
Universitas Multimedia Nusantara

Quick Submit

Quick Submit

419-Article_Text-1652-1-10-20231128.pdf

Elissa Dwi Lestari

Document Details

Submission ID

trn:oid:::1:3126267124

Submission Date

Jan 9, 2025, 8:39 AM GMT+7

Download Date

Jan 9, 2025, 9:29 AM GMT+7

File Name

419-Article_Text-1652-1-10-20231128.pdf

File Size

372.8 KB

16 Pages

8,456 Words

44,414 Characters

Page 1 of 22 - Cover Page Submission ID trn:oid:::1:3126267124

Page 1 of 22 - Cover Page Submission ID trn:oid:::1:3126267124



12% Overall Similarity
The combined total of all matches, including overlapping sources, for each database.

Filtered from the Report

Bibliography

Quoted Text

Cited Text

Small Matches (less than 8 words)

Internet sources

Exclusions
1 Excluded Match

Match Groups

66 Not Cited or Quoted 12%
Matches with neither in-text citation nor quotation marks

0 Missing Quotations 0%
Matches that are still very similar to source material

0 Missing Citation 0%
Matches that have quotation marks, but no in-text citation

0 Cited and Quoted 0%
Matches with in-text citation present, but no quotation marks

Top Sources

0% Internet sources

9% Publications

6% Submitted works (Student Papers)

Integrity Flags
0 Integrity Flags for Review

No suspicious text manipulations found.
Our system's algorithms look deeply at a document for any inconsistencies that 
would set it apart from a normal submission. If we notice something strange, we flag 
it for you to review.

A Flag is not necessarily an indicator of a problem. However, we'd recommend you 
focus your attention there for further review.

Page 2 of 22 - Integrity Overview Submission ID trn:oid:::1:3126267124

Page 2 of 22 - Integrity Overview Submission ID trn:oid:::1:3126267124



Match Groups

66 Not Cited or Quoted 12%
Matches with neither in-text citation nor quotation marks

0 Missing Quotations 0%
Matches that are still very similar to source material

0 Missing Citation 0%
Matches that have quotation marks, but no in-text citation

0 Cited and Quoted 0%
Matches with in-text citation present, but no quotation marks

Top Sources

0% Internet sources

9% Publications

6% Submitted works (Student Papers)

Top Sources
The sources with the highest number of matches within the submission. Overlapping sources will not be displayed.

1 Student papers

University of South Australia 1%

2 Student papers

East Tennessee State University 1%

3 Publication

Luh Dyah Purnami, Anna Amalyah Agus. "The Effect of Perceived Value and Mobil… 1%

4 Student papers

Universiti Sains Malaysia 1%

5 Publication

Ilham Ramli, Lim Sanny. "The Effect of Addiction, Perceived Values and Mobile Ga… 1%

6 Student papers

Lyceum of the Philippines University Cavite 1%

7 Publication

Hsiao, Kuo-Lun, and Chia-Chen Chen. "What drives in-app purchase intention for … 0%

8 Publication

Jordan Ahmad Yasir, Anna Amalyah Agus. "Effect of Gaming Addiction, Game Loy… 0%

9 Publication

Saddam Hussain. "Towards nurturing the entrepreneurial intentions of neglected… 0%

10 Publication

Adinda Nur Balqish, Muhammad Sofian Hadi. "Student Perception of Mobile Lege… 0%

Page 3 of 22 - Integrity Overview Submission ID trn:oid:::1:3126267124

Page 3 of 22 - Integrity Overview Submission ID trn:oid:::1:3126267124



11 Publication

Salleh Mohd Radzi, Mohd Hafiz Mohd Hanafiah, Norzuwana Sumarjan, Zurinawati… 0%

12 Publication

Sunita Singh Sengupta, P. Jyothi, Suresh Kalagnanam, B. Charumathi. "Organizati… 0%

13 Student papers

Foreign Trade University - Ho Chi Minh Campus 0%

14 Student papers

Babson College 0%

15 Publication

Hurriyati Ratih, Tjahjono Benny, GafarAbdullah Ade, Sulastri, Lisnawati. "Advance… 0%

16 Publication

Badri Munir Sukoco, Rahmat Heru Setianto, Nidya Ayu Arina, Ade Gafar Abdullah,… 0%

17 Publication

Ronaldo Yolanda Putra, Ifta Firdausa Nuzula, Agus Syarip Hidayat. "Unveiling the … 0%

18 Publication

Christian Haposan Pangaribuan, Johan Setiawan, Desman Hidayat, Okta Prihatm… 0%

19 Publication

"Eurasian Business and Economics Perspectives", Springer Science and Business … 0%

20 Publication

Jagantheran, Muraliraj. "Lean Six Sigma and its Effect on Absorptive Capacity, Inn… 0%

21 Publication

Proença, Maria Helena Dias. "The Application of Social Media for Marketing Strat… 0%

22 Student papers

Asia Pacific University College of Technology and Innovation (UCTI) 0%

23 Publication

Andri Dayarana K. Silalahi, Teguh Indra Bayu. "User Addiction Behavior Towards … 0%

24 Publication

Elissa Dwi Lestari, Florentina Kurniasari, D. Wim Prihanto, Angely Maylin. "A fram… 0%

Page 4 of 22 - Integrity Overview Submission ID trn:oid:::1:3126267124

Page 4 of 22 - Integrity Overview Submission ID trn:oid:::1:3126267124



25 Student papers

School of Business and Management ITB 0%

26 Publication

Hui Ting Lim, Ali Vafaei-Zadeh, Haniruzila Hanifah, Davoud Nikbin. "Evaluating th… 0%

27 Publication

Ezlika M. Ghazali, Dilip S. Mutum, Jiu Hui Chong, Bang Nguyen. "Do consumers wa… 0%

28 Publication

Ton Duc Thang University 0%

29 Publication

Wei-Hung Hsiao, Tsung-Sheng Chang. "Understanding consumers’ continuance in… 0%

30 Publication

Ade Gafar Abdullah, Isma Widiaty, Cep Ubad Abdullah. "Global Competitiveness: … 0%

31 Publication

Atie Rachmiatie, Ike Junita Triwardhani, Alhamuddin, Cep Ubad Abdullah. "Islam, … 0%

32 Publication

Masrustaf, Galland Guritma. "Peran Human Capital Dan Keterlibatan Karyawan D… 0%

33 Publication

Ailie K.Y. Tang. "A systematic literature review and analysis on mobile apps in m-c… 0%

34 Publication

Aluisius Hery Pratono. "Does firm performance increase with risk-taking behavio… 0%

35 Publication

Chunmei Gan, Weijun Wang. "The influence of perceived value on purchase inten… 0%

36 Publication

Conrad, Melissa. "Standardizing Cybersecurity Training in the Healthcare Industr… 0%

37 Publication

Nishtha Rai, Ankur Srivastava. "Drivers of consumer trust in mHealth apps amon… 0%

38 Student papers

Segi University College 0%

Page 5 of 22 - Integrity Overview Submission ID trn:oid:::1:3126267124

Page 5 of 22 - Integrity Overview Submission ID trn:oid:::1:3126267124



39 Publication

Siska Noviaristanti, Hasni Mohd Hanafi, Donny Trihanondo. "Understanding Digit… 0%

40 Student papers

University of Durham 0%

Page 6 of 22 - Integrity Overview Submission ID trn:oid:::1:3126267124

Page 6 of 22 - Integrity Overview Submission ID trn:oid:::1:3126267124



 

ISSN: 2247-6172 

Review of Applied Socio-Economic Research      

(Volume 26, Issue 2 / 2023), pp. 67 - 82      

URL: http://www.reaser.eu      

e-mail: editors@reaser.eu      
 

67 

What Motivates Mobile Legends: Bang Bang Players' Loyalty and In-
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Abstract. Indonesia is ranked third as the country with the most gamers in the world. However, game 

developers have not capitalized on the large market in Indonesia to generate revenue using the freemium 

model. Therefore, this study aims to determine the factors that influence in-app purchase intention and 

loyalty in Mobile Legends: Bang Bang, with variables that include addiction, playfulness, and a good price. 

