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ABSTRACT

UNDERSTANDING CONSUMER INNOVATIVENESS VIA THEORY OF GOAL
DIRECTED BEHAVIOR: AN INVESTIGATION OF FACTORS AFFECTING
ADOPTION OF ONLINE GAMES

Baybas, Giilnur
M.B.A., Department of Business Administration

Supervisor: Prof. Dr. Cengiz Yilmaz

December 2015, 107 pages

This study aims to analyze the factors behind adoption of online games, using a
theoretical foundation based mostly on the theory of goal-directed behavior and
diffusion of innovations model. Factors affecting the adoption behavior are
determined on the basis of the goal directed behavior theory, and differences between
adopter categories of online game buyers are investigated by applying Rogers’

diffusion of innovations (DOI) theory.

Online survey was conducted to reach target group by using social media and
forums. 308 online game players from different environments participated to the
survey. Hypotheses were identified according to the objectives of the study and
theoretical framework. The results demonstrate the importance of anticipated
emotions and triability for the adoption of online games. Players expect to have
positive impression and experiences with the new online game. In addition, online
gamers want to be sure that new online game is worth purchasing and playing. This
study aims to contribute to both the relevant theoretical knowledge regarding

consumer innovativeness and the strategic approaches of online game marketers.

Keywords: Diffusion of innovation, goal-directed behavior model, online games,
attributes of innovation
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AMACA YONELIK DAVRANIS TEORISI ILE TUKETICI YENILIKCILIGININ
INCELENMESI: CEVRIMICI OYUNLARIN BENIMSENMESINI ETKILEYEN
FAKTORLERIN ARASTIRILMASI

Baybas, Giilnur
Yiiksek Lisans, Isletme Boliimii

Tez Yoneticisi: Prof. Dr. Cengiz Yilmaz

Aralik 2015, 107 sayfa

Bu calisma, ¢evrimi¢i oyunlarin benimsenmesini etkileyen faktorleri amaca yonelik
davranis modeli ve yeniligin yayillmast teorisi kullanilarak arastirilmasinm
amaglamaktadir. Yeniligin benimsenmesini etkileyen faktdrler amaca yonelik
davranig teorisi kullanilarak belirlenirken, kabullenici kategorileri arasindaki

farklarin incelenmesinde Rogers’in yeniligin yayilmasi teorisine basvurulmustur.

Arastirma kapsaminda veri toplamak icin ¢evrimici bir anket ¢aligmasi yiiriitiilmiis
ve toplam 308 online oyun kullanicisi ankete katilmistir. Sosyal medya ve gevrimigi
forumlar kullanilarak farkli ¢evreden pek ¢ok katilimciya ulagilmigtir. Calima
kapsaminda test edilecek hipotezlerin belirlenmesinde ¢alismanin hedefleri ve teorik
altyapt esas almmistir. Elde edilen sonuglar duygularin ¢evrimi¢i oyunlarin
benimsenmesindeki dnemini ortaya koymustur. Oyuncularmn yeni bir ¢evrimi¢i oyun
oynarken olumlu bir deneyim yasamak istedikleri goriilmiistiir. Buna ek olarak,
kullanicilar yeni oyunun oynamaya ve satin almaya deger oldugundan emin olmak
istemeleri, denenebilirlik 6zelliginin 6nemini vurgulamistir. Bu calisma, tiiketici
yenilik¢iligi ile ilgili literatiire ve c¢evrimi¢i oyun pazarlamacilarin stratejik

yaklasimlarina katkida bulunmay1 amaclamaktadir.

Keywords: Yeniligin yayilmasi, amaca yonelik davranig modeli, ¢evrimigi oyun,
yeniligin ozellikleri
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CHAPTER 1

INTRODUCTION

Ted Levitt once declared: “Just as energy is the basis of life itself, and ideas the
source of innovation, so is innovation the vital spark of all human change,
improvement and progress.” Innovations increase quality of life for everyone and
make people’s lives easier. There is no doubt that internet is one of the most
significant innovations in the history of humankind, since it opens a new world of
communication and provides infinite access to information. Nowadays, internet is
inevitable for many people. There are more than 35 million internet users in Turkey,
and people continue to spend more and more time online for communicating with
others, shopping, travel arrangements, following news, playing games, and so on.
Online games are one of many forms of significant innovation facilitated by the

internet revolution.

The popularity of online games has also driven substantial scholarly attention.
Studies about different dimensions of online games have been conducted by many
researchers. Much research in this area has been conducted within the general
domain of the topic of consumer innovativeness. Understanding why some
consumers are more innovative than others in terms of adopting new products has
been the core subject matter of this research stream. Since online games are truly
innovative products in a highly dynamic market, studying the antecedent factors
affecting adoption of online games would obviously contribute substantially to this
research area. There is also ample evidence that different adopter categories behave
differently in terms of what drives their adoption of new products. Thus, studying the
effects of antecedent factors separately for each adopter category (i.e., innovators,
early adopters, late adopters, laggards, etc.) would reveal valuable insights. If the

relative effects of selected antecedent factors on the adoption of online games can be



determined for different adopter categories, several normative insights could also be

revealed for the practice of online game marketing.

