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Abstract  
With more Internet access, MMORPGs have grown in popularity. In Indonesia, the biggest gaming market in Southeast Asia, this genre is less popular. 
Therefore, studying what inspires Indonesian MMORP users is necessary. The study used a quantitative research design on 221 online gamers who 
were familiar with MMORPGs but had never played them. The study tested research hypotheses using multivariate linear regression analysis. The 
study discovered that hedonic motivation, price value, habit, and flow all have a positive impact on one's intention to play MMORPG online games, but 
effort expectation and social influence have no impact. 
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1.0 Introduction  
Indonesia's video game market was worth USD 1.130 billion in 2018, placing 17th globally (Loeis et al., 2022). Mobile games accounted 
for 45% of the worldwide video game business in 2019, reaching $68.5 billion. Newzoo reports 62.1 million players in Indonesia and 
US$1.1 billion in revenue. Indonesia ranks 12th globally in gaming players, making it Southeast Asia's largest user (Ericska et al., 2021). 

MMORPGs have gained in popularity as the Internet has become more accessible. According to Wang et al. (2021). There are 240 
million MMORPG players worldwide (19 million active). Many MMORPG players share a fantasy or sci-fi virtual environment. They trade 
and interact with players. Character development points let players shape character evolution (Danka, 2020). MMORPGs topped mobile 
gaming in 2019, with USD 7.5 billion and 26.9%. MMORPG updates seem to have halted (Wang et al., 2021). Single-player casual 
games are 87% popular in Indonesia. Battle Royale games rank second with 74.6%. 74.4 percent ranked FPS games third. The least 
popular are RPGs (66.4%) and MMORPGs (67.6%). This shows that MMORPGs are less prevalent in Indonesia (Amalia, 2021). 
Indonesia's game sector is promising. This challenge requires user behavioral visibility so developers may target diverse people 
worldwide. Thus, game designers, advertisers, organizations, and gadget developers better understand players' intentions when playing 
online games (MMORPGs in this research). 
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E-games are growing, yet behavioral objectives, usability, and technological adoption are understudied (Ong et al., 2023). By 
integrating factors like perceived ease of use (effort expectation) and perceived usefulness (performance expectancy), the Unified 
Theory of Acceptance and Use of Technology (UTAUT) (Venkatesh et al., 2003) model for customer technology adoption is robust. 
Information systems, psychology, and sociology were used to build UTAUT2 to explain customers' motivations to utilize new IT 
technologies (Venkatesh et al., 2012). UTAUT2 explains the antecedents of behavioral intention (drivers of new technology usage) and 
outcomes (user behavior) (Jang & Byon, 2020). UTAUT2 analyzes consumer adoption of online game technologies. Limited UTAUT2 
research has examined online gaming (Ramírez-Correa et al., 2019). 

Since playing games is a leisure activity, this study includes flow (Merhi, 2016) and hedonic motivation (Chang et al., 2019; Ong et 
al., 2023) in the model since gaming is considered leisure. According to Loisa and Purwanto (2020), habit and price value are other 
UTAUT2 factors that increase customers' adoption of technology. Based on previous research, this study examines how EE, SI, HM, 
PV, Habit, and Flow affect Indonesian gaming intentions. 

 
 

2.0 Literature Review 
 
2.1 Effect of Effort Expectancy (EE) on Intention to Play  
According to Loisa & Purwanto's (2020) study, one's expectation of the app's ease of use drives one to be captivated in adopting 
technology. E-sports participants must master new technology because each game has a distinct user interface, regulations, and virtual 
surroundings. If a new e-sports game is too difficult, players may give up on it. (Jang & Byon, 2020). Therefore, the hypothesis in this 
study is: 
 
H1: EE has a positive impact on the Intention to Play e-games. 

 
2.2 Effect of Social Influence (SI) on Intention to Play 
Social influence is the extent to which customers feel vital individuals (e.g., family and friends) think they should adopt specific 
technology (Venkatesh et al., 2012). SI drives game users and followers, according to Jang and Byon (2020). Interest in a new game 
comes from suggestions from friends. In Bower & Jong's (2020) study on immersive virtual reality (VR) in education, students were 
interested in using VR after teachers taught them and recommended it. As a result, the hypothesis in this research is: 
 
H2: SI has a positive impact on Intention to Play online games. 

  
2.3 Effect of Hedonic Motivation (HM) on Intention to Play 
Technology-related joy is called hedonic motivation. Hedonistic drive strongly influences technology acquisition and use (Chang et al., 
2019). Hedonic motivation strongly predicts consumer technology use (Gong et al., 2019). Furthermore, Ong et al. (2023) suggested 
studying how hedonistic reasons affect user intentions to embrace new technologies. According to Nikolopoulou et al. (2021), hedonic 
incentives enhanced primary school teachers' enthusiasm for using mobile learning. Jang & Byon (2020) discovered that HM factors 
positively and significantly affected customers' intentions to play online MMORPG games. As a result, the following is the study's 
hypothesis: 
 
H3: HM has a positive impact on Intention to Play.  