The object of research focuses on the Mobile Legends game because the number of downloaders in Indonesia 

is the largest in the world, but the amount of revenue is in fourth place in the world. This research uses a 

conclusive research design with a descriptive research method to test the research framework. The study 

used non-probability sampling with judgmental techniques with 220 respondents. The study used an 

electronic survey to collect the data, and data analysis was assessed using PLS-SEM. The study revealed that 

six out of eight hypotheses are supported. This study found that playfulness positively affects addiction, 

playfulness, and good price positively affect game loyalty, and addiction, good price, and loyalty positively 

affect in-app purchase intention. Meanwhile, the study found that addiction does not affect loyalty, and 

playfulness does not affect in-app purchase intention. Based on R2, the variable that has a very high 

influence on in-app purchase intention is a good price, while one that has a very high influence on loyalty is 

playfulness. 

 

Keywords: In-App Purchase Intention, Loyalty, Playfulness, Addiction, Good Price, Mobile Legends: 

Bang Bang 

JEL Codes: M30 

1. Introduction  

The internet penetration rate in Indonesia in 2022 reached 73.7%, with a total of 204.7 million 

people using the internet from the total population of Indonesia, which is 277.7 million (Nuraini et al., 2022). 

In terms of devices, the number of mobile device users in Indonesia has reached 370.7 million devices used 

by all Indonesians (Kemp, 2022). This trend is driving the growing popularity of online mobile gaming, 

which makes it easier for individuals to play video games via smartphones than it was previously when the 

game was only available to PC and console users (Nurfauzan & Thangchan, 2021; Pornpongtechavanich et 

al., 2022). Moreover, the COVID-19 pandemic made 46% of Indonesia's total population switch to online 

games (Siste et al., 2020). It was reported that the COVID-19 epidemic has increased the number of gamers 

in Indonesia to 77% of the overall population (Ericska et al., 2021). Therefore, the game industry in 

Indonesia contributes IDR 24.8 trillion to the total national GDP (Saputro, 2021). This makes Indonesia the 

third-biggest country with the most video game players in the world, below the Philippines and Thailand 

(Dihni, 2022).  
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 Gamers in Indonesia spend an average of 11 hours per week playing games using their smartphones 

(Putri, 2022). Online games have many types and genres (e.g., fighting games, game battle royale, first-

person shooter or FTS, Real-Time Strategy or RTS, vehicle simulation, life simulation, sports games, 

adventure games, and Role-Playing Games or RPG); among those genres, there are four types of games that 

have been very popular in Indonesia: MMORPGs, MMOFPS, MMORTS, and MOBAs (Putra & Ratnawati, 

2020). MOBAs are a popular type of video game today. This is one of the most popular strategy video game 

subgenres (Pornpongtechavanich et al., 2022). MOBA, which stands for massive online battle arena, is a 

form of online game that mixes RTS (real-time strategy) with RPG (role-playing game) (Chan et al., 2020). 

Mobile Legends: Bang Bang is a well-known MOBA game (Safitri et al., 2023; T’ng et al., 2022). At the 

moment, Indonesia is the most active contributor in Mobile Legends across all regions, as evidenced by the 

190 million downloads (Metasurya & Berlianto, 2022). Despite being huge from the user side, from the in-

app purchase side, countries like Malaysia are superior, contributing $138 million in revenue, or around IDR 

2 trillion, for the number of downloads, which is only 27 million. While Indonesia had such a large number 

of players, its in-app purchase contribution was only USD 119 million, or around IDR 1.7 trillion (Taufik, 

2022).  

Today's multiplayer games provide features like freemium that pique player interest since in excess 

of ninety percent of the apps available on mobile devices are free (Hsu & Lin, 2016). A freemium business is 

one that offers a product for free at first, then charges extra for more expensive goods or services. Examples 

of this include music, periodicals, social networks, cloud services, and, specifically, video games (Hamari et 

al., 2020), like Mobile Legends: Bang Bang. To attract customers, many app developers offer a free 

basic/trial version and charge a monthly fee for premium services. Others offer the full version for free and 

make money through advertising or in-app purchases for ad removal or value-added content. Thus, before 

buying a premium app, buyers usually try a trial or free version to familiarize themselves with its content and 

capabilities. Based on their trial or free experience, they decide to buy the commercial version (Hsu & Lin, 

2015). Nonetheless, the number of freemium users was fairly tiny (just 2.2%) of all gamers, which created a 

severe issue for game creators (Ericska et al., 2021; Purnami & Agus, 2020), especially when freemium 

became the mobile game developer's main business model strategy. As a result, examining factors that 

motivate users to make in-app purchases is essential for game developers and marketers (Hsu & Lin, 2015).  

Moreover, most casual games are free and monetized by in-app purchases and ads (Hsu & Lin, 2015, 

2016). Thus, switching games does not cost the user. Since smartphones have limited capacity, users can 

quickly remove one game app and download another. Thus, as businesses seek strategies to maintain long-

term consumer connections, understanding what motivates players to keep playing and promote a game is 

crucial (Molinillo et al., 2020). The more involvement and "stickiness" a game has, the more likely players 

are to make in-app purchases (Balakrishnan & Griffiths, 2018). 

 Investigating the behavioral background of mobile games has become an intriguing issue (T’ng et 

al., 2022). Despite the fact that numerous studies look into the behavioral and attitude backgrounds of mobile 

gamers, there is only a little study on the effect of perceived value on in-app purchases and loyalty in mobile 

gaming. At the same time, previous research has shown that product value is an essential element in boosting 

app purchases and usage in the e-commerce setting (Hsu & Lin, 2016). Furthermore, despite the importance 

of these two factors, little study has been undertaken to examine the relationship between the intention to 

make in-app purchases and the loyalty of players in playing specific games (Purnami & Agus, 2020b), which 

is Mobile Legends: Bang Bang. Therefore, this study aims to look at the factors that affect loyalty to a game 

and in-app purchase intention for games that use the freemium model as a method of earning revenue. This is 

done by using the components of perceived value, namely addiction, playfulness, and good price, which can 

encourage gamers to create a sense of loyalty and in-app purchase intention. 
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2. Research Elaboration   

2.1. Perceived Value 

Perceived value is an individual's assessment in the form of perceptions of goods and services from 

companies based on the benefits and uses they receive (Hsiao & Chen, 2016). This perceived value has value 

components that influence gamers in playing games, namely addiction, playfulness, and good price. This 

perceived value component will encourage gamers to continue playing Mobile Legends: Bang Bang so that it 

can generate loyalty to Mobile Legends: Bang Bang and make gamers intend to buy the available premium 

features (Widodo & Balqiah, 2020). 