Accordingly, the main objective of this thesis is to reveal the factors affecting
adoption of online games, using a theoretical foundation based mostly on the theory
of goal-directed behavior and diffusion of innovations model. Factors affecting the
adoption behavior are determined on the basis of the goal directed behavior theory,
and differences across adopter categories of online game buyers are investigated by
applying Rogers’ diffusion of innovations (DOI) theory. In doing so, the study aims
to contribute to both the relevant theoretical knowledge regarding consumer
innovativeness and the strategic approaches of online game marketers.

Perugini and Bagozzi’s model of goal-directed behavior (hereafter, MGB) and
Rogers’ DOI (diffusion of innovation) theory are used as the basis of theoretical
background in this thesis. After a deep understanding of theories and review of
literature, data are collected from online gamers and analyses are conducted to reveal
the significant factors behind the diffusion of online games. Firstly, correlation
between attributes of innovation and constructs of goal-directed model are examined
by conducting advanced statistical analysis. Linear regression models and
hierarchical regression procedures are applied in order to observe the significant
relationships between the variables of interest. Variables are categorized as socio-
economic factors, personal characteristics, attributes of innovation and determinants
of MGB. These variable groups are identified as the main blocks and each block is
included into the analyses sequentially. Differences across adopter categories are

then revealed.

The results of the study are rather rich and highlight several interesting issues
regarding consumer adoptions of new products. Most prominent result of the study
points out to the importance of anticipated emotions for the adoption of online
games, for instance. Players expect to feel relaxed, happy and excited while playing
online games. They hope to have positive impression and experiences with the new

online game. In addition, online gamers want to be sure that new online game is



worth purchasing and playing. This expectation emphasizes the significance of
triability for new online game. People prefer to try the new online game before
purchasing/ playing. Therefore, triability of new online game before purchasing/
playing is another significant factor affecting adoption of online games. These and
several other novel and insightful findings are revealed and discussed through the
study.

The present chapter aims to make brief introduction by explaining the objective and

main reasons behind why this study is conducted.

Chapter 2 focuses on comprehensive literature review which includes the theoretical
background of this study. First of all, diffusion of innovation theory is explained in
detail regarding significant research and article in the field. There are plenty of
essential studies in the literature which should be definitely considered under
diffusion of innovation theory. Therefore, related studies and resources are
mentioned so as to include different perspectives to this study. Furthermore,
attributes of innovation and adopter categories are examined in detail. Goal-directed
behavior model is the second significant theory which should be mentioned in the
literature review chapter. Determinants of goal directed theory are explained

separately in order to enlighten the logical background of the theory.

Aim of the study is to investigate the factors behind the adoption of online games by
applying goal-directed behavior model and diffusion of innovation theory. After
providing the insight about theoretical background of the study, following chapter
will involve the main research question and the hypotheses which will be tested by
applying statistical analyses. In Chapter 3, research model is presented and all

hypotheses are indicated separately.

Data collection, explanations of the questions and scales are given in the Chapter 4.
Data collection methods and reasons behind selection of online survey are provided
in this chapter. Development of measures and questions in the survey is explained in
detail.



Chapter 5 includes findings and results of the survey. First of all, descriptive
statistics is given with the graphs and tables. For measure purification, reliability
analysis and factor analysis are applied in order to obtain accurate results. Lastly,
advance statistical analyses are conducted in order to test the identified hypotheses
one by one. Results are interpreted in accordance with the appropriate statistical

theories and literature review.

Finally, Chapter 6 is the conclusion part. This chapter involves discussions and
deductions regarding the findings and interpretation of results. Limitations of this
study are mentioned. Discussions of results are provided and recommendations for
future research are made to provide guidance for other researchers. Last part will be
managerial implications which will involve recommendations for managers

considering the results of the study.



CHAPTER 2

LITERATURE REVIEW

2.1 Definition of Innovation & Diffusion

Rogers (1983) defined diffusion as “process by which an innovation is
communicated through certain channels over time among the members of a social
system.” Diffusion is as a type of communication which involves new ideas (Rogers,
1983, p. 5).

Many people defined innovation differently by mainly focusing originality and
newness. According to Rogers, innovation is “perception of an idea or object as new
by an individual™. If individual’s reaction is new to the idea or the object, then it is an
innovation. (Rogers, 1983). Mohr believes that it is significant to make distinction
between two ideas of invention and innovation. According to him, “Invention implies
bringing something new into being; innovation implies bringing something new into
use” (Mohr, 1969, p.112).

