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Abstract

:

Mobile Social Network Games (MSNGs) are defined as a product that combines games and social network services (SNSs). Compared with games played individually, MSNGs offer additional enjoyment to users through competition or cooperation. Mobile phone games, which rely on SNS platforms, can develop a strong social presence for users. This study focuses on factors affecting the sustainable use intention of MSNGs. In our study, we chose social presence as our dependent variable and proved that the social presence perceived by players in MSNGs has a positive impact on the sustainable use intention through a series of mediator variables. Second, the game product itself can easily lead to player addiction; therefore, in this study, we use the flow theory—perceived enjoyment and concentration—as our mediator variables. The results showed that perceived enjoyment and concentration are important factors driving the attitude towards MSNGs and that attitude presents a significant positive effect on sustainable use intention. This study enhances the current understanding of sustainable use intention of MSNGs and provides practical implication for MSNG development strategies and the theoretical implication.
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1. Introduction


Along with the dramatic improvement of mobile devices, smartphone-based social network service (SNS) enables users to interact electronically with others anytime and everywhere, and allows people to maintain intimate and close relationships [1,2]. For this reason, mobile game providers also have begun to design and provide mobile social network games (MSNGs), which constitute a new kind of mobile game that combines SNS and mobile game features [2,3]. These games all have an important characteristic that they are played on mobile devices and can connect with their mobile SNS applications to play with their friends together [4]. Hence, players not only can enjoy the game, but they can also enhance their relationships with others while playing MSNGs together [2,3].



MSNGs have indeed achieved great success and are amongst the most popular game types played in the world currently, and include many products with tens of millions of players [2]. For example, ‘Candy Crush Saga,’ ‘Arena of Valor,’ and ‘Farm Ville’ are examples of popular mobile social network games. ‘Candy Crush Saga’ is one of the best-known mobile social network games around the world. It has 272 million monthly active players and in 2018, this game reportedly had its highest grossing 12 months since launch, raking in an estimated $930 million of revenue [5].



Despite the success of MSNGs, only a few studies have been done on MSNGs, and most of their research focuses on the motivation as to why people like to play MSNGs based on extended TAM(Technology Acceptance Model) [3,6,7]. Wei and Lu [6] proposed that the perceived number of users and individual gratification can influence the willingness of people to join an MSNG. Park et al. [3] also examined player’s acceptance and attitudes toward MSNGs based on an extended TAM. They proposed perceived mobility, perceived control, and perceived skill as the motivators for users to play an MSNG. Chen et al. [7] also proposed an extended TAM model and added several additional variables, such as social interaction, altruism, and enjoyment to understand a user’s intention to play an MSNG based on SNS.



Regarding prior research, we can note that researchers mostly used extended TAM models to explain the reason why users join an MSNG. Compared to other mobile games, MSNGs provide various social features by which users can engage with their SNS friends in either a competitive or collaborative manner [8]. Previous research regarding social features of MSNG has been scarce. Few studies have investigated social features of MSNG and its effect on sustainable use intention. We propose that these social features would be an important reason as to why people sustainably intend to play MSNG. As mentioned in previous literature, a few users might not particularly enjoy mobile gaming, but still use it to sustain a social relationship or attempt to gain social presence [9]. Also, many mobile game providers consider social networking features as key to retaining players [10]. There are, however, still some gaps in the research of how social features motivate a player’s MSNG sustainable use intention. Therefore, it is necessary to examine the implications of these social features of MSNG and how it affects a person’s sustainable use intention.



MSNGs can serve as a form of social media that enable users to perceive social presence in mutual interactions [11]. Social presence means the sense of “being together” psychologically [1]. Weibel et al. [9] also noted that mobile games, which rely on SNS platforms, can create a strong sense of social presence for users. The MSNG environment provides further usefulness to the users by facilitating and promoting their social presence during gameplay. Moreover, MSNGs can be advertised effectively via users’ social networks because of the inherent social features. Therefore, users are naturally inclined to attract other players to their games [8] and we propose that it will enhance player’s sustainable use intention for MSNG.



We also propose that as a psychological state of ‘being together,’ social presence will influence flow and through that affect the sustainable use intention. We consider flow—perceived enjoyment and concentration—as our mediating effect variable in our study. Flow in the game refers to the sensation of being involved in the gaming action [11]. Park and Hwang [12] found that players keep on playing online games if they experience something commonly known as flow. In previous literature, researchers have proven the connection between social presence and flow. Bachen et al. [11] established social presence as an antecedent to flow, and they tested the relationship between flow and playing intentions of computer games. However, few studies have explored such issues in MSNGs, therefore the current study has a significant contribution to the field.



