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The Effect of Community Artifacts and Media Richness Elements on the
Experiences of the Social Network Game Users : ‘Anypang’ Case
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ABSTRACT

The deployment of social network service(SNS) makes the social network game(SNG)
as the new value added service of SNS be popular. But, a few study had identified the
reason of this popularity and the elements of SNG. Based on the social presence theory
and media richness theory, we had tried to identify three community artifacts (i.e. persistent
labeling, self presentation and deep profiling) and two media characteristics(i.e. vividness
and interactivity) as the SNG elements in this research. Then we had empirically validated
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the effect of these elements on the SNGexperience (i.e. social presence, perceived enjoyment)
and behavioral intentions (i.e. Continuous usage intention, willingness to pay and loyalty)
of the users. We conducted a survey to the actual SNG users. 243 data were collected and
analyzed by PLS algorism. The results indicated that the community artifacts mediated
by the social presence and media characteristics could significantly affect on the experiences
and behavioral intentions. These findings could contribute to identify what element could
be the reason of social network game popularity and could also contribute to design more

attractive social network game in practice.
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(Table 1) Social Interaction Supports in SNG

Index Anypang Rule The Sky Farmville
- Score board and hall of - Substitutive management |- Substitutivemanagement on
glory where the score of on farms of friends farms of friends
my friends could be - SMS in SNS which linked | - Item gifting for friends
Functions simultaneously updated in SNG

- SMS in ranking change
- SMS for boasting
- Heart gifting for friends
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Community Artifacts

1 1

1 1

1 1
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| > Social Presence H6 Continuous Usage Intention
1 1

i Deep Profiling " H2

——— X
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! Interactivity T HS
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(Figure 1) Research Model
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(Table 2) Measurement items

Variables Items Sources
In SNS site which linked with this SNG.
(PT1D) I tell my stories to others
Self (PT2) I share my photos or other personal information with people
Present- | (PT3) I express my opinions Ma and
ation (PT4) I present information about myself in my profile Agarwal[39]
(PT) (PT5) T use a special signature to differentiateme from others
(PT6) I use a special name or nickname to differentiate me from others
(PT7) I let other SNS members visit my personal Web page
In SNS site which linked with this SNG.
(DP1) I think that other people consider my ranking (reputation) when
Deep they interact with me . .
Profiling (DP2) I think that other people search the archive to find out more Ma and
(DP) about me Agarwal[39]
(DP3) I think that other people have read my previous posts
(DP4) 1 think that other people look at my profile to find out more
about me
%n thi)s SNG.
.. VV1) The game contents is animated .
VIY{?\I}?SS (VV2) The game contents is lively %ang ant(f[128]
(VV3) I can acquire game contents from different sensory channels cnbasa
(VV4) It contains game contents exciting to senses
Interactivity In this SNG-‘ . . Jiang and
(IA) (IA1) I am interact with this game contents Benbasat[28]
(IA2) The game contents can respond to my input
In SNS site which linked with this SNG, the interaction with the other
members is.
(SP1) personal
Social (SP2) warm
Presence | (SP3) close Bioccal 7]
(SP) (SP4) humanizing
(SP5) expressive
(SP6) emotional
(SP7) sensitive
The experience with this SNG is.
Perceived | (EJ1) interesting
Enjoyment | (EJ2) enjoyable Zhu et al[61]
(E]) (EJ3) exciting
(EJ4) fun
Continuous | (CUI1) I want to continue to use this SNG rather than discontinuing
Usage the activity Bhattacherjee
Intention | (CUI2) My intentions are to continue to use this SNG rather than using |[5]
(Cun any alternative means
For use this SNG.
Purchase | pry) 1t is fikely that I will buy items Jiang and
(PD) (PI2) I will purchase items the next time Benbasat[28]
(PI3) I will definitely try to buy items
this SNG.
Loyalty | (LOY1) I consider myself to be highly loyal to. Kim and Son
(LOY) (LOY2) I feel loyal towards [32]