2.2 Theory
2.2.1 Diffusion of Innovations (DOI) Theory

Diffusion of innovation research started with the studies of German-Austrian and
British schools of diffusion in anthropology members. They proposed that
introduction of an innovation in other societies can cause change in a society. The
second significant study in 1940s was conducted by French sociologist Gabriel Tarde
who revealed the role of opinion leaders during the process of imitation. As a result
of initial studies, classical model for the diffusion of new ideas has emerged.
According to this model, the main elements of diffusion model are the innovation,
certain communication channels, time and social system. This classical model

actually formed a basis for Rogers’s Diffusion of Innovation Theory (Rogers, 1976).



Ryan and Gross conducted a significant research which can be considered as
revolutionary in many ways during 1940s. Their study aimed to reveal the innovation
process of Hybrid Corn which is one of most remarkable innovation in mid-west
agriculture. As a result of interviews with lowa farmers, rate of adoption appeared to
be s-shape normal curve. It was concluded that farmers who adopts quickly
(innovators) were more cosmopolitan and they had higher socio-economic status
compared to late adopters. Farmers mostly learned the innovation from corn
salesman and interpersonal communication between friends and farmers. This was
the most frequent channel to spread the innovation. In this case, time to adopt
innovation took nine years which can be regarded as long (Ryan & Gross, 1943) .

Researchers tried to develop a scale for measuring innovativeness using time-of-
adoption method. Time-of-adoption method should not be used for forecasting since
it depends on customer and it can be biased. Moreover, it is really hard to evaluate
scale’s wvalidity and reliability. This method has been criticized due to
methodological and theoretical weaknesses by many researchers (Hurt, Joseph, &
Cook, 1977). Goldsmith and Hofacker (1991) studied on development of a measure
for consumer innovativeness since there has been no reliable, valid and adoptable
scale until then. They achieved to develop self-report, valid and reliable measure for
innovativeness which assesses consumer’s adoption of innovation behavior. This
measure can be used to identify the profile of potential customers which includes
demographics, lifestyle, behaviors, and brand preferences (Goldsmith & Hofacker,
1991).

Tolba and Mourad (2013) investigated cultural factors behind acceptance and
diffusion of innovations and constructed a conceptual model. Adoption process for
new products changes according to personal values such as demographics,
personality factors, socioeconomics and culture. Among these factors, it was
concluded that income, educational level, professional status, age, ethnicity have a
significant relationship with the attitudes of people towards innovation acceptance.
People who are more inclined to adopt new products were found to be young and
have high professional status, income and educational level (Tolba & Mourad, 2013).



Diffusion of innovation theory has been studied for many years now, and the most
significant theories belong to Bass and Rogers. Rogers can be considered as one of
the pioneers of this theory. After him, more than 400 publications have been
produced about the subject matter and diffusion of innovation theory has been

popular among researchers.

2.2.1.1 Rogers’s Diffusion of Innovation Theory

Rogers started to study diffusion of innovation in 1962 and constructed main
framework of theory. According to Rogers’s there are four main elements behind
diffusion of innovation theory. These are innovation, communication channels, time
and the social system. An innovation is perception of an idea or object as new by an
individual. A communication channel is a way of transmitting messages from one
individual to another. It is really important for diffusion process since innovations
spreads by communication channels in a specific amount of time. Time is other essential
element for the innovation-decision process, innovativeness, and an innovation's rate
of adoption. Social system consists of people, formal groups, organizations and
informal groups. Social system structure has an impact on diffusion process in many
ways. Opinion leaders in social system, relationship between individuals and culture all

affect diffusion of innovation process differently (Rogers, 1983).

There has been significant amount of research conducted to validate the profiles of
customers of adopter categories. These researches mainly focus on investigating the
relationship between time of adoption and age, gender, education, income level,

personality characteristics.

According to Rogers (1983) all individuals adopt an innovation differently, not at the
same time. Time sequence that they adopt innovation formed the basis of Rogers’
adopter categories. As it can be seen in Figure 1, there are five main adopter
categories, namely, innovators, early adopters, early majority, later majority, and

laggards.
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Figure 1 Adopter Categories

Source: Rogers, E. M. (1983). Diffusion of Innovations. London: Collier Macmillan.

Rogers has developed these categories to identify ideal types of customers on the
basis of “demographic, socioeconomics and personality”. Rogers drew some
conclusions about personality of adopter categories and decided some adjectives to
identify each category. These words are “venturesome” for innovators, “respectable
for early adopters, “deliberate” for early majority, “skeptical” for late adopters and

“traditional” for laggards (Rogers, 1983, p.248).

Early adopters play significant part in diffusion of new products compared to other
categories. According to the study based on role of early adopter, they have two
different roles in adoption of new product: dissemination and labeled imitation.
Dissemination involves sharing information with people about the new product. In
other words, early adopters take part in spreading information related to new product
including their opinion about features, advantages, disadvantages, quality and
valuableness. Labeled imitation, on the other hand, is resulted from early adopters’
way of communication with late adopters. Purchase of new innovation after early
adopters can be interpreted as implication of imitative behavior for late adopters.
Therefore, they have positive and negative influence in adoption process.
Dissemination period may accelerate the diffusion process of late adopters while
imitation role has reverse effect which can cause late adoption (Frattini, Bianchi,
Masis, & Sikimic, 2014).



