... 45 
4.2.1. Respondent Profile ............................................................................. 45 
4.2.2. Respondent Characteristics ................................................................ 50 

4.3. Results and Analysis of Outer Models.................................................... 56 
4.3.1. Convergent Validity ........................................................................... 57 
4.3.2. Discriminant Validity ......................................................................... 59 
4.3.3. Perceived Aggressive Monetization (PAM) Measurement Models ... 62 

4.4. Results and Analysis of Inner Model ...................................................... 66 
4.4.1. Collinearity ......................................................................................... 66 
4.4.2. Coefficient of Determination (R2) ...................................................... 67 
4.4.3. Effect Size f2....................................................................................... 68 
4.4.4. Predictive Power (Q2)......................................................................... 69 

4.5. Hypothesis Test ....................................................................................... 70 
4.5.1. H1 Discussion .................................................................................... 71 
4.5.2. H2 Discussion .................................................................................... 72 
4.5.3. H3 Discussion .................................................................................... 72 
4.5.4. H4 Discussion .................................................................................... 73 
4.5.5. H5 Discussion .................................................................................... 74 
4.5.6. H6 Discussion .................................................................................... 74 
4.5.7. H7 Discussion .................................................................................... 76 

4.6. Findings and Discussion ......................................................................... 76 
4.7. Contributions........................................................................................... 80 

CHAPTER V ....................................................................................................... 84 
5.1. Conclusion .............................................................................................. 84 
5.2. Future Research Recommendations ........................................................ 85 

REFERENCES .................................................................................................... 87 
APPENDIX A ...................................................................................................... 92 
APPENDIX B ...................................................................................................... 93 
APPENDIX C ...................................................................................................... 94 
APPENDIX D ...................................................................................................... 95 
APPENDIX E ...................................................................................................... 99 
APPENDIX F ..................................................................................................... 101 

 
 

 



 

 

x 

The Influence of…, Andri Seta Baskara, Universitas Multimedia Nusantara 

LIST OF FIGURES 

Figure 1.1.  Market Share of Video Games by Type 2017-2022 ................... 2 

Figure 1.2.  Global revenue from F2P mobile game market 2018-2023 ....... 4 

Figure 2.1.  Salehudin and Alpert Framework model .................................. 26 

Figure 2.2.  Conceptual Framework ............................................................. 27 

Figure 4.1  Respondent Data by Age .......................................................... 47 

Figure 4.2  Respondent Data by Residence ................................................ 47 

Figure 4.3  Respondent Data by Occupations ............................................. 48 

Figure 4.4  Respondent Data by Playing Duration ..................................... 49 

Figure 4.5  Respondent Data by Playing Frequency ................................... 49 

Figure 4.6  Graphical Output of the Research Model ................................. 62 

Figure 4.7  Graphical Output of PAM Construct Bootstrapping Test ........ 66 

Figure 4.8  Simple Slope Plot of SC x WTS – SSI ..................................... 75 

Figure 4.9  Bootstrapping Result Chart ....................................................... 77 

 

 

 

 

 

 

 

 

 

 

 

 

file:///D:/4.%20MMT/CORETAN/0.%20ANDRI%20SETA%20BASKARA/ANDRI%20SETA_00000079483_CHAPTER%201%202%203%204%205rev%2010052024.docx%23_Toc166354082


 

 

xi 

The Influence of…, Andri Seta Baskara, Universitas Multimedia Nusantara 

LIST OF TABLES 

Table 2.1  Previous Research ..................................................................... 21 

Table 2.2  Research Variable Summary .................................................... 24 

Table 3.1  Operationalization of Self-Control Variable............................. 32 

Table 3.2  Operationalization of PAM Variable ........................................ 33 

Table 3.3  Operationalization of Previous Impulsive Spending Variable . 35 

Table 3.4  Operationalization of Willingness to Spend Variable .............. 36 

Table 3.5  Operationalization of Size of Spending Variable ..................... 36 

Table 4.1  Result of Pre-test Validity Test ................................................. 43 

Table 4.2  Result of Pre-test Reliability Test ............................................. 45 

Table 4.3  Respondent Profiles .................................................................. 45 

Table 4.4  Self-control Mean Score ........................................................... 51 

Table 4.5  PAM Mean Score ..................................................................... 52 

Table 4.6  PAM - Manipulativeness Mean Score ...................................... 52 

Table 4.7  PAM - Addictiveness Mean Score ............................................. 53 

Table 4.8  PAM - Riskiness Mean Score .................................................... 54 

Table 4.9  PAM - Intrusiveness Mean Score ............................................. 54 

Table 4.10  PAM - Overpricing Mean Score ............................................... 55 

Table 4.11  Previous Impulsive Spending Mean Score ............................... 56 

Table 4.12. Table of Reflective Model Convergent Validity....................... 57 

Table 4.13  Table of Reflective Construct Reliability ................................. 59 

Table 4.14  Cross Loading Measurement Results ....................................... 60 

Table 4.15  Heterotrait-Monotrait (HTMT) Ratio Final Results ................. 61 

Table 4.16  Fornell-Larcker Criterion Results ............................................. 61 

Table 4.17  PAM Collinearity Outer Model Final Statistics ....................... 64 

Table 4.18  PAM Outer Weights Test Results ............................................. 65 

Table 4.19.  PAM Outer Loading Test Results ............................................. 66 

Table 4.20  Inner Model Collinearity Statistics List .................................... 67 

Table 4.21  R2 values ................................................................................... 67 

Table 4.22  f2 values .................................................................................... 68 

Table 4.23  Q2 values ................................................................................... 69 

Table 4.24  Q2 values ................................................................................... 70 

Table 4.25  Results of Hypothesis Testing .................................................. 70 
 