The present study proposes a new model that can be applied to investigating the sustainable use intention of MSNGs. It allows us to understand the important role of perceived social presence in playing MSNGs, and from a theoretical perspective we examined how perceived social presence can lead to sustainable use intention, that is, social presence can activate a state of flow through perceived enjoyment and concentration.



This study examines our premises in the MSNGs context to ensure that the findings make contributions for both academics and practitioners.




2. Literature Review


2.1. Mobile Social Network Games


The growth of mobile social network services worldwide has radically transformed how people use the cyberspace. It has also altered the lifestyles of individuals, changed the landscape of business activities, and led to the emergence of various social platform-based services. Social platform services have leveraged the popularity of smart mobile devices to create more innovative products such as social network games (SNGs) [3]. SNGs are a type of browser game which are distributed mainly via social networks [8]. Different from casual online games, SNGs are much more about the ‘social’ aspect than the ‘game’ aspect. Rather than focusing on the game itself, the aim of SNGs is to create and expand people’s social networks with social-media platforms [13]. Initially, SNGs were played on SNS platforms through a simplified mode, memory minimization, simple operation, etc. Also, they are different from other games as they are characterized primarily by their social features and association with social networks.



Users play SNGs in either a competitive or collaborative fashion with other players and frequently interact with other users within the game, many of whom may be seen as their friends on certain SNSs. In addition, users can also send out invites or gifts to other players, while social rankings are displayed in multiple ways so users can compare their performance with that of their friends [6]. People are increasingly dependent on smart phones, and SNS activities have also shifted from computers to smartphones. Game developers have combined mobile games with SNS, resulting in the birth of MSNGs.



MSNG is a kind of mobile game played online that utilize a player’s social-network-based mobile device [8]. MSNG is a broad concept that integrates social, network, and mobile games. Unlike mobile gaming played in isolation, mobile social games are developed to be enjoyed and shared with friends through existing social networking platforms in conjunction with smartphones [14]. As mobile devices are essentially used for social communication, they are commonly offered with one or more SNS platforms, such as Facebook, WhatsApp, WeChat, etc. MSNG means a new type of product that combines existing mobile game and SNS in such a powerful way that games are used as a tool for developing, managing, and promoting social relations among authorized users. These games offer users increased utility to enable and facilitate their social presence during gameplay [6]. In addition, due to the intrinsic social characteristics of MSNGs, they can be effectively promoted via the users’ social networks so that users are naturally inclined to pull in other friends into their games [6].



With the second largest gross domestic product (GDP) in the world and a population of 1.4 billion, China’s game market is very attractive for many game developers. According to the “GPC&CNG 2018 China Gaming Industry Report” [15], China has 626 million game users and 605 million mobile game users. Moreover, the game market revenue was $30 billion, accounting for 23.6% of the world total, which makes it the biggest game market globally. Mobile game sales are $18.75 billion, accounting for 62.5% of China game market revenue and 30.8% of the global mobile game market. China’s top two mobile games are ‘Arena of Valor’ and ‘Player Unknown’s Battlegrounds’ (developed by Tencent). These two MSNGs are connected with SNS platforms such as WeChat and QQ, which gives them enormous virality (www.cgigc.com.cn). In our research, we used a questionnaire survey to examine these two games. China is increasingly attracting developers and investors around the world as a glamorous market, and the SNS software that has the most users in China is WeChat (developed by Tencent), which is also the third-ranked SNS software (after only WhatsApp and Facebook) in the world. According to the WeChat Impact Report 2018 [16], in China, WeChat users have reached 1000 million. Tencent, the developer of WeChat, has been working diligently to develop mobile games that connected with the WeChat platform. We hope to study the combination of SNS with the success of mobile games to provide new ideas for more game developers and investors.