There is plenty of research carried out so as to define the adopter categories of
different products. One was conducted for diffusion of personal computers
considering the five adopter categories. Aim of the study is to reveal the differences
among groups and show the usefulness of the categories. According to the statistics
obtained, adopter categories were differentiated substantially in terms of age,
education, household income and occupation. Results demonstrate that early adopters
are more likely to be highly educated. Moreover, they tend to have higher income
and profession. There is no significant difference between Laggards and Late
Adopters regarding occupation. The study also showed that Bass model might be
used to work on the differences between adopter categories (Mahajan, Muller, &
Srivastava, 1990).

Adoption of innovation cannot be generalized for each product category. In the same
way, characteristics and profile of adopter categories cannot be generated for each
product category. Robertson identified profiles of each adopter category by using
important values, personal characteristics and social relationships instead of

considering product category (Robertson, 1971).

Adopter categories of Rogers have so many advantages. This categorization is not
only simple but also applicable since it allows researchers make comparison between
results of different studies. As diffusion of innovation curve is proposed to be
normal, acceptance of a product can be easily forecasted and contributed to adopter
categories. Despite the advantages of categorization, there are some limitations of
applying these categories. First of all, there is no accurate proof that all products will
have normal-distribution pattern as it was claimed by Rogers. Furthermore, there is
no precise rationale behind the proportions of each adopter category for all new

innovative products (Mahajan, Muller, & Srivastava, 1990).

Wright and Charlett (1995) also claimed that there are some potential limitations of
Rogers’ approach. First of all, there is no experimental proof for correlation between
innovativeness and personal characteristics. Secondly, Rogers identify these

categories considering mean time of adoption, so researchers/marketers have to wait



until the completion of diffusion of new product. Lastly, people are defined as
innovators because they are among the first purchasers. However, socio-economic,
demographic characteristics and personality of people are not actually included when
identifying the adopter categories (Wright & Charlett, 1995). Considering the
limitations of Rogers’s theory, they also investigated the predictive ability of the
other famous model “Bass Model for DOI Theory”. So, what makes Bass theory

different from Rogers’s theory?

2.2.1.2 Bass’s Model for Diffusion of Innovation Theory

Bass claims that diffusion of innovation is mainly affected by two types of
communication, namely, mass media and word of mouth. According to Bass,
individuals can be divided into two groups; innovators, and imitators. Innovators are
influenced by mass-media communication (external influence) while imitators are
basically affected by word-of-mouth communication (internal influence). External
and internal influence on diffusion of innovation can be seen in the below figure.
Bass’s model is claimed as a powerful model to make accurate prediction about
diffusion of innovation in many sectors including retail service, industrial

technology, agricultural, educational and so on. (Mahajan, Muller, & Bass, 1990)

p = “coefficient of innovation”
, (a constant for the product in question)
Noncumulative
Adoptions m = potential number of ultimate adopters
{another constant for the product in question)

Adoptions due to
“Internal Influence”

pm

Adoptions due to
‘External Influence”

Time —
Figure 2 Adoptions in Bass Model

Source: Mahajan, V., Muller, E., & Bass, F. M. (1990). New Product Diffusion Models in Marketing: A Review
and Directions for Research. Journal of Marketing, 1-26.
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Attributes of Innovation

Innovations can be adopted at different times in terms of product category. Some of
the innovations are adopted more rapidly than others in the social system. Main
reason of this difference is the specific characteristics of innovation. So, what are
these characteristics of innovations? Rogers, Moore-Benbasat and Tornatzky-Klein
studied on this subject in order to determine which characteristics might have an

important impact on rate of diffusions.

Rogers claimed that there are five main characteristics to predict individual’s rate of
adoption since his first studies in 1962. According to him, “relative advantage,
compatibility, complexity, triability and observability” consistently affect diffusion

of innovation. He described these five characteristics as follows:

» Relative advantage: the degree to which an innovation is perceived as better
than its rivals. Relative advantage can be resulted from price, benefits,
quality, economic advantages and etc. For instance, some of products have
successful technological improvements which result in decreasing costs of
production. So, these products can be released the market with low price
which will differentiate this product from its rivals.

» Compatibility: the degree to which an innovation is perceived as compatible
with values, experiences, life style, expectations and needs of potential
adopters.

» Complexity: the degree to which an innovation is perceived as comparatively
hard to comprehend and use. When a product is complicated to use and hard
to follow the instructions, people may classify the product as complex.
Complexity is generally accepted as a negative factor which might slow down
the diffusion process.

» Triability: the degree to which an innovation can be experienced temporarily
before purchase. If customers have a chance to try new innovations and ideas,

it is quite likely that they will be adopted more quickly.
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After trying new online game on the store or trying the game with trial
version, people might have a good experience. Then, they may decide to buy
the online game earlier than expected.