 

2.2. Playfulness 

Playfulness is an affective state that arises because of enjoyment and pleasure, causing interest in 

something (Hsiao & Chen, 2016). Playfulness can serve as a component in the development and maintenance 

of addictive behavior, such as excessive computer gaming (Berger et al., 2018). According to Lu & Wang 

(2008), perceived playfulness directly impacts online game addiction. Gamers who seek joyful experiences 

become frequent users. As a result, these players are more prone to acquire a psychological dependence on 

online games. 

In order to attract gamers, playfulness is a key criterion. The more gamers believe the game is 

enjoyable to play, the more likely they are to return to it and create loyalty (Huang & Hsieh, 2011). 

According to the Purnami and Agus (2020) study, perceived playfulness influences player loyalty to the 

game. This indicates that the more gamers feel the game excites them, the more likely they are to continue 

playing the game. According to Widodo (2022), playfulness has a positive impact on loyalty to PUBG 

Mobile, and users who believe that PUBG Mobile is a fun game will prefer to play PUBG Mobile over other 

online mobile games if they want to play a game (Widodo & Balqiah, 2020). Moreover, based on Hsiao and 

Chen's (2016) and Cheung et al. (2021) research, playfulness has a positive impact on loyalty in mobile 

gaming, as well as a substantial impact on paid gamers' purchase intentions. Therefore, the hypothesis 

proposed in this study is: 

 H1: Playfulness has a positive addiction 

H2: Playfulness has a positive influence on loyalty 

 H3: Playfulness has a positive influence on In-App Purchase Intention 

 

2.3. Addiction 

Addiction is the tendency to repeat and maintain appetitive behavior that causes pleasure and 

satisfaction (Herie & Skinner, 2014). When gamers experience addictive behavior, two behaviors will arise, 

namely loyalty and in-app purchase intention (Lu & Wang, 2008; Widodo & Balqiah, 2020). Balakrishnan 

and Griffiths (2018) revealed that addiction directly affects players' loyalty and also has the capacity to 

stimulate the users’ intention to purchase in-game apps, so it can be concluded that the hypothesis proposed 

in this study is: 

H4: Addiction has a positive influence on loyalty 

 H5: Addiction has a positive influence on In-App Purchase Intention 

 

2.4. Good Price 

Good Price is the main factor for measuring the sacrifice that consumers will give to get a product or 

feature in a game (Hsiao & Chen, 2016). Therefore, when gamers feel that the premium features being sold 

2

3

Page 9 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

Page 9 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

mailto:editors@reaser.eu


 

ISSN: 2247-6172 

Review of Applied Socio-Economic Research      

(Volume 26, Issue 2 / 2023), pp. 67 - 82      

URL: http://www.reaser.eu      

e-mail: editors@reaser.eu      
 

70 

are priced accordingly, it will create a sense of loyalty (Cheng et al., 2008) and increase gamers' intention to 

buy the available premium features (Lu & Hsiao, 2010). Widodo and Balqiah (2020) and Liao et al. (2020) 

have discovered a positive relationship between a good price of in-app features and purchase intention of in-

app features, so it can be concluded that the hypothesis proposed in this study is: 

 H6: Good Price has a positive influence on Loyalty 

 H7: Good Price has a positive influence on In-App Purchase Intention 

 

2.5. Loyalty and In-app purchase intention 

Loyalty is a consumer behavior that is loyal to goods and services so as to form repeat behavior 

(Teng, 2017). Meanwhile, In-App Purchase Intention is consumer behavior when they want to make 

purchases of available goods and features (Chang et al., 2019). Loyalty to the mobile game describes a 

gamer's inclination to continue playing or suggest that mobile game (Hsiao & Chen, 2016). When there is an 

ongoing connection with the game, loyalty increases gradually, and consumers may feel comfortable being 

loyal and supporting online games. Loyalty also encourages users to submit reviews, rank games and spread 

positive word of mouth (Balakrishnan & Griffiths, 2018). In the case of in-app purchases, loyalty is a 

significant factor. If gamers are willing to keep playing and recommending a mobile game, they are more 

likely to purchase it (Hsiao & Chen, 2016). Moreover, a recent study conducted by (Widodo & Balqiah, 

2020) and (Purnami & Agus, 2020b) also confirmed the positive effect of loyalty in stimulating in-app 

purchases in mobile gaming. Therefore, this study postulates hypothesis : 

 H8: Loyalty has a positive influence on In-App Purchase Intention 

 

Likewise, Figure 1 depicts the research model described above. 

 
Fig1. Research model 

Source: Created by authors 

 

3. Methodology 

This study has a research object, namely Mobile Legends: Bang Bang, which is a mobile game with 

a freemium model based on the Multiplayer Online Battle Arena (MOBA). This study uses a conclusive 

research design with a descriptive research design method because the purpose of this study is to examine the 

relationship between two or more variables using research hypotheses. This study also uses quantitative data 

obtained through a questionnaire, which is measured using a Likert scale of 1–5, ranging from "very 

disagree" (1) to "strongly agree" (5) (Malhotra, 2019). The type of research used in a descriptive research 

design is a cross-sectional design because the research collects information from each sample element of the 

population only once in a certain period (Malhotra, 2019).  
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 This study uses non-probability sampling with a judgemental technique because the selection 

process of the sample elements is based on the criteria determined by the researcher so that the sample taken 

is representative of the population. Respondents will be selected based on screening to be a sample of the 

existing population. The sample selection criteria in this study are Mobile Legends: Bang Bang players in 

Indonesia, still playing Mobile Legends: Bang Bang. It has been one month since they have not purchased 

diamonds and premium features of Mobile Legends: Bang Bang officially, and are aged 16 to 36 years (age 

profile of Mobile Legends: Bang Bang players in Indonesia). The extension of this research focuses on the 

country of Indonesia, which is divided into the JABODETABEK area and outside JABODETABEK, 

because the researcher wants to focus this research on phenomena that occur in Indonesia. Then, the time 

frame for this research was carried out from September 2022 and ends in December 2022.  

Data from this study was obtained through questionnaires distributed through social media and 

online communities. The questionnaire was divided into two sessions: demographic profile and construct 

items. The items used to operationalize the construct were adapted through relevant previous research and 

modified to suit the research object. There are items that are used as questionnaire questions to represent 

each construct studied. Items for measuring addiction are adapted by Lu and Wang (2008) and Balakrishnan 

and Griffiths (2018). Items that measure playfulness are adapted from Hsiao and Chen (2016) and Cheung et 

al. (2021). Items that measure good price are adapted from Cheung et al. (2021) and Purnami and Agus 

(2020). Items that measure loyalty are adapted from Cheung et al. (2021) and Purnami and Agus (2020). 

Items that measure in-app purchase intention are adapted from Balakrishnan and Griffiths (2018) and 

Purnami and Agus (2020). All items were measured using a Likert scale of 1 – 5, ranging from "strongly 

disagree" (1) to "strongly agree" (5). 

 We used the SmartPLS 3.0 software for carrying out partial least squares (PLS) analysis on the 

research model (C.M. Ringle et al., 2015). We analyzed the measurement model (reliability and validity of 

the measurements) and followed by the structural model (examining the hypotheses) using (Anderson & 

Gerbing, 1988) recommended two-stage analytical approaches (Joseph F. Hair et al., 2019). A bootstrapping 

approach (5,000 resamples) was used to determine the significance of the loadings and path coefficients 

(Joseph F. Hair et al., 2019). 