(LOY3) It means a lot to me to continue to use
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(Table 3) Demographic data

Index Num. | %
Male 82 | 3374
Gender Female 161 | 6626
Under 19 43 | 17.70
19~24 110 | 4527
Age 25~29 43 | 17.70
30~34 39 | 1605
35~40 5 2.06
Over 40 3 1.23
None 1 041
Middle school 1 0.41
Education High school 59 2428
BSc 152 | 62.55
MS, PhD. 30 | 1235
Student 137 | 56.38
Manager 39 |16.05
Technician 29 | 11.93
Occupation Operator 6 247
Housekeeper 7 2.88
None 7 2.88
Others 18 | 741

Under 1 month 44 | 1811

1~3 months 17 | 700

SNS 3~6 months 56 | 23.05

experience |6 months~1 year| 45 |1852

1~3 years 65 | 2675

Over 3 years 16 | 658

Under 1 month 31 [ 1276

1~3 months 79 |3251

SNG 3~6 months 73 130.04
experience |6 months~1 year| 36 |14.81
1~3 years 19 | 7.82

Over 3 years 5 2.06

Under 10 min. 55 | 2263

10~30 min. 60 |24.69

. 30 min~1 hour | 43 |17.70
SplzfauZi’ie 1~2 hours 4 |1687

2~3 hours 21 8.64

3~5 hours 16 6.58

Over 5 hours 7 2.88
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(Table 4) Correlation Matrix

Index | AVE | CR a PT DP VvV IA SP EJ CUI PI | LOY
PT | 054 | 089 | 08 | 0.73
DP | 068 | 089 | 084 | 060 | 082
VvV | 065 | 088 | 082 | 039 | 033 | 0.8
IA | 080 | 089 | 075 | 030 | 035 | 050 | 0.89
SP | 063 | 092 | 090 | 062 | 054 | 043 | 056 | 0.79
E] | 074 | 092 | 083 | 038 | 033 | 072 | 054 | 057 | 0.86
Cul| 078 | 083 | 073 | 037 | 031 | 049 | 038 | 039 | 052 | 0.88
PI | 08 | 095 | 092 | 040 | 024 | 024 | 013 | 023 | 019 | 049 | 092
LOY | 08 | 095 | 091 | 046 | 030 | 042 | 029 | 036 | 045 | 0.70 | 065 | 092

* AVE; Average Variance Extracted, CR; Composite Reliability, a; Cronbach’s a, PT : Selp Presentation,
DP : Deep Profiling, VV : Vividness, IA : Interactivity, SP : Social Presence, E] : Perceived Enjoyment,
CUI Continuous Usage Intention, PI : Purchase Intention, LOY : Loyalty.

w% Diagonals represents the square root of AVE.



f

2

m

)

AFHE a4t WA FoE 847t A8 UEYSA A o849 o|8A4Fd nXe 4% 203

O =S A0E gtk e 2 AT (factor loading)e ¥ W= Wity 22}
e 4 2de] s B kert sl o] SAHLAEL of e Wasdte] v
datA =k A wal Brp =2 FEe] a9l FobE
T4 R 3 BEES dvEs = S 7FAaL gefof g2l <Table 5>+= 7t
2 e 4 FH8LE9 29 FaF 4 24059 JHdAY a9l Fatgs v