» Observability: the degree to which consequences of an adoption is visible to
people. The results of some innovations can be visible to others easily,
whereas some innovations are difficult to observe. For instance, the software
is not a convenient example for observation which cause slower rate of

adoption process. (Rogers, 1983)

In 1982, Tornatzky and Klein reviewed literature of innovation characteristics and
conduct an analysis on research results in order to reveal relationship between
attributes of innovation. Ten characteristics of innovation were mainly worked on so
as to find significant relationship between them and adoption. As a result of meta-
analysis they applied, three of ten characteristics are consistently related to adoption.
According to Tornatzky and Klein’s research results, relative advantage and
compatibility are positively correlated with innovation adoption, while complexity is
negatively related. Therefore, it was concluded that compatibility and complexity are

the most effective attributes of innovation. (Tornatzky & Klein, 1982).

Moore and Benbasat added one more significant characteristic to the attributes of
innovation defined by Rogers. This characteristic is “voluntariness of use”.
Voluntariness of use is described as “the degree to which use of the innovation is
perceived as being voluntary or freewill”. In other words, it is whether person is free
to adopt or reject. When diffusion of innovation is investigated, voluntariness of use
should also be considered. Many studies assume that adopters are free/ voluntary to
adopt since is it not likely that they are forced to buy the product (Moore &
Benbasat, 1991, p.195). Nevertheless, some adopters may feel compelled to adopt
the new idea/ innovation due to environmental reasons. Moreover, some people may
believe that they should purchase some products in order to fit into the society and

socially accepted by others.
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Opinion Leadership and Innovativeness

Opinion leadership concept was first introduced with study of voting which was
conducted by Lazarsfeld, Barelson and Gaudet in 1940s. According to the study, it
has been revealed that interpersonal communication is a powerful way of exchanging
information. Furthermore, it is an effective way of affecting decisions of individuals
(Lazarsfield, Berelson, & Gaudet, 1944).

According to Rogers’s (1983) description, opinion leadership is “the degree of an
individual’s capability of affecting other people’s attitudes and behaviors as desired”
(Rogers, 1983, p.27). Friends, colleagues, relatives, neighbors are all considered as
potential opinion leaders in a social system. Opinion leaders are regarded as a
significant source of influence on other people’s purchasing decisions. This influence
includes face-to-face interaction or any other communication between opinion leader
and follower. This relationship between opinion leader and follower is a strong
predictor of consumer behavior (Childers, 1986).

Personal influence is interpreted as opinion leadership in a lot of diffusion of
innovation studies. It has been claimed by many researchers that opinion leaders are
powerful characters affecting other people’s decisions and thoughts about
innovations. Behavior of opinion leaders not only play an important role on
innovation adoption but also activate the diffusion network. According to Rogers’s
claim, the reason behind s-shape diffusion curve is the time at opinion leaders adopt
the innovation and influence others in the social system. Rogers (1983) made some
generalizations about opinion leaders in his book and explained the relationship
between innovativeness and opinion leadership in whole chapter. According to his
generalizations, opinion leaders are claimed to be more innovative than followers.
Furthermore, opinion leaders have a higher status and they have interest in following
mass and social media. They are more likely to participate in the social events and
activities. As a result, they are more familiar to the sector rules and standards

compared to their followers (Rogers, 1983).

13



King and Summers (1970) worked on an important study to produce opinion
leadership scale by using six broad product categories. Opinion leadership consists of
seven questions and it was applied for each product categories. Respondents were
selected from opinion leaders of each product. As the interest in diffusion of
innovation theory increases, measuring the effect of opinion leadership becomes
more significant. Therefore, Childers (1986) focused on opinion leadership and
assessed the scale developed by King and Summers. Aim of the assessment was to
increase the internal consistency of the scale. Findings explained the relationship
between innovativeness and opinion leadership more accurately. According to the
results, 7-item scale of King and Summers’s reliability is 0.66 (which is lower than
acceptable limit), while revised improved Childers’s scale’s reliability is 0.79. It can

be concluded that reliability of the scale was improved (Childers, 1986).

2.2.2 Theory of Goal Directed Behavior

Goal directed behavior model is an extensional study of theory of planned behavior
(TPB) with additional determinants of intention. Before getting into details about the
goal directed behavior, it will be better to briefly mention about the theory of planned
behavior. TPB is a commonly used model in order to explain the attitude-behavior
relationship. TPB predicts variety of behavior by using specific determinants such as
intention, attitude, subjective norms and perceived behavioral control (Connor &
Armitage, 1998). According to article of Ajzen; attitudes toward the behavior,
subjective norms, and perceived behavioral control are important factors to predict
intentions accurately. These intentions and perceptions of behavioral control, explain