 

4. Results and Discussions  

The research questionnaire was distributed online from November 9 to November 16, 2022. The 

number of respondents who filled out the questionnaire reached 230 respondents. However, there were 220 

respondents who made it through the screening stage, and the researchers decided to use 215 respondents to 

be processed, or as much as 93% of the response rate. The results of the sample analysis of respondents show 

that 59.5% are male, most of the respondents are 16-20 years old with 75.8%, 56.3% are students with an 

income of IDR 1,000,000 – IDR 2,000,000, and in a week, they will play Mobile Legends: Bang Bang "as 

much as 2 – 3 times" by 40%. Table 1 is a summary of the respondent's profiles. 

 

Respondents Demography 

Table 1: Profile of respondents 

Measure Items Frequency % 

Gender Male 128 59.5 

 Female 87 40.5 

Domicile Bekasi 23 10.7 

7

7

18

2121

32

35

39
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 Bogor 24 11.2 

 Depok 31 14.4 

 Jakarta 30 14 

 Tangerang 87 40.5 

 Outside JABODETABEK 20 9.3 

Age 16 – 20 163 75.8 

 21 – 25 52 24.2 

Profession Students 35 `6.3 

 College Students 121 56.3 

 Professional 57 26.5 

 Doesn’t work 1 0.5 

 Entrepreneur 1 0.5 

Income < Rp 1.000.000 34 15.8 

 Rp 1.000.000 – Rp 2.000.000 54 25.1 

 Rp 2.000.000 – Rp 3.000.000 45 20.9 

 Rp 3.000.000 – Rp 4.000.000 21 9.8 

 Rp 4.000.000 – Rp 5.000.000 30 14 

 > Rp 5.000.000 31 14.4 

Monthly Spending on 

Mobile Legends: Bang 

Bang 

< Rp 100.000 

88 

40.9 

 Rp 100.000 – Rp 500.000 82 38.1 

 Rp 500.000 – Rp 1.000.000 46 21.4 

 > Rp 1.000.000 16 7.4 

Play time per day  < 1 Hour 16 7,4 

 1 – 2 Hour 50 23.3 

 2 – 3 Hour 69 32.1 

 3 – 4 Hour 52 24.2 

 > 4Hour 28 13 

Number of playing Mobile 

Legends: Bang Bang in a 

week 

1 or < 1 / Week 

6 

2.8 

 1 – 2 / Week 29 13.5 

 2 – 3 / Week 86 40 

 3 – 4 / Week 62 28.8 

 > 4 / Week 32 14.9 

Games played other than 

Mobile Legends: Bang 

Bang 

Yes, I play more than one game 

192 

89.3 

 

No, I am only play Mobile 

Legends: Bang Bang 23 

10.7 

Source: Authors’ own work  

 

Measurement Model Analysis 

 The study examines four components of measurement model analysis, which consist of outer 

loadings, indicator reliability, concept reliability, convergent validity, and discriminant validity (Ringle et al., 

2015; Ringle et al., 2018). The reliability of latent variables was determined using outer loadings, indicator 

reliability, and composite reliability (Fornell & Larcker, 1981; Hair et al., 2014; Hair et al., 2016). Indicators 

with an outer loading of 0.7 or above are favorable (Hair et al., 2014; Wong, 2013). Based on Table 4, the 

model contained all components with a value of 0.7 or above.  

 Internal consistency reliability is estimated using composite reliability in this study. Good internal 

reliability, according to Wong (2013), should have a threshold value of 0.7 or greater. The composite 

4
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reliability for all variables ranged between 0.903 and 0.958 (Table 2), indicating that the constructs' 

reliability is satisfactory. For testing convergent validity, this study employed average variance extracted 

(AVE). The amount of variance captured by a construct in relation to the amount of variance owing to 

measurement error is defined as AVE (Hair et al., 2017). The AVE value should be more than the 0.50 

threshold value to be deemed to have good convergent validity. According to Table 2, all constructs revealed 

strong convergent validity, with AVE values ranging from 0.700 to 0.849, which are greater than the 

threshold value of 0.50 (Fornell & Larcker, 1981). 

Table 2: Construct reliability and validity 

Variable Cronbach's Alpha Composite 

Reliability 

Average Variance 

Extracted (AVE) 

Addiction 0.856 0.903 0.700 

Playfulness 0.945 0.958 0.821 

Good Price 0.902 0.928 0.719 

Loyalty 0.906 0.941 0.842 

In-Apps Purchase 

Intention 

0.908 0.931 0.729 

Source: Authors’ own work 

 

The Fornell-Larcker criterion, cross-loadings, and the HTMT criterion were used to assess discriminant 

validity. Wong (2013) proposed that the square root of average variance extracted from each latent variable be greater 

than the correlations among the latent variables for the Fornell-Larcker criterion. Hair et al. (2014) proposed that off-

diagonal values in latent variable correlation should be smaller than diagonal values. The square root of AVE occurs in 

the diagonal cells, while correlations appear below it, as shown in Table 3, and diagonal values (in bold) are greater 

than off-diagonal values. Furthermore, the cross-loading score for all constructions met the 0.7 minimal threshold 

(Table 4). Because of the shortcomings of the Fornell-Larcker criterion and because the HTMT criterion is also utilized 

in this work, we used the HTMT ratio, as indicated by Henseler et al. (2009). According to Gold et al. (2001), values 

less than 0.90 (HTMT 0.90) nevertheless represent discriminant validity. Based on Table 5, the construct HTMT values 

are less than 0.90. So, it can be concluded that the model has a good discriminant validity. 

Table 3: Fornell-Larcker criterion (discriminant analysis) 

 Addiction Good 

Price 

In-Apps 

Purchase 

Intention 

Loyalty Playfulness 

Addiction 0.837     

Good Price 0.763 0.848    

In-Apps Purchase Intention 0.624 0.654 0.854   

Loyalty 0.770 0.768 0.642 0.918  

Playfulness 0.810 0.808 0.603 0.833 0.906 

Source: Authors’ own work 

 

Table 4: Outer loading and cross-loading 
 Addiction Good Price In-Apps 

Purchase 

Intention 

Loyalty Playfulness 

Addict_1 0.867 0.664 0.531 0.697 0.751 

Addict_2 0.760 0.538 0.473 0.548 0.612 

Addict_4 0.847 0.624 0.527 0.648 0.650 

Addict_5 0.869 0.718 0.555 0.674 0.691 

GoodPrice__1 0.703 0.876 0.545 0.703 0.692 

GoodPrice__2 0.550 0.797 0.533 0.533 0.615 

GoodPrice__3 0.698 0.874 0.553 0.728 0.737 
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GoodPrice__4 0.630 0.836 0.564 0.604 0.660 

GoodPrice__5 0.643 0.855 0.580 0.672 0.715 

InAppPurch_1 0.554 0.581 0.884 0.562 0.534 

InAppPurch_2 0.662 0.679 0.845 0.708 0.645 

InAppPurch_3 0.528 0.548 0.873 0.534 0.517 

InAppPurch_4 0.423 0.428 0.812 0.415 0.408 

InAppPurch_5 0.426 0.485 0.855 0.435 0.396 

Loyal_3 0.646 0.639 0.570 0.881 0.688 

Loyal_4 0.735 0.730 0.598 0.938 0.802 

Loyal_5 0.735 0.741 0.598 0.933 0.799 

Playful_1 0.763 0.758 0.573 0.784 0.915 

Playful_2 0.715 0.720 0.566 0.743 0.893 

Playful_3 0.715 0.716 0.570 0.735 0.873 

Playful_4 0.746 0.732 0.546 0.767 0.928 

Playful_5 0.730 0.734 0.472 0.744 0.921 

Source: Authors’ own work 

Table 5: Heterotrait-monotrait ratio (HTMT) (discriminant validity) 