2.2. Social Presence


Social presence is the original concept of presence theory developed by John Short and his colleagues. Short et al. [17] conceptualized that social presence refers to the level of a person’s ability to remain relevant in a social setting. It is not unusual to have a different social presence because of the difference in auditory, visual, and physical contacts with different media. Furthermore, Short et al. [17] pointed out that social presence is also closely related to intimacy and closeness in a psychological sense. Therefore, social presence is frequently measured as the perceived warmth, expressing a feeling of human sociability, sensitivity, and contact embodied in an instrument [18]. Park and Hwang [12] view social presence as “an experiential sense of users in mediated communication contexts.” Animesh et al. [19] conceptualized social presence as “the perceived sense of how personal, warm, intimate, sociable, or sensitive the social interactions are in a virtual environment.” According to the media richness theory, the higher the perceived social presence, the more ‘real’ the feeling is and therefore the more a person can indulge in an activity. Also, Animesh et al. [19] found that high social presence makes people evoke identity-related behaviors. It is not uncommon for participants with high social presence to invest more in consuming virtual products [19]. In the previous research, researchers found that when people perceive a high social presence, they have a positive attitude to continue use behavior, such as with online games [12,20], online learning [21], SNS use [1,22], and online shopping [18]. With the connection of online games and SNS platforms, therefore, it is believed that perceived social presence has a direct and indirect effect on the sustainable use intention of MSNG players.



The theory of social presence explains how individuals communicate with others through different media, and it shows how social presence can help these media achieve success [21]. To research how online game communities retain gamers, Tseng et al. [20] pointed out that the popularity of high-speed Internet and advances in multimedia technology have made online games a vivid medium for gamers to experience powerful social presence. Similarly, for MSNGs, social media sharing allows game connectivity regardless of the time zone or geographical location of the player. In addition, ubiquitous connectivity enables people to develop and maintain an intimate relationship with other players, thus improving social presence [1].



In sum, social presence facilitates communication and enhances the development and maintenance of interpersonal relationships among online game players.




2.3. Flow Theory


Csikzentmihalyi and Lefevre [23] argue that flow is the holistic feeling that is experienced by people when they are totally involved in an activity. They also describe people’s sensation when they are actively participating and immersed in an activity. Flow can be experienced in a variety of common activities such as reading, watching a movie, or engaging in sports [24]. It is also suspected that those people who enjoy flow experience may develop a tendency to repeat the behavior during an activity [25]. In a flow state, time may seem to stand still when people are engaged in an activity [26]. Extensive evidence shows that users have been attracted by the flow experience and their subsequent attitudes and usage behaviors have also been significantly affected. Park et al. [27] also claimed that flow influences satisfaction and performance of activities in different areas such as playing sports, engaging in hobbies, and business activities. If users experience flow, they experience greater enjoyment, expect to enjoy this experience again, and therefore continue to use. Novak et al. [28] argue that online flow can be felt when a user is completely engulfed in an online activity. Online flow has been suggested as the core process in a user’s internet navigation [29], program usage [25], online shopping [30], and online gaming [12,31]. In a study of flow experience using professional team sport web sites, O’Cass and Carlson [32] acknowledged that when perceived flow state is experienced pleasurably, they would want to re-experience it as many times as possible. Chiang et al. [31] found that if people have the optimal experience commonly known as the concept of flow, they want to continue to play online games. We believe that many features of MSNGs instigate flow states, including the enjoyment, playfulness, allowing expressive and instantaneous feedback to player actions, and capability to invoke higher user focus. Table 1 shows the many characteristics of flow previously summarized by researchers.



In this research, we operationalized the concept of flow with two dimensions: perceiver enjoyment and concentration, which are also the main mediator variables in our research model. Perceived enjoyment and concentration are believed to be directly linked to game playing. As shown in Table 1, these two dimensions are frequently observed in computer-human behavior research as core characteristics of online flow and have received considerable attention in marketing research. Previous research has shown that concentration and enjoyment are enough to display the flow of people in a human-machine environment. Therefore, the two-dimensional structure seems to be simplistic enough to capture the full flow experience in an MSNG environment.



Perceived enjoyment as an internal motivation has been defined as the degree of perceived pleasure in a virtual world [24]. It captures the individual’s sense of subjective satisfaction with technology interaction [34]. In mobile SNS research, perceived enjoyment reflects the pleasure users feel, and concentration indicates the level of user immersion in the activity [40]. When playing MSNGs, experience enjoyment is the most important purpose for players. In our study, we suggest that perceived enjoyment reflects the pleasure state and concentration reflects player immersion while playing MSNGs.