significant variance in actual behavior (Ajzen, 1991).
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There are a lot of research to support validity and usefulness of theory of planned
behavior. However, more powerful model called “goal-directed behavior” is
proposed which is an alternative to the TBP (Leone, Perugini, & Ercolani, 2004).
Perugini and Bagozzi (2001) conducted a comprehensive study and proposed a new
model as “goal-directed behavior” which extends theory of planned behavior. MGB
widens TPB’s scope by adding new dimensions which might have an impact on
intention and behavior. Perugini and Bagozzi claimed that behavioral intention can
be better understood by introducing new constructs contributed to the effects of
existing variables. MGB identifies positive and negative anticipated emotions to
explain variance in desire. Frequency of past behavior is considered as a predictor of
desire, intention and behavior, while recency of past behavior only explains
behavior. Lastly, frequency and recency of past behavior are included in the model in
order to help researcher to integrate information related to different aspects of goal-
directed behaviors which is also not considered in TPB. (Perugini & Bagozzi, 2001).
To sum up, desire primarily activates intention in order to perform behavior
according to MGB (Leone, Perugini, & Ercolani, 2004). Below figure demonstrates

the goal-oriented behavior model:
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Figure 4 The Model of Goal-directed Behavior

Source: Perugini, M., & Bagozzi, R. P. (2001). The role of desires and anticipated emotions in goal-directed
behaviors: Broadening and deepening the theory of planned behavior. British Journal of Social
Psychology, 79-98.

Perugini, Leone and Ercolani conducted an inclusive research in order to compare
theory of planned behavior and goal-directed behavior theory in terms predictive
functions, validity and usefulness. In this study, they aim to measure effectiveness of
a training program for statistical software SPSS. They conducted a questionnaire
which includes measurements for attitudes, subjective norms, perceived behavioral
control, desires, anticipated emotions, intention and past behavior. Participants filled
the questionnaire both at the beginning and at the end of the training program so that
difference can be observed. Measurement of Perugini and Bagozzi (2001) was used
in order to collect the data. According to results, both models successfully explained
the variance in intention, behavior and goal attainment. Results demonstrate that
MGB accounts for more variance in goal attainment, intention and behavior

compared to TPB. Nevertheless, TPB can be preferred for some research due to
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being a simpler model, but MGB is more advantageous and powerful (Leone,
Perugini, & Ercolani, 2004).

There has been limited number of research conducted about the emotional factors
together with social psychological factors behind people’s travel vehicle choices.
Therefore, study has been carried out in order to reveal the motivational basis behind
the use of bicycle for daily travel. Motivational factors included attitudes, habits,
intentions and norms. Perugini and Bagozzi (2011) model of MGB was applied as
theoretical framework in order to measure the influence of factors (horms, attitudes,
past behavior and etc.) on desire. According to results of the study, emotions,
subjective norms and attitudes all have a significant effect on forecasting people’s
desire to use a bicycle in a big city. Study also demonstrated that positive anticipated
emotions and past behavior predict desire directly while subjective norms and

attitudes are found to predict desire indirectly. (Passafaro, et al., 2014)
Determinants of the Goal-Directed Behavior Model

As it is mentioned before, MGB added new variables into TPB model to explain the
behavior and decision making process of people in a better way. All effective
variables included in MGB can be seen in Figure 4. All these variables are proposed
to have significant effect on people to perform behavior, so it is important to examine

each variable separately.

Desire can be defined as person’s motivation to do something. Desire is the most
fundamental construct of MGB. It can also be described as motivational state of
mind regarding reasons to behave. Desire integrates attitude, subjective norms and
perceived behavioral control and create prediction value for intention. (Perugini &
Conner, 2000)

According to the definition of Fishbein and Azjen (1975), intention is defined as a
bridge between a person and behavior. They described intention as a subjective
probability whether person will perform a behavior or not (Fishbein & Ajzen, 1975).

Desire is a powerful predictor of intention. However, there are additional factors
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which might have an impact on intention regardless of desire. Appropriateness of the
behavior and logical reasons to behave might have an influence on intention. Certain
behaviors may be intended if a person believes the appropriateness of behavior. Self-
efficacy belief of a person might also have an influence on intention to conduct some
behaviors. In other words, some behavior can only be performed when person
believes that he/she is capable of doing it. (Leone, Perugini, & Ercolani, 2004). For
instance, a girl might intend to play FIFA without knowledge of football game rules.

The important thing is to believe in her to enact the behavior.

Attitude is a predictor included in both TPB and MGB. Eagly and Chaiken defined
attitude by using three main features; evaluation, attitude object and tendency.
Attitude is a tendency of an individual for evaluation of a specific situation with

having some level of favor / disfavor (Eagly & Chaiken, 2007).

According to TPB, attitude, perceived behavioral control and subjective norm have
independent influence on intention. In other words, prediction ability of each variable
may differentiate considering various situations and behaviors. Ajzen (1991)
suggested that the higher the perceived behavioral control and the more convenient
the attitude and subjective norms, the more powerful the intention should be to
perform the behavior. (Ajzen, 1991).

