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ABSTRACT 

The games industry is rapidly developing both globally and in Indonesia which results in a big revenue, in which one 

of the most popular is PUBG Mobile. There are various sources of income for a game, one of them is through selling 

in-app features that is also being done by PUBG Mobile. The purpose of this research is to know the influence of 

PUBG Mobile addiction and perceived value, which consist of playfulness and good price, towards loyalty to PUBG 

Mobile and purchase intention of PUBG Mobile in-app features. This research is analyzed using multiple regression 

with SPSS, based on respondent data collected through questionnaires. This was done through a method of purposive 

sampling towards PUBG Mobile players, aged 16 and above, who live in Indonesia and have never bought in-app 

features of PUBG Mobile. There is a positive influence of addiction to PUBG Mobile towards loyalty and purchase 

intention of in-app features, playfulness towards loyalty, playfulness towards addiction to PUBG Mobile, good price 

towards purchase intention of in-app features, and loyalty to PUBG Mobile towards purchase intention of PUBG 

Mobile in-app features. However, there is no positive influence of good price of in-app features towards loyalty to 

PUBG Mobile and playfulness towards purchase intention of PUBG Mobile in-app features. This research suggests 

game developers to be responsible for the games they created, hire a public figure to promote the game and create a 

virtual survey for players to write their aspirations.  

Keywords: Consumer behavior, In-app features, Loyalty, Online Mobile Game, Perceived Value, Purchase 

Intention.

1. INTRODUCTION 

The gaming industry is rapidly growing in 

Indonesia. In 2019, it is discovered that mobile game 

revenue in Indonesia is Rp 10.3 trillion [1]. There are a 

few reasons why mobile games thrive, one of them is 

the high amount of smartphone users in Indonesia, of 

which in 2019 it is recorded that the number is 47.6% 

out of the whole population [2]. There is also a massive 

amount of internet users in Indonesia; in 2017 171.17 

million people use the internet [3] and the average 

hourly usage of mobile phones in Indonesia based on a 

research in 2019, is 4 hours a day [4]. 

The game that became the basis of this research is 

PUBG Mobile, a shooting game with 100 million users 

in Indonesia in 2019 [5]. This research aims to see what 

kind of factors can affect loyalty towards a game and 

purchase intention towards in-app features inside the 

game. There are several income sources for a game such 

as ads [6], paid application [7], in-app purchase [8] and 

freemium [1]. In PUBG Mobile, players can buy in-app 

features with real money [9]. 

Game developers aim for gamers to be loyal and 

willing to purchase in-app features [10] and that 

condition can be achieved through several factors, such 

as addiction and perceived value [8], [11]. Someone 

who is addicted to a certain activity is more likely to 

become loyal and could induce purchase intention [12], 

[13]. Perceived value consists of playfulness, access 

flexibility, connectedness, good price and reward. 

However, this research focuses on playfulness and good 

price because good price itself contains access 

flexibility, reward, and connectedness. 
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A price that makes sense and is affordable will make 

it easier for players to buy in-app features (reward), and 

someone who is able to buy those items will be able to 

socialize easily (connectedness). Indirectly, this game is 

also deemed accessible, hence having access flexibility 

[14]. 

2. LITERATURE REVIEW  

This research comprises several theories such as 

digital marketing of online games, theory of planned 

behavior, addiction, perceived value theory, flow theory 

and the three-stage model of service consumption. 

2.1. Digital Marketing of Online Games 

Digital marketing is an effort to achieve marketing 

objectives through technology [15]. This strategy stems 

from the development of the internet and digitalisation 

that makes it easier for consumers to connect to each 

other. For online games, some of the most popular 

strategies are to promote on a website, social media, 

utilise influencers, or app store optimization [16], [17]. 

2.2. Impulsiveness 

Impulsiveness is a theory that is able to describe the 

creation of addiction to games. The greater the 

impulsiveness in an individual, the more likely the 

individual develops a gaming addiction. However, there 

are other contributing factors that affect the high and 

low levels of impulsiveness, such as intensity, 

frequency, and type of games [18]. 