On the other hand, Novak et al. [28] used cognitive concentration, which is defined as the extent to which an individual is immersed in an activity, to measure the flow experience of mobile TV users. Koufaris [30] reported that an individual in ‘flow’ concentrates on their activity without any distraction. Concentration also plays a key part in user behavior displayed online. Webster et al. [25] claimed that flow-measured concentration has a positive effect on sustainable use intention in using a service again. In addition, Jung et al. [41] also empirically proved the beneficial linkage between the concentration and the usage intention of watching TV on mobile devices.



In our research, we suggest that social presence positively influences perceived enjoyment and concentration through playing MSNGs, and that players that experience flow have a positive attitude to the MSNGs.





3. Research Model and Hypotheses


Figure 1 shows the research model to understand the role of enjoyment and concentration on attitude and the effect of attitude on sustainable use intention of mobile network based on the SNS.



3.1. Social Presence with Flow


In our research, we operationalized the concept of flow with two dimensions: perceived enjoyment and concentration. We proposed that social presence perceived by an MSNG player has a positive relationship with perceived enjoyment and concentration.



3.1.1. Social Presence with Perceived Enjoyment


In some areas evidence has proven the link between social presence and perceived enjoyment; however, few studies have examined the relationship between the two variables in game use areas. In virtual learning environments, social presence is an explanatory factor that influences the learners’ enjoyment as well as satisfaction [42]. Another study regarding virtual golf simulators indicates that social presence significantly affects perceived enjoyment [43]. Heeter [44] also observed that the greater the users’ enjoyment, the greater the social presence felt by users in the context of a virtual reality entertainment system. Therefore, in this study we expect that when users experience MSNGs, perceived enjoyment will increase due to social presence. Furthermore, both social presence and perceived enjoyment are prevalent in experiencing flow. Animesh et al. [19] found that the flow experience is increased through the induced psychological proximity by social presence. This implies that the internal enjoyment is developed by virtual environment engagement. Thus, we can infer that people have fun and gain pleasure through SNS-based games when they feel social presence (i.e., warmth and interpersonal actions with others). The main reason for using SNG is that it can enable a form of relationship development and maintenance thereof. Then, users who perceive social presence when playing mobile SNG are more likely to enjoy it. Therefore, our first hypothesis is stated as:



Hypothesis 1 (H1).

Social presence has a positive relationship with perceived enjoyment.






3.1.2. Social Presence with Concentration


Concentration, one of the most significant components of flow, can be defined as the extent to which the individual’s attention is completely immersed in the activity to the degree that nothing else matters to the person [24]. Recently, concentration is expected to have a relation with online games [45,46]. Chiang et al. [31] claimed that online games have a multitude of aspects that can stimulate flow states, such as instantaneous and plentiful feedback to player activities, playfulness, enjoyment, as well as forming higher player concentration. In our research, we mainly study whether the concentration state of a user playing an MSNG has an impact on their attitudes to play the games. While playing games, a user’s attention focus is on the action and non-relevant thoughts and observations are filtered out since their focus is on a limited stimulus field. Therefore, the person may lose self-awareness, be engrossed in the activity, and become continuously and more intensely aware of their cognitive processes. The person’s attention will focus on the interactions if the person falls into a playful state during the interaction with the MSNG [47].



Jin [48] claims that flow is the optimal experience resulting from social presence. Steuer [49] conceptualizes social presence as the sense of being within a certain environment. In other words, the sense of being in a far-off place is the ability to sense another’s existence in a setting which is mediated by a communication vehicle. Social presence in online games is described by the perceived sense of how personal, warm, intimate, sociable, or sensitive the social interactions are in the virtual environment. The higher the perceived social presence, the more ‘real’ the feeling is and the more a person can indulge in an activity. In MSNGs, people interact in the game world with acquaintances and friends. This interaction affects the perceived social presence, which in turn influences deeper concentration. So, in our research we suggest that social presence has a positive influence on concentration. Hence, our next hypothesis is as follows:



Hypothesis 2 (H2).

Social presence has a positive relationship with MSNG concentration.







3.2. Flow with Attitude


Many studies have found that flow experience or flow state has a positive effect on attitude (online games [31]; mobile social networking services [40]; online lesson [28]). In our research, we also proposed users experiencing flow in playing MSNGs gain a positive attitude to this game.