(Table 5) Factor Loading

Index PT DP VvV IA SP EJ CUI PI LOY

PT1 0.662 0.284 0.29% 0.274 0.411 0.348 0.209 0.263 0.325

PT2 0.751 0474 0.316 0.162 0.440 0.340 0.276 0.236 0.323

PT3 0.791 0.443 0.265 0.183 0425 0.244 0.259 0.311 0.325

PT4 0.783 0.550 0.337 0.304 0.541 0.355 0.211 0.19 0.292

PT5 0.776 0412 0.326 0.223 0.464 0.266 0.388 0.399 0.421

PT6 0.722 0412 0.248 0.236 0.442 0.200 0.330 0.350 0.367

PT7 0.633 04838 0.215 0.162 0.413 0199 0.256 0317 0.303

DP1 0.461 0.676 0.186 0.205 0.334 0.245 0.294 0.239 0.360

DP2 0.513 0.875 0.267 0.258 0.385 0.229 0.272 0.278 0.274

DP3 0.487 0.872 0.262 0.283 0.467 0.208 0.204 0.183 0.198

DP4 0519 0.856 0.34 0.374 0.525 0.393 0.261 0121 0.201

VV1 0.260 0.308 0.696 0.490 0.334 0414 0.311 0.107 0.170

V2 0.334 0.259 0.872 0.448 0.403 0.659 0.487 0.206 0.430

VV3 0.350 0.294 0.875 0410 0.39%6 0.638 0.409 0.199 0.337

Vv4 0.310 0.228 0.758 0.281 0.240 0.569 034 0.243 0370

IA1 0.268 0.284 0.444 0.876 0.464 0441 0.321 0.111 0.222

IA2 0.276 0.336 0.444 0911 0.531 0.515 0.363 0.119 0.287

SP1 0.391 0.422 0.268 0.317 0.626 0.325 0.223 0.136 0.203

SP2 0.466 0.455 0.321 0.504 0.865 0484 0.218 0.073 0.157

SP3 0.487 0472 0.338 0.494 0.877 0499 0.239 0.139 0.204

SP4 0.465 0.406 0.319 0.522 0.865 0.468 0.238 0.058 0.155

SP5 0.538 0.420 0.334 0.407 0.775 0.498 0.408 0.325 0.394

SP6 0.580 0.449 0.378 0.401 0.760 0.489 0.463 0.350 0.503

SP7 0.447 0.375 0.344 0433 0.738 0372 0.316 0.180 0.356

E]J1 0.360 0.307 0.673 0.494 0.445 0.868 0.447 0.236 0412

EJ2 0.316 0.310 0.671 0.494 0.541 0.930 0.445 0.114 0.345

EJ3 0.348 0.298 0.547 0.367 0.449 0.7% 0473 0.271 0483

EJ4 0.285 0.224 0.578 0489 0.540 0.833 0.420 0.027 0.311

cun 0.374 0.274 0.490 0.409 0.39%6 0.543 0.935 0.374 0.589

Cu2 0.273 0.281 0.360 0.239 0.264 0.345 0.829 0.540 0.683

pi 0.375 0.162 0.201 0.092 0.200 0173 0.426 0919 0.593

PI2 0.350 0.246 0.243 0.146 0.228 0.198 0479 0.921 0.585

PI3 0.386 0.254 0.219 0.115 0.218 0.161 0.450 0.933 0.623

LOY1 0.431 0.312 0.390 0.249 0.332 0.420 0.588 0.591 0.927

LOY2 0417 0.279 0.352 0.263 0.308 0.371 0.624 0.659 0.936

LOY3 0418 0.253 0.416 0.281 0.355 0.453 0.716 0.556 0.908
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Community Artifacts

1 1
1 1
1 1
! :
1 i 0.452%**
H Self Presentation ! Social Presence Continuous Usage Intention
i : R2=0.425 0.521%** R2=0.272
H Deep Profiling T 0.271%*
1 1
1 1
bommmmmmmm oo Willingness to Pay
-------------------- 0'272*** kK _
E Media Richness i oA R?=0.037
1
1 1
1 1
! - ok
! Vividness ! 0.541 Perceived Enjoyment 0.455%** Loyalty
H ! R2=0.616 R2=0.207
H Interactivity v 0.099*
1
:___________________5 *p < 0.1 * p < 0.05; *** p< 0.01
(Figure 2) PLS Results
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