 Addiction Good 

Price 

In-Apps 

Purchase 

Intention 

Loyalty Playfulness 

Addiction      

Good Price 0.863     

In-Apps Purchase Intention 0.687 0.704    

Loyalty 0.870 0.844 0.684   

Playfulness 0.898 0.873 0.630 0.898  

Source: Authors’ own work 

 

Structural Model Analysis 

The inner, or structural, model is then estimated, which can be done by taking into account 

estimations of the path coefficient, coefficient of determination (R2), effect size (f2), and predictive 

relevance (Q2) (Henseler et al., 2009). The PLS-SEM, unlike the CB-SEM, does not necessitate the 

evaluation of goodness-of-fit measures, according to (Ringle et al., 2018). It sets the minimal minimum of 

statistics and data normality criteria. As a result, R2 was used to evaluate the model's fit. Figure 2 shows that 

the R2 for addiction was 0.656, 0.734 for 0.488 for in-app purchase intention. It means that 65.6% of the 

addiction variance could be explained by playfulness. Moreover, 73.4% of the variance in loyalty and 48.8% 

of the variance in in-app purchase intention could be explained by variable addiction, playfulness, and a 

good price. All of the R2 values are above the 0.26 threshold, so it can be concluded that addiction, 

playfulness, and a good price highly predict loyalty and in-app purchase intention (Cohen, 1988). 

Moreover, In the present study, predictive relevance (Q2) assessments were performed employing 

blindfolding techniques versus endogenous factors in reflection measurements (Hair et al., 2014). 

Meanwhile, the blindfolding is done with the omission distance (O.D.) of seven different settings (Hair et al., 

2011). The value of Q2 must be greater than 0 for a structural model to be thought to have excellent 

predictive capacity (Hair et al., 2014). Table 6 displays Q2 values of 0.454 for addiction, 0.606 for loyalty, 

and 0.333 for in-app purchase intention variables. Because all endogenous variable Q2 values are greater 

than zero, the research model has strong predictive relevance. Further, the f2 was performed to see whether 

exogenous constructs had a significant influence on endogenous constructs. According to Hair et al. (2014), 

f2 values of 0.02, 0.15, and 0.35, respectively, represent the small, medium, and substantial effects of 

exogenous constructs on endogenous constructs. 
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Fig 2: Results of PLS algorithm 

 

To examine the link between latent constructs and validate the conceptual model, a structural model 

assessment is performed (Hair et al., 2014; Wong, 2013). The current study analyzed the structural model after 

analyzing the measurement model by using bootstrap on 5000 samples to assess the level of significance of the path 

coefficient significance (Hair et al., 2017; Henseler et al., 2009). The study's hypothesis testing was done by looking at 

the β and T values of Statistics (Chin, 1998). 

Table 6. Path analysis 

  (β) T Value P Value Decision R2 f2 Q2 

H1 Playfulness 

→Addiction 

0.810 22.652 0.000 Supported 0.656 1.911 0.454 

H2 Playfulness 

→ Loyalty 

0.495 4.155 0.000 Supported 0.734 0.237 0.606 

H4 Addiction 

→Loyalty 

0.211 1.468 0.071 Not 

Supported 

 0.052  

H6 Good Price 

→ Loyalty 

0.207 1.999 0.023 Supported  0.050  

H3 Playfulness 

→ In-app 

purchase 

intention 

-0.079 0.638 0.262 Not 

Supported 

0.488 0.003 0.333 

H5 Addiction 

→In-app 

purchase 

intention 

0.210 1.860 0.031 Supported  0.025  

H7 Good Price 

→ In-app 

purchase 

intention 

0.336 2.597 0.005 Supported  0.066  

H8 Loyalty → 

In-app 

0.288 2.102 0.018 Supported  0.043  
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purchase 

intention 

Source: Authors’ own work 

 

According to Table 6, six of the eight hypotheses tested in the study were supported. Playfulness has 

a positive effect on addiction to Mobile Legends: Bang Bang (β= 0.810, T = 22,652, P = 0.000, with a 

substantial effect size where f2 = 1.911). Therefore, hypothesis 1 is supported. In terms of loyalty to play 

Mobile Legends: Bang Bang, playfulness (β= 0.495, T = 4.155, P = 0.023, with a medium effect size where 

f2 = 0.237) and a good price (β = 0.207, T = 1.999, P = 0.000, with a medium effect size where f2 = 0.050) 

are found positively affect loyalty, while addiction is found to be not significant (β = 0.211, T = 1.468, P = 

0.071, with a small effect size where f2 = 0.052). Therefore, we can conclude that hypotheses 2 and 6 are 

supported, while hypotheses 4 is not. In terms of in-app purchase intention on Mobile Legends Bang Bang, 

addiction (β = 0.210, T = 1.860, P = 0.031, with a small effect size where f2 = 0.025), a good price (β = 

0.336, T = 2.597, P = 0.005, with a small effect size where f2 = 0.066), and loyalty (β = 0.288, T = 2.102, P 

= 0.018, with a small effect size where f2 = 0.043) are found positively affect gamers in-app purchase 

behavior, while playfulness is found to be insignificant (β = -0.079, T = 0.638, P = 0.262, with no effect 

size). Therefore, we can conclude that hypotheses 5, 7, and 8 are supported, while playfulness is not. 

 

5. Discussion 

The study investigates how perceived values in the form of playfulness, addiction, and a good price 

are affected by Mobile Legends: Bang Bang loyalty and in-app purchases in Indonesia as the biggest players' 

contributors. Based on the hypothesis testing result, this study found that playfulness positively increased 

players' addiction to mobile gaming. This result strengthened the previous research results that have been 

conducted (Berger et al., 2018; Lu & Wang, 2008). Online gaming offers a pleasurable experience to its 

players. This experience makes the players keep coming back and increase their time for play to achieve self-

satisfaction. As a result, these players are more likely to become psychologically dependent on online 

gaming or become game addicts. 

In terms of loyalty, this study result shows that playfulness and a good price are factors that 

positively increase player loyalty to Mobile Legends: Bang Bang, while addiction is not significant. Several 

studies confirm the positive effect of playfulness on loyalty for mobile gaming (Huang & Hsieh, 2011; 

Purnami & Agus, 2020b; Widodo & Balqiah, 2020). According to Cheung et al. (2021), playfulness has a 

significant effect on loyalty because game developers continue to develop the playing experience by creating 

storylines or game techniques that lead to enjoyment or pleasure in playing; this will build loyalty between 

players gamers and games played. It can be concluded that Mobile Legends: Bang Bang players in Indonesia 

will be loyal to Mobile Legends when MOONTON continues to make innovations that make gamers feel 

happy when playing, and there are the latest gameplay patches/updates on games that make Mobile Legends: 

Bang Bang much more fun than previously. This will build the loyalty of gamers in Indonesia towards 

Mobile Legends: Bang Bang in Indonesia. 