Perceived Enjoyment with Attitude


Playing games is a form of hedonism [50], and people play games partly to enjoy a memorable experience. Ha et al. [51] argue that perceived enjoyment naturally should make part of a game’s basis. Enjoyment can be regarded as the level of satisfaction of participating in an activity. It is seen as a crucial factor for entertainment media (such as games) as individuals who consume these types of entertainment mainly seek out fun or pleasure from this activity [52]. Perceived enjoyment with regard to mobile gaming can be described as the reach of a game’s enjoyableness through mobile devices [52]. It is a fundamental factor in the prediction of people’s attitudes toward behavioral intentions and actual usage in the context of hedonic SNS game behavior [1].



The perceived enjoyment is an important factor in experiencing entertainment games, and it has been extensively examined. Several studies have reported the influence of perceived enjoyment on players’ attitudes [53]. Lu et al. [54] indicate that perceived enjoyment has a positive as well as significant effect on users’ attitudes. Ha et al. [51] also find that perceived enjoyment has a positive influence on users’ attitudes in playing games. Given that MSNGs are a kind of hedonic experience enjoyed by players through game-based mobile phone SNS platforms, we can assume that the attitude towards this game is positive. Hence, we state the third hypothesis:



Hypothesis 3 (H3).

The perceived enjoyment of MSNG has a positive relationship with the attitude towards the MSNG.







3.3. Concentration with Attitude


Novak et al. [28] have established that flow produces positive attitudes. In order for users to reach a flow state, they firstly must focus on the action at hand completely [55]. In the research for SNS use motivation of Wu [56], they suggest that concentration as an element of flow is linked to SNS attitude. Sweetser and Wyeth [45] found that the more concentration a task demands in the form of attention, the more absorbing the task will become. If game players cannot focus on the game, they will not be able to experience flow. In other words, the key to making people be in the flow is ensuring that they are completely immersed in the game. Hence, we propose the following hypothesis.



Hypothesis 4 (H4).

Concentration has a positive relationship with the attitude towards MSNG.





Perceived Enjoyment with Concentration


Perceived enjoyment and concentration have been researched as the elements of flow theory. Liu and Li [46] note that the users may feel the greatest enjoyment when they are inevitably absorbed in playing mobile games. That is, perceived enjoyment is positively influenced by cognitive concentration while a user is playing mobile games. Sweetser and Wyeth [45] studied how to evaluate player enjoyment in games, which they assumed to be enjoyable, and concentration is also been required in a game. In other words, the players must be able to focus on the game. Chinchanachokchai et al. [57] acknowledge that when people are fully concentrated on some activities, time seems to run very fast and so too does the enjoyment felt during the activity. Thus, we posit the following hypothesis.



Hypothesis 5 (H5).

Concentration has a positive relationship with perceived enjoyment of MSNG.







3.4. Attitudes Towards MSNG Which Influences Sustainable Use Intention


The Theory of Reasoned Action (TRA) assumes that the outcome of an individual’s specific behavior is formed by his or her behavioral intentions, which is influenced both by the person’s attitudes as well as subjective norms [14]. The TRA defines an attitude towards a behavior as an individual’s positive or negative feeling in performing the target behavior. Many researchers have shown that a positive attitude always induces a high behavioral intention. Use intention, also known as the flow consequence, refers to a form of post-adoption behavior [58]. Many studies have proved that positive attitude has a direct effect on sustainable use intention in many areas (e-learning [59]; Facebook use [60]; online games [61]). In this research, we investigate only players who have experience with MSNG games. As for short-lived SNG games, the key to success is the continuous use behaviors caused by the player’s sustainable use intention. Therefore, we speculate that regarding players who have experience with games, a positive attitude towards the game causes their sustainable use intention. Thus, we propose the following hypothesis.



Hypothesis 6 (H6).

Attitude towards MSNG has a positive relationship with the sustainable use intention.







4. Research Methodology


4.1. Data Collection and Measures


An online questionnaire survey in China was conducted to test the proposed model and hypotheses. We chose two relatively mature games in China. One is Arena of Valor, the other is Player Unknown’s Battleground. We randomly distributed our questionnaire on the online survey website: www.wjx.cn. Social presence was measured with five items adopted from [1]. Perceived enjoyment was measured with three items from [14,24]. Concentration was measured with three items used by [46]. Attitude was measured with three items adopted from [14]. MSNG is a game service area characterized by the sustainable use of the social network service. From the view of the principle of maintenance, we consider the sustainable use intention to be similar to continuous use intention in this study. Therefore, sustainable use intention adopted continuous use intention, and it was measured with two items from [14,62,63]. All measurement items can be found in Table 2.