Perceived behavioral control is a perception of an individual about available
resources and opportunities needed to perform the behavior. In other words, resource
and opportunities should be adequate for an individual to behave. For instance, a
student has a huge desire to play new online game by XBOX, but he does not have
enough money to purchase this game. In this situation, it is impossible for him to
play this new online game since his condition and resources are not sufficient.
Perceived behavioral control has a direct effect on behavior and it plays a significant
role in both MGB and TPB. (Ajzen, 1991). Perceived behavioral control involves
two components. First one represents the availability of resources and opportunities

required to pursue the behavior. Resources may include money, time and availability.
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The second component demonstrates the self-reliance of a person in order to achieve
the behavior (Chiou, 1998).

Subjective Norm can be simply described as social impact of other people on an
individual for performance of a certain behavior. Subjective norms are basically
related to perceptions of people around an individual. These people include friends,

family members, colleagues, relatives and so on.

Choiu (1998) conducted a research in order to examine the effect of attitude,
perceived behavioral control and subjective norm on consumer’s intention to
purchase. In this case, level of product knowledge and attention to social comparison
information (ATSCI) differentiated among participants in order to be able to observe
the difference between levels. According to results, if individual is self-confident in
decision of purchasing a product, perceived behavioral control will not have an
important effect on person’s intention to buy. On the contrary, when she/he is
unconfident, perceived behavioral control will be a significant factor on predicting
the intention. According to the results, there is a positive correlation between
person’s ATSCI level and subjective norms which should be taken into
consideration. To be more precise, if person’s ATSCI level is high, then impact of
subjective norms on intention will be more powerful. The obtained results from the
study are compatible with the literature since people with high level of ATSCI will
have a tendency to attach more importance to other people’s opinion before
purchasing. (Chiou, 1998).

It was proposed in the goal directed behavior model that anticipated emotions have
a significant impact on desire together with attitude and subjective norms to pursue
an act. Anticipated emotions are powerful determinant of intention and they are
introduced as new variables in the MGB theory. Anticipated emotions can be divided
into two as positive and negative (Perugini & Conner, 2000). The main function of
adding these variables to the model as predictors of desire is that goal achievement/

failure is contributed to person’s negative/positive emotions. Desire should be related

19



to positive emotions considering goal achievement, while negative emotions are

contributed to goal failure (Perugini & Bagozzi, 2001).

In the MGB, another added new construct is past behavior which is revealed to have
a direct influence on behavior. Past behavior also affect desire and intention in some
circumstances. Past behavior can be examined as two parts namely, frequency and
recency of past behavior. Frequency demonstrates performing the behavior within a
long period of time (more than 6 months) while recency contains short period of time
such as 3-4 weeks (Leone, Perugini, & Ercolani, 2004). Perugini and Bagozzi added
past behavior into the MGB model as recency and frequency. In the model,
frequency of past behavior is proposed to predict behavior, desire and intention while

recency of past behavior only affects behavior (Perugini & Bagozzi, 2001).

2.3 Online Games

Computer games started to become a part of our lives after development of consoles
such as Sony Playstation, Sega DreamCast and Nintendo Super Nintendo starting
from the early 1990’s. Game characters such as Super Mario Brothers, Lara Croft
become so popular that their movies were made as a result of their huge success.
With the advances in the technology and development of internet, new generation of
games emerged and began to take the place of console games. These new “online
games” are capable of connecting people and allowing communication between
players by using internet (Griffiths, Davies , & Chappell, 2003). Traditional games
started to become obsolescence and give its place to online and computer games as a
result of technological improvements. Games become diversified in accordance with the
changing needs of the current era and new communication environments. Computer
games are mainly single-player games, so people started not to satisfy with playing those
games. This increases the popularity of online games. Now, online games are more
preferred due to bringing more people (from different culture, country and ages) together

in the same environment (Ogel, 2011).
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Internet usage is an important factor which increases online game playing.
TURKSTAT conducted Information and Communication Technology Usage Survey
on Households regarding the aim of internet usage for the first quarter of 2014.
According to the results, 78.8% of people use internet for social network websites,
74.2 % reading online news, newspaper or magazine, 67.2 % searching for
information about products and services and 57.8% playing online games,
downloading music, video, movies and 53.9% sending/ receiving e-mails. As it can
be seen in the results, percentage of people who play online games is high
(TURKSTAT News Release, 2014).

As internet usage is widespread all around the world, online games become a
remarkable issue among game industry. Game industry including both online and
offline, continues to expand with millions of players in around the world including
Turkey. With the help of the technology, companies start to develop mobile
applications for smart phone users. Therefore, now people are able to play games in
both their computers and phones. As the number of online game players is growing
incrementally, the market value of online games is increasing rapidly as well.
According to Hsu and Lu (2004) study in 2004, increase in internet usage had a
considerable impact on online games and online games have become so popular
currently. In Taiwan, 40% of the Internet users play online games. There are several
reasons behind this popularity. One of them is that online games are entertainment-
oriented and internet-based technology. Moreover, they enable users to fantasize and
be entertained at the same time (Hsu & Lu, 2004).