2.3. Addiction 

Addiction is a compulsive behavior that has negative 

outcomes [19]. Based on a research by Griffiths [20], 

addiction consists of several components such as 

salience, mood modification, tolerance, withdrawal 

symptoms, conflict, relapse and problems. Online 

mobile games addiction could bring negative outcomes 

both mentally and physically [21], [22]. When it comes 

to video games, there are different perceptions about 

addiction. The seven criteria of addictions are separated 

into two criteria, the first three (salience, mood 

modification and tolerance) are considered as positive 

engagement, meaning that people can be highly engaged 

without getting addicted. The other criteria is called core 

criteria of addiction (withdrawal, conflict, relapse and 

problems). Core criteria represent the negative effects 

that represent the whole idea of video game addiction 

[23]. This paper uses the core criteria to specifically 

analyze the video game addiction. 

 

 

2.4. Perceived Value Theory 

Perceived value is an individual's judgement of a 

product or service based on the benefits that is received 

and the cost that is expensed [8]. Perceived value 

components used in this research are playfulness and 

good price of in-app features. Playfulness is the pleasure 

and enjoyment obtained from performing certain 

activities. The more an individual is happy from 

performing certain activities, the individual is more 

prone to engage in purchase intention behavior [24]. 

Meanwhile, a good price of in-app features is a price 

that is deemed affordable by the buyer that could push 

the buyer to have purchase intention [25] and loyalty 

[26]. 

2.5. Flow Theory 

Flow happens when an individual performs an 

activity intensely and starts to lose the perception of 

time [27]. Game developers aim for gamers to reach this 

state and lead them to become addicted and loyal to the 

game [28], [29]. 

2.6. Three Stage Model of Service Consumption 

There are three stages an individual goes through in 

terms of service consumption, that is pre-purchase stage, 

service encounter stage and post-encounter stage [30]. 

Loyalty itself is a part of the post-encounter stage, along 

with purchase intention, when the consumer evaluates 

the purchase decision that has been made. In the case of 

free games, it is when the customer evaluates the aspects 

of the games such as graphics and gameplay that could 

lead further into actions such as purchasing the services 

or goods, or loyalty [31]. Loyalty itself has two types: 

attitudinal that relates to the psychological aspect (such 

as having a certain belonging to a brand), and behavioral 

loyalty relates to behavior such as repurchase [32], [33]. 

3. RESEARCH METHODOLOGY 

Research methodology consists of research 

framework, research hypothesis, and data analysis 

method. 

3.1. Research Framework 

Figure 1 shows the research framework for this 

research. 

3.2. Research Hypothesis 

3.2.1. Addiction to PUBG Mobile 

Addiction is defined as compulsive behavior that 

leads to negative outcomes [35]. There are two 

behaviors that result from addiction: one is loyalty [13] 
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and another behavior is purchase intention. A research 

by Lawrence [36] states that addiction could drive 

compulsive buying. Based on those premises, these 

hypotheses are constructed:  

H1: Addiction to PUBG Mobile has a positive influence 

towards loyalty to PUBG Mobile. 

H2: Addiction to PUBG Mobile has a positive influence 

towards purchase intention of PUBG Mobile in-app 

features. 

3.2.2. Playfulness 

Playfulness is a state where an individual feels happy 

when doing a certain activity [8] and is an important 

benchmark in attracting gamers. The more gamers feel 

the game is fun to play, the more they will repeatedly 

play the game [37] and form loyalty. It can also branch 

out to purchase intentions too [38]. The more fun the 

game is, there is also a chance that the individual 

becomes addicted [34]. Based on those premises, these 

hypotheses are constructed:  

H3: Playfulness has a positive influence towards loyalty 

to PUBG Mobile. 

H4: Playfulness has a positive influence towards the 

purchase intention of PUBG Mobile in-app features. 

H5: Playfulness has a positive influence towards 

addiction to PUBG Mobile. 

3.2.3. Good Price of In-App Features 

Good price stems from consumer perception that the 

price is affordable [39]. The affordable price could 

induce behavioral loyalty [40] and become a deciding 

factor to purchase items [39]. Based on those facts, 

these hypotheses are constructed:  

H6: Good price of in-app features has a positive 

influence towards loyalty to PUBG Mobile. 

H7: Good price of in-app features has a positive 

influence towards purchase intention of PUBG mobile 

in-app features. 

3.2.4. Loyalty to PUBG Mobile 

A loyal individual increases the chance of them 

purchasing in-app features thus increasing the game 

profits [41]. A research by Teng [41] also discovered 

that loyalty is measured by future behavior, of which 

one of them is purchase intention. Based on those 

grounds, this hypothesis is constructed: 

H8: Loyalty towards PUBG mobile has a positive 

influence towards purchase intention of PUBG Mobile 

in-app features. 