A total of 237 questionnaires was collected using an online survey site during about the course of one week during December 2018. Table 3 shows the demographics of sample. Among the respondents, 53.6% were male and 46.4% were female. The average age of the respondents was 26.5. A percentage of 81.4% of the respondents were in their twenties and the rest of the respondents were under 20 and over 30 years. Approximately 32.5% of respondents were within 1–2 years of beginning mobile games. Validated measures were adopted from previous research. All responses to questions were made using a seven-point Likert type scale (1 = strongly disagree to 7 = strongly agree).




4.2. Measurement


A structural equation modeling approach was used. Convergent and discriminant validity of the measures were checked using confirmatory factor analysis used by the structural equation model in AMOS 25.0.



All the fit measures for the measurement model were acceptable. They demonstrate that the measurement model had a marginal fit to the data (X2 = 91.488 with df = 67, p < 0.05. X2/df = 1.764, GFI = 0.933, AGFI = 0.896, CFI = 0.971, RMSEA = 0.057). All indices exceeded acceptable levels. Table 4 and Table 5 show the results for measurement model and discriminant analysis. The convergent validity was checked using factor loadings, Cronbach’s alphas, composite reliability, and average variances extracted as shown in Table 4. Results of the measurement model were acceptable compared with the recommended values suggested by Hair et al. [64]. Discriminant validity was tested by comparing correlations against the squared root of the AVE. The Table 5 shows that all the AVE for all the constructs are higher than those for all related construct correlations. This shows that each construct was distinct from the other constructs.




4.3. Research Model and Testing of Hypothesis


To test the proposed model and hypotheses, we used the structural equation model in AMOS 25.0. A structure equation model was adopted to test hypotheses proposed. All fit measures in the structural model had a marginal fit to the data (X2 = 95.308 with df = 70, p = 0.024. X2/df = 1.362, GFI = 0.947, AGFI = 0.921, CFI = 0.986, RMSEA = 0.039). The Table 6 shows the results of testing research model and hypothesis. The results show that all hypotheses were supported.



As shown in Table 6, the confirmation of H1 and H2 suggests that users are more likely to have concentration and perceived enjoyment in mobile social network game if they perceive that mobile network game provides social presence.



Furthermore, the perceived enjoyment had a significant effect on the concentration and attitude towards mobile network game. We also found a significant positive relationship between concentration and attitude towards mobile network game. This provided support for hypotheses H3, H4, and H5.



H6 predicted positive relationship between attitude towards mobile games and sustainable use intention. The result shows that attitude towards mobile games had a significant positive effect on sustainable intention to use, providing support for H6.





5. Discussion


This research is mainly based on the perceived social presence of MSNGs combined with social software, and focuses on factors affecting the sustainable use intention of MSNGs. Most MSNGs developers believe that the ultimate goal of releasing a game and attracting players continuously is to encourage sustained benefits. Specifically, first of all, with the increasing dependence of modern people on mobile phones, social software based on mobile phones has become an indispensable means of communication for modern people. MSNGs not only realize the intimate combination of mobile games and SNS, but also attain sharing in the social network through entertainment together, so that all players experience the feeling of ‘being with another’. Biocca et al. [65] defined this feeling as perceived social presence. In our study, we chose social presence as our dependent variable and proved that the social presence perceived by players in MSNGs has a positive impact on the sustainable use intention through a series of mediator variables. Second, the game product itself can easily lead to player addiction. Therefore, in this study, we use the flow theory—perceived enjoyment and concentration—as our mediator variables. Through a questionnaire, we confirmed that the social presence perceived by MSNGs has a positive impact on the player’s perceived enjoyment and concentration in playing MSNGs. Finally, our survey confirms that the more enjoyment and concentration the player perceives in the MSNGs, the more positive attitude the player will have.



5.1. Theoretical and Practical Implications


The appeal and opportunity of the mobile application and mobile gaming market has attracted more entrepreneurs and innovators in the entertainment industry, as well as academic research focused on mobile social networking games. In our research, we suggest social presence as an important variable, and we study the factors affecting the continued use of MSNGs in order to contribute to both theory and practice.



From the theoretical standpoint, as people pay more and more attention to sociality, social presence has attracted strong research attention. This study offers a comprehensible measurement matrix that includes perceived social presence, perceived enjoyment, concentration, and attitude to the MSNGs, as well as the relationships among these factors. Based on the flow theory, this paper studies the effect of perceived social presence on perceived enjoyment and concentration for the first time from the viewpoint of social presence, and lays a foundation for the study on the contributing factor of social presence in flow experience among other fields.