Moreover, the good price of features sold in Mobile Legends: Bang Bang has a positive effect on 

loyalty. This is similar to the research conducted by Liao et al. (2020) that states that a good price has a 

significant effect on loyalty because when gamers feel that the game they are playing has features that are 

sold at the right price, it is likely that a sense of loyalty will be created for the game they are playing. It can 

be concluded that Mobile Legends: Bang Bang players in Indonesia will sacrifice money or give their money 

to get featured in a game when they already have a sense of loyalty to the game. This is because a certain 
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level of consumer confidence in the money they sacrifice is commensurate with the services or features they 

get in the game. 

In terms of in-app purchases, the study result shows that addiction, a good price, and loyalty are 

factors that positively drive player intention to buy, while the effect of playfulness is not significant. The 

positive effect of addiction on in-app purchase intention confirms the previous research findings 

(Balakrishnan & Griffiths, 2018; Lu & Wang, 2008; Widodo & Balqiah, 2020). Based on the descriptive 

analysis, the majority of the respondents, or 56.3%, play Mobile Legends: Bang Bang between 2 and 4 hours 

a day; even 13% of the respondents claim that they play more than 4 hours a day. Online game addiction is 

defined as a psychological reliance on playing games online that compels gamers to play a given game 

incessantly. Addiction to internet gaming increases players' competitiveness. Players that are addicted will 

keep looking for winnings, even if it costs them money. Moreover, this study also confirms the positive 

effect of good price perception on in-app purchase intention. Based on the descriptive statistics result, the 

majority of respondents, or 59.6%, have average spending on Mobile Legends: Bang Bang between Rp 

100.000 and Rp 1.000.000, or a range of 6.6 USD to 66.6 USD a month. Some of them, or 7.4%, could spend 

more than 66.6 USD a month. It can be concluded that when players perceived the price as reasonable, they 

would consider making an in-app purchase in the near future. 

The study also found that loyalty to Mobile Legends: Bang Bang has a positive influence on in-app 

purchase intention. This is similar to the research conducted by Hsiao and Chen (2016), who found that 

loyalty has a significant effect on in-app purchase intention because loyalty is an important factor in the 

context of in-app purchase intention. If players are willing to continue playing and recommend the games 

they play, they will have a stronger intention to pay for the game features provided. It can be concluded that 

Mobile Legends: Bang Bang players in Indonesia will have the intention to buy the features provided by 

Mobile Legends when they are willing to continue playing and will recommend the Mobile Legends game. 

Lastly, the study found that playfulness does not affect in-app purchases. This is because gamers in 

Indonesia will only consider the games they play as fun and will not consider fun games as the reason why 

they want to buy the features available in mobile games. This is similar to research conducted by Widodo 

and Balqiah (2020), which stated that playfulness does not have a significant effect on in-app purchase 

intention because gamers in Indonesia will only perceive the games they play as fun and will not consider 

fun games as a reason, why they want to buy the features available in mobile games. 

 

6. Conclusions and Implication 

The study investigates the effect of the variables addiction, playfulness, and good price on loyalty 

and in-app purchase intention. It can be concluded that there are six hypotheses that have a significant effect 

and two that are not significant. These six hypotheses consist of the relationships between playfulness and 

addiction, playfulness and good price to loyalty, and addiction, good price, and loyalty to in-app purchase 

intention. Meanwhile, the two hypotheses that are not significant consist of addiction to loyalty and 

playfulness to in-app purchase intention. 

 After this research, the researcher makes recommendations for future research and gives advice to 

help Mobile Legends: Bang Bang increase loyalty and in-app purchase intention. Researchers suggest 

several managerial implications for the game developer. To take advantage of playfulness, Mobile Legends: 

Bang Bang needs to increase the graphic and visual quality of heroes, skins, recalls, and premium features to 

make them more realistic and fascinating. Second, Mobile Legends: Bang Bang can create top worldwide 

edition skins with greater visuals and details to start improving visual quality. This skin has exclusive music 

and map presentations. This will encourage gamers to play often to reach the top of the worldwide 
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leaderboard and acquire this exclusive skin. Third, developers can increase penalties for players who 

frequently go AFK (away from the keyboard) or leave the game, which imbalances the number of players 

fighting, like in Wild Rift. This is necessary to keep Mobile Legends: Bang Bang players entertained and 

relieve stress. 

 In terms of good prices, developers can increase loyalty through trading skin events, where players 

can trade their skins for other skins when they win the MCL (MLB Championship League) every Saturday. 

Players can exchange skins with the same or fewer diamonds in this trading event. This event gives gamers 

cheaper features and makes them more devoted to MCL. Second, the developer has to offer discount 

vouchers for premium features when customers fill up on diamonds every month to keep players loyal. 

Third, developers can boost loyalty by hosting disaster relief or other charitable events. 5%–10% of diamond 

sales will be donated to the charity event. This can boost Mobile Legends loyalty: Bang Bang because 

gamers in Indonesia who have a habit of dividing their money to top up some of the games they play will 

focus on top-ups on Mobile Legends: Bang Bang since they know their top-up results will help others. 

 Developers can reward the top 100 players on the global leaderboard each season and offer new 

goals for gamers with the most heroes and emblems by taking advantage of addiction. The top worldwide 

rank gets 5,000 diamonds, the second 4,000, the third 3,000, the fourth to the tenth 2000, the fifth to fifty-one 

1,500, and the fifty-first to one hundredth 1000. Second, developers can design new prizes for Mobile 

Legends: Bang Bang gamers who complete all heroes and emblems. 

 Loyalty events can boost in-app purchases. On the last day, premium products will be randomly 

selected on a spin wheel that can be cycled five times for 50 diamonds. Mobile Legends: Bang Bang will be 

recalled to maintain streaks and perhaps get discounted premium features. Developers can then create point-

reward loyalty events. Mobile Legends: Bang Bang premium products receive developer points. These points 

reward loyal Mobile Legends: Bang Bang top-up players. 

 The researcher would like to make some suggestions for future research. Since most respondents in 

this survey were from JABODETABEK, the researcher suggests that future studies include a larger area. 

According to Budianto (2021), , Java contributes to 52% of Mobile Legends Bang Bang players; Sumatra 

contributes 29.38%; Kalimantan contributes 7.41%; Sulawesi contributes 6.29%; Bali contributes 3.73%; 

and Papua contributes 0.54%. Yogyakarta, Bandung, Surabaya, and Semarang have the highest Java 

proportion outside JABODETABEK. Second, future studies can focus on a certain gender, such as men or 

women, to better understand purchase behavior and help game makers develop more tailored techniques. 

Third, in this study, research only uses addiction, playfulness, and good price, which affect loyalty and in-

app purchase intention. Future research could add other variables that can affect loyalty and in-app purchase 

intention, such as connectedness, rewards, and access flexibility. Fourth, for future research, the research 

model used by researchers can be used for other online mobile games that use in-app purchases as a source 

of game developer revenue, such as Clash of Clans, Free Fire, Arena of Valor, and Wild Rift. This will be 

useful to deepen the factors that will influence players' purchases in mobile game applications. 

 

7. References  

[1]  Anderson, J. C., & Gerbing, D. W. (1988). Structural Equation Modeling in Practice: A Review and 

Recommended Two-step Approach. Psychological Bulletin, 103(3), 411–423. https://doi.org/10.1037/0033-

2909.103.3.411 

[2] Balakrishnan, J., & Griffiths, M. D. (2018). Loyalty towards online games, gaming addiction, and purchase 

33

36

Page 18 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

Page 18 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

mailto:editors@reaser.eu


 

ISSN: 2247-6172 

Review of Applied Socio-Economic Research      

(Volume 26, Issue 2 / 2023), pp. 67 - 82      

URL: http://www.reaser.eu      

e-mail: editors@reaser.eu      
 

79 

intention towards online mobile in-game features. Computers in Human Behavior, 87, 238–246. 

https://doi.org/10.1016/j.chb.2018.06.002 

[3] Berger, P., Bitsch, F., Bröhl, H., & Falkenberg, I. (2018). Play and playfulness in psychiatry: a selective review. 

