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Abstract This paper explores the framework in which MSNG(Mobile social network game) service providers'
strategies to enhance users' intention of continuous usage. Users' perceived values have been considered as the key
factors to solicit MSNG user's intention. Moreover, we suggest flow(user's psychological immersion to MSNG) as a
mediator variable to inflame users' intention. Results based on 431 respondents shows that MSNG service providers'
strategies(i.e., functional, emotional, and social values) directly influence users' intention to use, while those
independent variables also show positive relationships towards dependent variables. So we can identify that the efforts
to elaborate the users' perceived values are meaningful strategies of MSNG service providers. Also, user's
psychological change(i.e. "flow" in this study) is the essential to mediate between MSNG service provider's strategies
and building users' intention to use for that MSNG.

Key Words : Mobile Social Network Game(MSNG), Functional Value, Emotional Value, Social Value, Flow,
Continuous usage Intention
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[Table 1] measurement model - convergent validity

latent variable |measurement] lf):tltlirg SE | CR. | AVE
SV1 0.835 0.467
Social Value SV2 0.875 0.345 | 0.822 | 0.694
SV3 0.787 0.538
EV1 0.876 0.404
Emotional Valug — EV2 0925 0.233 | 0.851 | 0.767
EV3 0.823 0573
FV1 0.847 0.541
Functional Value| — FV2 0.874 0.439 | 0.836 | 0.764
FV3 0.901 0.366
ci 0.869 0.395
Continuous usage ¢ 0857 | 0455 | 0841 | 0745
ntention
CI3 0.863 0.420
FL1 0.853 0.438
Flow FL2 0.837 0.483 | 0.814 | 0.700
FL3 0.820 0.521
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[Table 2] measurement model - Discriminant validity

SV EV FV CI FL
SV 0.883
EV 0555 0.876
FV 0.142"™ 0576 0.874
CI 0.563™" 0791 0631 0.863
FL 0.503™ 07847 0.574™" 0.776™" 0.837

# Diagonal elements: Sqrt(AVE), *: p<0.05, #x p<0.01, s
p<0.001

* Legends: SV. - Social value; EV. - Emotionall value; FV.
- Fuctional value; CI - Continuous usage intention; FL. —
Flow;
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[Table 3] Model Goodness of fit R A
%20;1:;:? model 1 | model 2 reriz::jne [Table 4] Mediating effect test
X2 7795 161.451 _ LV - MVIMV — D.V| Mediator test
Degrees . ~ M.V.LV.  Paths . . Sobel Suppo
of freedom A 80 B SE| B SE|-Z p " 0
score
Absolute p-value 0.000 0.000 <0.05 . .
fit SV SV=-FI-CI[0.154 0.051 2448 0.014 Yes
index GFI 0.963 0.956 >0.90 .
Fl EV EV-FI-CI[0569 0.059]0.280 0.067[3.835 0.000 Yes
RMR 0.058 0.052 <0.05
FV FV—-FI-CI[0.224 0.042 3290 0.001 Yes
RMSEA 0.071 0.043 <0.08 # Legends: M.V. - Mediator vairable;, LV. - independent
Inc 975 ' >0, variable; D.V. - Dependent variable; SV. - Social value; EV.
n;rlerfri]ten N 0.97% 0968 090 - Emotionall value; FV. - Fuctional value; CI - Continuous
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[Table 5] Summary of hypothesis test

hypothe B
Model sis path coefficient ¢ Sulzgon
Hla FV — (I 0.297™ 7.295 Yes
Model 1 | Hlg EV — (I 04327 7.857 Yes
Hle SV — (I 0287 5.832 Yes
Hla FV — CI 0.190™ 4.505 Yes
Hlg EV — CI 0524 8877 Yes
Hlc SV — (1 0.158"™ 3.113 Yes
Model 2 | H2a FV —FL 0.239"" 5.896 Yes
H2 | EV — FL 0.280"" 4.39% Yes
H2c SV — FL 0.237" 4.956 Yes
H3 FL— CI 0291 4.335 Yes
# p<0.05, *+: p<0.01, ##x p<0.001
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