 
2.4 Effect of Price Value (PV) on Intention to Play 
An individual's cognitive tradeoff between a product or service's perceived benefits and monetary costs is called price value. If the price 
matches the quality, customers will keep buying. PV was found to affect the user's intention to buy in-game merchandise in the game 
being played (Ramírez-Correa et al., 2019). According to mobile internet usage research (Nikolopoulou et al., 2021), PV favorably 
impacts instructors' decision to utilize the Internet in their instruction. Jang and Byon (2020) found that PV strongly predicts video game 
buying intent. The following is the study's hypothesis: 
 
H4: PV has a positive effect on Intention to Play. 

 
2.5 Effect of Habit on Intention to Play 
According to Lytvyn et al. (2019) research on Malaysian students' mobile learning usage, habits strongly impact information system use 
intentions. Cai et al. (2021) found that habits strongly impact logistics technology utilization. Online gaming encourages trying new 
games. Gamers' habits motivate them to fulfill daily gaming tasks. Challenge establishes the habit that continually impacts one's game 
purpose (Jang & Byon, 2020). Therefore, the hypothesis in this study is: 
 
H5: Habit has a positive impact on Intention to Play. 

 
2.6 Effect of Flow on Intention to Play 
Chen et al. (2018) found that flow experience increases the likelihood of trying mobile purchasing services. According to Hallmann and 
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Giel (2018), flow experience motivates people to perform time-consuming tasks without remuneration. Games involve several activities 
that improve flow. Shin (2010) and Jang & Byon (2020) found that flow increased gaming customer activity intentions. Therefore, the 
hypothesis in this study is: 
 
H6: Flow has a positive impact on Intention to Play. 

 
 

 
 

Fig. 1: Research Model 

 
 

3.0 Methodology 
 
3.1 Procedure and Participants 
This study employed judgmental non-probability sampling since researchers selected respondents using specified criteria (Malhotra et 
al., 2017). Based on judgmental sampling, Indonesian residents aged 17–33 who were active online gamers familiar with MMORPG 
games but had never played them were sampled. In the study, computerized questionnaires are distributed and collected. Only 221—
81.85%—of the 270 replies fit the research requirements. Data analysis and processing are done with IBM SPSS 26. Multivariate 
regression analysis tested research hypotheses. 

 
3.2 Measures 
This study incorporates prior definitions and measures. Zhao and Bacao (2020) defined and measured effort expectation and flow. 
Faroqi et al. (2020) defined and measured social influence. Vieira et al. (2018) defined and measured hedonic motivation factors, 
whereas Jang and Byon (2020) defined and measured variable pricing value. Venkatesh et al. (2012) defined and measured the habit 
variable, whereas Ramírez-Correa et al. (2019) defined and measured the desire to play variable. This research examined indicators 
using statements on the Likert scale with one to seven points to determine how much respondents agreed or disagreed. 

 
3.3 Model 
The study used a linear multivariate regression model in which the intention to play consumer online games (Y) was determined by a 
vector (X) of the explanatory variables consisting of effort expectancy (EE), social influence (SI), hedonic motivation (HM), price value 
(PV), habit (H), and flow (F). The regression model can be described as follows:  

Y = a + b1 EE + b2 SI + b3 HM + b4 PV + b5 H + B6 F + e 
 
 

4.0 Result and Discussion  
 
4.1 Respondent Profile 
The majority of respondents are female (57%), aged 17 to 22 (49%), and have a habit of playing online games for 30 minutes to 1 
hour every day (56%). 
 
4.2 Multivariate Regression Result 

 
Table 2. Coefficient Determination result 

Model R R Square Adjusted R Square Std. Error of the 
Estimates 

1 0.876 0.767 0.761 1.33342 
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  Dependent variable: intention to play 
  Predictors: (Constant) Flow, Hedonic Motivation, Effort Expectancy, Price value, Social Influence, Habit 

(Source: SPSS output) 

 

Based on Table 2, it is seen that the adjusted value of R2 in this study is 0.761. In other words, the 76.1% variance in intention to play 
online games can be explained by the variables EE, SI, HM, PV, Habit, and Flow.  

 
Table 3. F Test (ANOVA) result 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1253.797 6 208.966 117.529 0.000 
 Residual 380.493 214 1.778   
 Total 1634.290 220    

 Dependent variable: intention to play 
 Predictors: (Constant) Flow, Hedonic Motivation, Effort Expectancy, Price value, Social Influence, Habit 

(Source: SPSS Data)  

 
The F-test tests the null hypothesis for all model variables in regression analysis. Table 3 shows that the significance value (Sig.) or 

the probability value of Anova output is 0,000. Thus, the independent variables of EE, SI, HM, PV, Habit, and Flow simultaneously 
influence the Intention to Play because it has met the minimum value significance < 0.05 criteria.  