International Journal of Play, 7(2), 210–225. https://doi.org/10.1080/21594937.2017.1383341 

[4] Budianto, W. (2021). Pemain Mobile Legends Indonesia Paling Banyak dari Daerah Mana? Ini Jawabannya! 

Https://Www.Upstation.Asia/. https://www.upstation.asia/pemain-mobile-legends-indonesia-paling-banyak-dari-

daerah-mana/#:~:text=Bedasarkan data yang dirilis Moonton,persen datang dari Pulau Sumatera. 

[5] Chan, A. S., Fachrizal, F., & Lubis, A. R. (2020). Outcome Prediction Using Naïve Bayes Algorithm in the 

Selection of Role Hero Mobile Legend. Journal of Physics: Conference Series, 1566(1). 

https://doi.org/10.1088/1742-6596/1566/1/012041 

[6] Chang, T.-S., Hsiao, W.-H., Chen, T.-C., & Ganbold, E. (2019). Hedonic, Utilitarian, and Social Motivations for 

Consumers Purchase Mobile in-App Content Behavior. International Journal of Innovation in Management, 7(1), 

1–7. 

[7] Cheng, T. C. E., Lai, L. C. F., & Yeung, A. C. L. (2008). The driving forces of customer loyalty: A study of 

internet service providers in Hong Kong. International Journal of E-Business Research, 4(4), 26–42. 

https://doi.org/10.4018/jebr.2008100103 

[8] Cheung, M. L., Leung, W. K. S., Chang, L. M. K., & Shi, S. (2021). Driving loyalty intentions of mobile games: a 

motivation theory perspective. Quality and Quantity, February. https://doi.org/10.1007/s11135-021-01120-y 

[9] Chin, W. W. (1998). The Partial Least Squares Approach to Structural Equation Modeling. Modern Methods for 

Business Research, 295(2), 295-336. 

[10] Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences. Routledge. 

https://doi.org/https://doi.org/10.4324/9780203771587 

[11] Dihni, V. A. (2022). Jumlah Gamers Indonesia Terbanyak Ketiga di Dunia. Https://Databoks.Katadata.Co.Id/. 

https://databoks.katadata.co.id/datapublish/2022/02/16/jumlah-gamers-indonesia-terbanyak-ketiga-di-dunia 

[12] Ericska, R. A., Nelloh, L. A. M., & Pratama, S. (2021). Purchase intention and behavioural use of freemium 

mobile games during Covid-19 outbreak in Indonesia. Procedia Computer Science, 197(2021), 403–409. 

https://doi.org/10.1016/j.procs.2021.12.156 

[13]  Fornell, C., & Larcker, D. F. (1981a). Evaluating Structural Equation Models with Unobservable Variables and 

Measurement Error. Journal of Marketing Research, 18(1), 39. https://doi.org/10.2307/3151312 

[14]   Fornell, C., & Larcker, D. F. (1981b). Structural Equation Models with Unobservable Variables and Measurement 

Error: Algebra and Statistics. Journal of Marketing Research, 18(3), 382. https://doi.org/10.2307/3150980 

[15]   Gold, A. H., Malhotra, A., & Segars, A. H. (2001). Knowledge management: An organizational capabilities 

perspective. Journal of Management Information Systems, 18(1), 185–214. 

https://doi.org/10.1080/07421222.2001.11045669 

[16] Hair, Joe F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of Marketing Theory 

and Practice, 19(2), 139–152. https://doi.org/10.2753/MTP1069-6679190202 

[17] Hair, Joe F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural equation 

modeling (PLS-SEM): An emerging tool in business research. European Business Review, 26(2), 106–121. 

Page 19 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

Page 19 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

mailto:editors@reaser.eu


 

ISSN: 2247-6172 

Review of Applied Socio-Economic Research      

(Volume 26, Issue 2 / 2023), pp. 67 - 82      

URL: http://www.reaser.eu      

e-mail: editors@reaser.eu      
 

80 

https://doi.org/10.1108/EBR-10-2013-0128 

[18] Hair, Joseph F., Hult, G. T., Ringle, C. M., & Sarstedt, M. (2016). A Primer on Partial Least Squares Structural 

Equation Modeling (PLS-SEM) Second Edition. In Sage. 

[19] Hair, Joseph F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of 

PLS-SEM. European Business Review, 31(1), 2–24. https://doi.org/10.1108/EBR-11-2018-0203 

[20] Hair, Joseph F., Sarstedt, M., Ringle, C. M., & Gudergan, S. P. (2017). Advanced Issues in Partial Least Squares 

Structural Equation Modeling. Sage Publications Inc. 

[21] Hamari, J., Hanner, N., & 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, 51(November), 102040. https://doi.org/10.1016/j.ijinfomgt.2019.102040 

[22] Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares path modeling in 

international marketing. Advances in International Marketing, 20(2009), 277–319. https://doi.org/10.1108/S1474-

7979(2009)0000020014 

[23] Herie, M., & Skinner, W. J. W. (2014). Fundamentals of addiction : a practical guide for counsellors. Centre for 

Addiction and Mental Health. 

[24] Hsiao, K. L., & Chen, C. C. (2016). What drives in-app purchase intention for mobile games? An examination of 

perceived values and loyalty. Electronic Commerce Research and Applications, 16(January), 18–29. 

https://doi.org/10.1016/j.elerap.2016.01.001 

[25] Hsu, C. L., & Lin, J. C. C. (2015). What drives purchase intention for paid mobile apps?-An expectation 

confirmation model with perceived value. Electronic Commerce Research and Applications, 14(1), 46–57. 

https://doi.org/10.1016/j.elerap.2014.11.003 

[26] Hsu, C. L., & Lin, J. C. C. (2016). Effect of perceived value and social influences on mobile app stickiness and 

in-app purchase intention. Technological Forecasting and Social Change, 108, 42–53. 

https://doi.org/10.1016/j.techfore.2016.04.012 

[27] Huang, L. Y., & Hsieh, Y. J. (2011). Predicting online game loyalty based on need gratification and experiential 

motives. Internet Research, 21(5), 581–598. https://doi.org/10.1108/10662241111176380 

[28] Kemp, S. (2022). DIGITAL 2022: INDONESIA. Https://Datareportal.Com/Reports/Digital-2022-Indonesia. 

https://datareportal.com/reports/digital-2022-indonesia 

[29] Liao, G. Y., Tseng, F. C., Cheng, T. C. E., & Teng, C. I. (2020). Impact of gaming habits on motivation to attain 

gaming goals, perceived price fairness, and online gamer loyalty: Perspective of consistency principle. Telematics 

and Informatics, 49, 101367. https://doi.org/10.1016/j.tele.2020.101367 

[30] Lu, H. P., & Hsiao, K. L. (2010). The influence of extro/introversion on the intention to pay for social networking 

sites. Information and Management, 47(3), 150–157. https://doi.org/10.1016/j.im.2010.01.003 

[31] Lu, H. P., & Wang, S. M. (2008). The role of Internet addiction in online game loyalty: An exploratory study. 