3.3. Data Analysis Method 

This research uses primary data that is gathered 

through Google Form in the form of self-administered 

surveys. This research is a conclusive research and data 

is obtained through cross-sectional design. The 

questionnaire was gathered through purposive sampling 

method and every variable is measured by a Likert scale 

(1-5). The respondents of this research are PUBG 

Mobile players who reside in Indonesia, aged 16 and 

above, have never bought any in-app features and have 

played PUBG Mobile for the last 3-4 months. Pre-test is 

done to 52 people and the data are processed using 

SPSS 25.0. 

4. RESULTS 

There are 7 hypotheses that are deemed significant, 

which are H1, H2, H3, H4, H5, H7 and H8, meanwhile 

H6 is not significant. 

5. DISCUSSION 

H1 is accepted, therefore it can be said that addiction 

to PUBG Mobile has a positive influence towards 

loyalty to PUBG Mobile and individuals that are 

addicted and have a hard time to reduce their time 

playing PUBG Mobile is more likely play PUBG 

Mobile again in the future if that person wants to play 

online mobile games. H2 is accepted, therefore it is 

known that PUBG Mobile has a positive influence 

towards the purchase intention of PUBG Mobile in-app 

features. It can be concluded that individuals who have 

difficulty in terms of reducing PUBG Mobile playing 

time are predicted to buy in-app features in the near 

future. 

 

Figure 1 Research Framework 
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H3 is accepted, therefore it is known that playfulness 

has a positive influence towards loyalty to PUBG 

Mobile and individuals who feel that PUBG Mobile is a 

fun game will choose to play PUBG Mobile compared 

to other online mobile games, if they want to play a 

game.   

H4 is rejected, therefore people who find PUBG 

Mobile as playful will not consider playfulness to be the 

reason why they purchase in-app features in PUBG 

Mobile. 

H5 is accepted, meaning there is a positive influence 

of playfulness towards addiction to PUBG Mobile.  

If an individual feels that PUBG Mobile is a fun 

game, individuals will most likely fail at reducing the 

duration of playing PUBG Mobile. H6 is not accepted 

(rejected), because there is no positive influence of the 

good price of in-app features towards loyalty to PUBG 

Mobile. Loyalty will not be formed if consumer 

expectation of the benefit does not match the price that 

is paid [42].  

H7 is accepted because it is proven that there is a 

positive influence between good price of in-app features 

towards purchase intention of PUBG Mobile in-app 

features, which means individuals who feels that the 

value of in-app features in PUBG Mobile fits the price 

that is paid will most likely purchase in-app features of  

PUBG Mobile in the near future.  H8 is also 

accepted because there is a positive influence between 

loyalty to PUBG Mobile towards purchase intention of 

PUBG Mobile in-app features. This means individuals 

who chose to play PUBG Mobile compared to other 

online mobile games will most likely buy PUBG Mobile 

in-app features in the near future. 

According to Table 2, the adjusted R square is 0.640. 

It means that the independent variables are affecting 

dependent variables by 0.640 or 64%. While the rest of 

the percentage (36%) might be influenced by other 

unknown variables outside the framework. 

6. CONCLUSION AND IMPLICATIONS 

6.1. Conclusion 

Based on the conducted test, it is known that 6 

hypotheses are accepted and 2 hypotheses are rejected. 

It can be concluded that there is a positive influence 

between addiction to PUBG Mobile towards loyalty and 

purchase intention of in-app features. There is also a 

positive influence between playfulness towards loyalty 

and playfulness towards addiction to PUBG Mobile. 

There are also positive influences between good price 

towards purchase intention of in-app features and 

between loyalty to PUBG Mobile and purchase 

intention of PUBG Mobile in-app features. However, 

there is no positive influence of good price of in-app 

features towards loyalty to PUBG Mobile and 

playfulness towards purchase intention of PUBG Mobile 

in-app features. 

6.2. Implications 

It is advised for PUBG Mobile developers to take in 

mind that addiction is an unhealthy behavior, so they 

need to be responsible for the effect it might cause. 

Game developers can also hire public figures to promote 

their game and create virtual surveys. For future 

research, it is advisable to include all 5 of perceived 

values as stated on Hsiao’s [8] research and to use 0.3 as 

the minimum benchmark for convergent validity as 

stated in Arifin and Yusoff’s [43] research. 
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