 
Table 4. T Test result 

Model Unstandardized  Coefficients Standardized 
Coefficients 

   

B Std. Error B t Sig. Decision 

1 (Constant) 0.571 1.032  0.553 0.581  
 EE 0.000 0.060 0.000 0.004 0.996 H1 Rejected 
 SI 0.016 0.062 0.016 0.266 0.791 H2 Rejected 
 HM 0.262 0.055 0.226 4.736 0.000 H3 Supported 
 PV 0.290 0.054 0.309 5.402 0.000 H4 Supported 
 H 0.268 0.067 0.290 4.009 0.000 H5 Supported 
 F 0.146 0.058 0.149 2.150 0.033 H6 Supported 

(Source: SPSS Data)  

 
The regression T-test is evaluated by comparing the significance and t-values. The null hypothesis is rejected if the significance 

criterion is below 0.05 and the t-value is more significant than 1.651. Table 4 shows that EE and SI are significant > 0.05. This result 
suggests that EE and SI do not affect online gameplay. The variables HM, PV, habit, and flow have t values over 1,651 and rate sig 
<0.05. HM, PV, habit, and flow positively affect online gaming intention. Thus, this study's final regression equation is:  

 
Y = 0,571 + 0,262 HM + 0,290 PV + 0,268 H +0,146 F + 1,032 

 
 

5.0 Discussion and Conclusion  
The study examines factors that affect the intention to play online games, especially in the MMORPG genre. The study uses multivariate 
linear regression analysis to identify and evaluate the effect of independent variables such as EE, SI, HM, PV, habit, and flow on the 
intention to play online games.  

The hypothesis test indicated that EE does not affect play intention. Intention to use mobile apps is unaffected by EE. This finding 
is consistent with research by Fadzil (2017) on Malayan student mobile app users, demonstrating that respondents' propensity to use 
mobile applications is unaffected by even the slightest effort or difficulty. In this survey, respondents said game ease did not impact their 
propensity to play MMORPGs. The AI guides players through maps and quests to advance in this MMORPG game, making it easy. 
Most responders are also MMORPG veterans so that they can play and appreciate the game flow. 

This hypothesis test reveals that SI does not alter MMORPG play intention. Singh and Srivastava (2018) found that SI did not affect 
Indian mobile banking users' intentions. Mobile banking simplifies daily Internet payments. In this survey, respondents said their 
MMORPG playing plans were unaffected by others. Instead of meeting to play the MMORPG game, players would make new friends 
after downloading and playing it. Then, they will make MMORPG pals online. Thus, the responder believed their closest friends did not 
impact this MMORPG. 

This study also shows that Hedonic Motivation affects MMORPG's Intention to Play. Merikivi et al. (2017) discovered that pleasure, 
a facet of Hedonic motivation, influence online game flow, aesthetic design, system renewal, and difficulties. Thus, hedonic incentive 
strongly influences people's intention to play MMORPGs, emphasizing the need for fun and engaging components in online game 
design. 

The hypothesis testing shows that PV affects MMORPG's Intention to Play. The findings confirm Jang's (2020) research on e-sports 
uptake. According to the study, customers would be more interested in playing a matching game if they thought they got value from 
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buying in-game things. Nikolopoulou et al. (2021) revealed a favorable association between PV and instructors' decisions to use mobile 
Internet in their instruction. Higher prices mean better Internet quality. 

The hypothesis testing reveals that habit impacts MMORPG Intention to Play. The findings support Jang (2020), who observed that 
most new gamers felt challenged to finish their daily gaming tasks. Due to curiosity and spiritual difficulties, they would play games 
naturally. Ong et al. (2023) examined how Habit affects online gaming. In this aspect, Habit greatly influences consumer online mobile 
gaming. After developing habits, people will rely on themselves.  

Finally, flow affects online game Intention to Play. The results support Jang & Byon's (2020) and Shin's (2010) findings that flowing 
experiences motivate players to play online games and feel immersed in them. Flow strongly influences customers' willingness and 
intention to adapt and play online virtual games. 
 
 

6.0 Conclusion& Recommendations. 
This study demonstrated that HM, PV, habit, and flow impact online gaming intention. These factors affect customers' value perception, 
habits, and immersive online games—these outcomes impact game creators and marketers. To retain customers, game marketers and 
developers should optimize online game prices. They should also set goals and promote behaviors to keep players playing. Game 
marketers and developers should emphasize smooth and engaging player experiences. Creating an immersive play is possible with 
challenging, intriguing, and engaging game design. Game marketers and developers should consider gender's impact on player 
objectives. Understanding gender's moderating influence helps game marketers and developers meet the needs and preferences of 

male and female (majority of this research respondent) players, increasing their inclination to play. The research's limitations is that it 
focused mostly on the intention to play online games rather than actual gameplay behavior that would lead to in-app payments for game 
creators. Furthermore, the study focuses solely on the MMORPG genre. 
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