The social network game companies and developers can frame the practical implications from this study. First, understanding the user’s social presence factor has become crucial to the success of MSNGs. The users sustainably use the MSNGs not only because the MSNGs provide a social presence but also because it increases flow on games. The game developers need a better understanding concerning the level of social presence and its influence on user flow in MSNGs. They should also establish user flow in SNGs by ensuring that their services are based on users’ social presence.



Secondly, until now, most mobile games are free, but as MSNG enters the mainstream market, game developers will soon monetize applications [14]. It is essential to capture user intention and provide the game service based on sustainable use intention. Game developers should put significant resources into establishing user concentration as well as developing and delivering enjoyable games. This study recommends that MSNGs designers to develop applications that encourage the SNG members to use such a platform continuously.



In conclusion, as users take MSNGs as a new way of enjoying and communicating with others through SNG, and as companies provide users with a platform, SNG could evolve into very effective application. To ensure their sustainable behavior, however, The MSNGs providers should focus on efforts to improve the level of sustainable use intention by enhancing the social presence and level of flow.




5.2. Limitations and Future Research


The study reviewed current literature and expanded upon it by developing and validating the model to investigate factors that contribute to the sustainable use intention of MSNGs. Nevertheless, the study has some limiting factors and some of the results need further research. First of all, the surveyed participants do not represent all age groups, as most players of MSNGs are still young. Thus, our study subjects are represented by young players. Hence, this study does not provide a comprehensive view of all MSNGs groups, but only of a subset of players. Second, males are more likely to play and prefer more violent games than females [66]. We mainly researched two mobile social networks games: Arena of Valor and the Player Unknown’s Battlegrounds. Both games have achieved great success in the Chinese market and also attracted a large proportion of female players. According to data of Masters of media [67], Arena of Valor has 200 million users, of which 54% are female. In this study, we did not consider any gender differences in playing MSNGs. Therefore, future research can study the gender variation in playing motivation. However, our study is meaningful because Arena of Valor and Player Unknown’s Battlegrounds are favored by female players. Thirdly, we selected two games, Arena of Valor and the Player Unknown’s Battlegrounds, which were introduced and developed into MSNGs by Tencent. The SNS platform, WeChat, which is commonly used by Chinese people, was also developed by Tencent. The success of these two games has important prerequisites: they can easily achieve and connect with the SNS platform which has more than one billion users. By connecting with social networks, mobile players have a strong perceived social presence, which becomes the most important independent variable in our research. However, other games attempting to enter the Chinese market must consider the high cost of cooperating with Tencent. Therefore, our research conclusions have practical limitations to some extent. As the final study limitation, for our sample selection we chose the Chinese market; therefore, our research results are not applicable to every country and region.
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Figure 1. Research model. 
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Table 1. Prior research on the characteristics of flow.






Table 1. Prior research on the characteristics of flow.





	Reference
	Context
	Summary of Flow





	[23]
	Happiness and how to find it
	Balance challenge and skill in a task will lead flow; a task should have clear goals; a task provide immediate feedback



	[33]
	Contract with computer communication and mediated communication
	Perceived control, curiosity, attention focus, and intrinsic interest



	[25]
	Flow in human-computer interactions
	Intrinsic interest, curiosity, a combination of intrinsic interest and curiosity



	[34]
	Computer use in working content
	Total concentration, enjoyment



	[30]
	Online consumer behavior (both shopper and computer user)
	Intrinsic enjoyment, perceived control, concentration/attention focus



	[35]
	Website sticking
	Focused attention, control, curiosity, temporal dissociation



	[36]
	Instant Message user behaviors
	Perceived enjoyment, attention focus



	[37]
	Web 2.0 virtual social network use
	Perceived enjoyment, attention focus



	[38]
	Players’ loyalty in mobile game applications
	Perceived enjoyment, attention focus



	[24]
	Social media use
	Enjoyment, concentration, challenge, control, curiosity



	[39]
	Online store atmospheric color
	Enjoyment, concentration
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Table 2. Measurement items.






Table 2. Measurement items.