Internet Research, 18(5), 499–519. https://doi.org/10.1108/10662240810912756 

[33]  Malhotra, N. K. (2019). Marketing Research: An Applied Orientation, 7th edition. Pearson. 

[34] Metasurya, L. W. J., & Berlianto, M. P. (2022). Drivers of Purchase Intention And Willingness To Pay 

Page 20 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

Page 20 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

mailto:editors@reaser.eu


 

ISSN: 2247-6172 

Review of Applied Socio-Economic Research      

(Volume 26, Issue 2 / 2023), pp. 67 - 82      

URL: http://www.reaser.eu      

e-mail: editors@reaser.eu      
 

81 

Microtransactions In Mobile Legends. Jurnal Manajemen, 26(3), 567–590. 

https://doi.org/10.24912/jm.v26i3.1022 

[35] Molinillo, S., Japutra, A., & Liébana-Cabanillas, F. (2020). Impact of perceived value on casual mobile game 

loyalty: The moderating effect of intensity of playing. Journal of Consumer Behaviour, 19(5), 493–504. 

https://doi.org/10.1002/cb.1831 

[36] Nuraini, D., Prasetya, H., & Herawati, W. (2022). Analysis of Easy , Risk And Trust That Influence Online 

Shopping Decisions. Journal of Industrial Engineering & Management Research, 3(4), 243–247. 

[37] Nurfauzan, R. A., & Thangchan, W. (2021). A Study of Intention to Play Online Mobile Games: The Case of 

Indonesian Online Mobile Gamers. International Journal of Business and Technology Management, 3(3), 16–28. 

http://myjms.mohe.gov.my/index.php/ijbtm 

[38] Pornpongtechavanich, P., Wuttidittachotti, P., & Daengsi, T. (2022). QoE modeling for audiovisual associated 

with MOBA game using subjective approach. Multimedia Tools and Applications, 81(26), 37763–37779. 

https://doi.org/10.1007/s11042-022-12807-1 

[39] Purnami, L. D., & Agus, A. A. (2020a). The effect of Perceived Value and Mobile Game Loyalty on in-App 

Purchase Intention in Mobile Game in Indonesia (Case Study: Mobile Legend and Love Nikki). ASEAN 

Marketing Journal, 12(1). https://doi.org/10.21002/amj.v12i1.12887 

[40] Purnami, L. D., & Agus, A. A. (2020b). The Effect of Perceived Value and Mobile Game Loyalty on Mobile 

Game’s In-app Purchase Intention. 2020 3rd International Conference on Computer and Informatics Engineering, 

IC2IE 2020, 2012, 224–229. https://doi.org/10.1109/IC2IE50715.2020.9274662 

[41] Putra, H., & Ratnawati, D. (2020). Hubungan Perilaku Bermain Game Online dengan Carpal Tunnel Syndrome 

Pada Remaja. Indonesian Journal of Health Development, 2(1), 1–12. 

https://ijhd.upnvj.ac.id/index.php/ijhd/article/view/34 

[42] Putri, D. B. (2022). Survei Membuktikan Gamer di Indonesia Lebih Memilih Bermain Gim di Smartphone. 

Https://Voi.Id/Teknologi/. https://voi.id/teknologi/187713/survei-membuktikan-gamer-di-indonesia-lebih-

memilih-bermain-gim-di-smartphone#:~:text=Responden survei pemain gim terdiri,di antara 30-35 tahun. 

[43]  Ringle, C.M., Wende, S., & Becker, J. M. (2015). SmartPLS 3. Www.Smartpls.Com. www.smartpls.com 

[44] Ringle, Christian M., Sarstedt, M., Mitchell, R., & Gudergan, S. P. (2018). Partial least squares structural 

equation modeling in HRM research. International Journal of Human Resource Management, 31(12), 1617–

1643. https://doi.org/10.1080/09585192.2017.1416655 

[45] Safitri, N. E., B, M. T. M., & Phahlevy, R. R. (2023). Virtual Objects Trading in Indonesia: Legal Issues on 

Ownership and Copyright. Proceedings of the International Conference on Intellectuals’ Global Responsibility 

(ICIGR 2022), 1, 713–721. https://doi.org/10.2991/978-2-38476-052-7 

[46] Saputro, P. (2021). Industri Game di Indonesia Sumbang Rp 24,8 Triliun Total PDB Nasional. 

Https://Inet.Detik.Com/. https://inet.detik.com/games-news/d-5819963/industri-game-di-indonesia-sumbang-rp-

248-triliun-total-pdb-nasional 

[47] Siste, K., Hanafi, E., Sen, L. T., Christian, H., Adrian, Siswidiani, L. P., Limawan, A. P., Murtani, B. J., & 

Suwartono, C. (2020). The Impact of Physical Distancing and Associated Factors Towards Internet Addiction 

Among Adults in Indonesia During COVID-19 Pandemic: A Nationwide Web-Based Study. Frontiers in 

Psychiatry, 11(September), 1–11. https://doi.org/10.3389/fpsyt.2020.580977 

Page 21 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

Page 21 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

mailto:editors@reaser.eu


 

ISSN: 2247-6172 

Review of Applied Socio-Economic Research      

(Volume 26, Issue 2 / 2023), pp. 67 - 82      

URL: http://www.reaser.eu      

e-mail: editors@reaser.eu      
 

82 

[48] T’ng, S. T., Ho, K. H., & Pau, K. (2022). Need Frustration, Gaming Motives, and Internet Gaming Disorder in 

Mobile Multiplayer Online Battle Arena (MOBA) Games: Through the Lens of Self-Determination Theory. 

International Journal of Mental Health and Addiction, 0123456789. https://doi.org/10.1007/s11469-022-00825-x 

[49] Taufik. (2022). Mendominasi, Indonesia Menyumbang Pemain Terbanyak di Mobile Legends. 

Https://Gamerwk.Com/. https://gamerwk.com/mendominasi-indonesia-menyumbang-pemain-terbanyak-di-

mobile-legends/ 

[50] Teng, C. I. (2017). Strengthening Loyalty of Online Gamers: Goal Gradient Perspective. International Journal of 

Electronic Commerce, 21(1), 132–151. https://doi.org/10.1080/10864415.2016.1204195 

[51] Widodo, N. G., & Balqiah, T. E. (2020). The Effect of Addiction, Playfulness and Good Price on Purchase 

Intention of In-App Features. Proceedings of the International Conference on Business and Management 

Research, 160, 9–14. https://doi.org/10.2991/aebmr.k.201222.002 

[52]  Wong, K. K. K.-K. (2013). Partial Least Squares Structural Equation Modeling (PLS-SEM) Techniques Using 

SmartPLS. Marketing Bulletin, 24(1), 1–32. http://marketing-

bulletin.massey.ac.nz/v24/mb_v24_t1_wong.pdf%5Cnhttp://www.researchgate.net/profile/Ken_Wong10/publicat

ion/268449353_Partial_Least_Squares_Structural_Equation_Modeling_(PLS-

SEM)_Techniques_Using_SmartPLS/links/54773b1b0cf293e2da25e3f3.pdf 

  

_________________________________ 

Manuscript received: 08.06.2023 

Manuscript received in revised form: 26.07.2023 

Manuscript accepted: 04.09.2023 

 

 

 

Page 22 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

Page 22 of 22 - Integrity Submission Submission ID trn:oid:::1:3126267124

mailto:editors@reaser.eu