	Construct
	Measurement Items
	Reference





	Social Presence (SOP)
	SOP1: When playing MSNG, the interaction with the other users is personal

SOP2: When playing MSNG, the interaction with the other users is warm

SOP3: When playing MSNG, the interaction with the other users is close

SOP4: When playing MSNG, the interaction with the other users is humanizing

SOP5: When playing MSNG, the interaction with the other users is emotional
	[1]



	Perceived Enjoyment (PEE)
	PEE1: I enjoy playing MSNG

PEE2: I find MSNG enjoyable and fascinating

PEE3: I feel exciting when I play MSNG
	[14,24]



	Concentration (CON)
	CON1: During the playing of an MSNG, I am usually intensely absorbed in the activity

CON2: During the playing of an MSNG, I concentrate fully on the activity

CON3: During the playing of an MSNG, I am deeply engrossed in the activity
	[46]



	Attitude (ATT)
	ATT1: I would have positive feelings towards MSNGs in general

ATT2: I think playing MSNG is not appeal to me

ATT3: It would be a good idea to play MSNG
	[14]



	Sustainable Use Intention (SUI)
	SUI1: I intend to visit MSNG apps as much as possible

SUI2: I intend to continue playing MSNG in the future
	[14,62,63]







MSNG: mobile social network game.
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Table 3. Profile of respondents.
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Demographics

	
Categories

	
Number

	
Percentage






	
Gender

	
Male

	
127

	
53.6%




	
Female

	
110

	
46.4%




	
Age

	
Less than 20

	
17

	
7.2%




	
21–25

	
105

	
44.3%




	
26–30

	
88

	
37.1%




	
More than 31

	
27

	
11.4%




	
MSNG usage period

	
Less than 6 months

	
61

	
25.7%




	
6 months–1 year

	
22

	
9.3%




	
1–2 years

	
77

	
32.5%




	
2–3 years

	
31

	
13.0%




	
3–4 years

	
16

	
6.8%




	
More than 4 years

	
30

	
12.7%




	
Daily MSNG usage time

	
Less than 1 h

	
71

	
30.0%




	
1–2 h

	
108

	
45.6%




	
2–3 h

	
36

	
15.1%




	
More han 3 h

	
22

	
9.3%
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Table 4. Measurement model.






Table 4. Measurement model.





	
Construct

	
Items

	
Mean

	
Factor Loading

	
CR

	
AVE

	
Alpha






	
Social Presence

	
SOP1

	
5.44

	
0.872

	
0.889

	
0.667

	
0.886




	
SOP2

	
5.70

	
0.832




	
SOP3

	
5.60

	
0.808




	
SOP4

	
5.35

	
0.749




	
Perceived Enjoyment

	
PEE1

	
5.02

	
0.873

	
0.871

	
0.694

	
0.859




	
PEE2

	
4.84

	
0.904




	
PEE3

	
4.29

	
0.710




	
Concentration

	
CON1

	
4.94

	
0.692

	
0.867

	
0.668

	
0.852




	
CON2

	
5.45

	
0.933




	
CON3

	
5.20

	
0.846




	
Attitude

	
ATT1

	
5.13

	
0.756

	
0.670

	
0.505

	
0.675




	
ATT2

	
5.52

	
0.662




	
Sustainable Use Intention

	
SUI1

	
3.99

	
0.679

	
0.753

	
0.607

	
0.743




	
SUI2

	
4.17

	
0.868
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Table 5. Discriminant analysis.
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	Construct
	(1)
	(2)
	(3)
	(4)
	(5)





	Social Presence (1)
	0.816
	
	
	
	



	Perceived Enjoyment (2)
	0.114
	0.833
	
	
	



	Concentration (3)
	0.263
	0.470
	0.817
	
	



	Attitude (4)
	0.260
	0.483
	0.547
	0.710
	



	Sustainable Use Intention (5)
	0.153
	0.314
	0.442
	0.487
	0.779







Notes: The diagonal in the bold values represent the square root of AVE.
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Table 6. Summary of results.






Table 6. Summary of results.





	Hypothesis
	Path
	Coefficients
	t-Value





	H1
	Social presence–Perceived enjoyment
	0.162
	2.548 *



	H2
	Social presence–Concentration
	0.263
	3.619 **



	H3
	Perceived enjoyment–Attitude
	0.607
	6.640 **



	H4
	Concentration–Attitude
	0.341
	4.252 **



	H5
	Concentration–Perceived enjoyment
	0.554
	8.093 **



	H6
	Attitude–Sustainable use intention
	0.668
	6.317 **







Notes: * p < 0.01, ** p < 0.001.
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