Social media is an effective tool to increase the popularity of online games due to
extensive usage of Facebook, Twitter, Instagram, Pinterest, LinkedIn and Skype
among individuals. There is no doubt that Facebook is the most popular social
network with a 26% penetration rate in overall 52% of social media users in Turkey
(Penetration of leading social networks in Turkey , 2014). The reason behind this
popularity is that Facebook does not only enable people connect with their friends
but also follow up events and spend pleasant time by playing online games.
Currently, people have a chance to play games with their friends on Facebook since
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it offers various types of online games. Hence, more people enjoy playing online

games and this increase the number of online game players in all around the world.

As number of online game players increases incrementally, excessive number of new
features are proposed by game producers in order to reach their target consumers.
Choi and Kim (2004) realized that few studies investigated the reasons why people
continue to play certain online games. Therefore, they conducted a comprehensive
study to find out which design features are more contributed to the amount of time
spent by players at particular online gaming sites. They worked on theoretical model
which includes concepts of customer loyalty, personal communication and social
interaction to explain why people continue to play online games. According to the
results of this research, people continue to play online games when they have
positive impression and good experiences with the online game. Research revealed
that this positive experience is mainly contributed to effective personal interaction
with the system. Moreover, it is also related to the pleasant social interactions with
other people connected to the Internet. (Choi & Kim, 2004).

There are two types of business model in online game market: subscription based
model and free-to-play models. When gamers pay money to the company to play,
then it is subscription based models. If gamers do not pay anything to play an online
game, it is free-to-play models. Many social network games such as Candy Crush,
FarmVille, FarmHeroes, RescuePets, Texas HoldEm Poker are counted in the free-
to-play models which can be played free via Facebook. On the other hand, FIFA,
PES, Battlefield, GTA, DOTA can be regarded as subscription-based models since
gamers need to pay fee to play those games. Free-to-play gamers are still subject to
buy online game items such as swords, clothing, guns and powers even if they don’t
have to pay for the game. Park and Lee (2011) conducted a study to investigate the
reasons why gamers buy online game items while playing games free of charge.
According to results, gamers attach importance to four types of consumption values
when purchasing online game items: character competency value which strengthens
the characters’ abilities, enjoyment value to increase the pleasure from online game,

visual authority value to glamorize the game characters and monetary value to gain
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social status in the game. In addition, game producers should increase the variety of
items so that gamers have more choice. Lastly, results revealed that no matter how
satisfied the gamers are, they may not necessarily buy online game items (Park &
Lee, 2011).

Cheng & Kao studied online games in Taiwan and carried out inclusive research.
This research aims to investigate diffusion of online games in Taiwan. Rogers’s
Diffusion of Innovation Theory was applied and major differences between adopter
categories were investigated. Statistical analysis including cluster analysis techniques
were used to divide game players into categories regarding diffusion stages. Study
demonstrated that Rogers’ Theory can be applicable to predict online game players’
personality and attitudes. Researchers can make deductions about the profile of
online gamers by interpreting the findings. According to results of research, online
game players in early adopters category are tend to be more innovative, young,
sympathetic, friendly, curious, education-driven (Cheng & Kao, 2004).

Although online games become popular day by day, there have been few studies
study focused on demographic factors and personality of the online game players.
Therefore, survey was carried out in order to find out the demographic factors of
online game players considering the popular online game “Everquest”. Everquest is
one of the popular massively multiplayer online role-playing games (MMORPG).
According to results, %81 of the participants are male, %67 of the participants are
under the age 31, %55,5 of the participants are single and %29 of the players are
currently university students. There is a remarkable difference between percentage of
female and male players which was also observed in many other research. This might
be due to the fact that many online games are developed by males for male players
(Griffiths, Davies, & Chappell, 2004).

Types of Online Games

Ghuman and Griffiths (2012) proposed that there are three kinds of multiplayer
online games enabling thousands of players to access the game simultaneously.

These are first person shooter games, real time strategy games and role playing
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online games (Ghuman & Griffiths, 2012). Each type of online game will be

mentioned separately in the following paragraph.

Massively multiplayer online role playing games (MMORPGS) is a type of online
game which has graphically rich environment and provides social communication
among players. MMORPGs are the latest online game which enables players to taste
unique experience for players with sophisticated, evolving, virtual gaming world.
Recently, MMORPGs demonstrate remarkable increase in terms of profitability
among online games due to the fact that it enables numerous gamers access game
environment at the same time. MMORPGs are persistent game environment which
allows large number of gamers to play concurrently by using specific game website.
There are three main reasons behind popularity of MMORPGs: perpetual gaming
universe, strong interaction between players and endless game since there is no final
level. (Badrinarayanan, Sierra, & Martin, 2015). Massively Multiplayer Online First-
Person Shooter (MMOFPS) games depend on person’s skills and expect player to
demonstrate their quick reactions and high attention. Massively Multiplayer Online
Real-time Strategy (MMORTS) games, on the other hand, require management and
coordination of teams while improving special skills in order to achieve higher status
in the game (Nagygyorgy, et al., 2013).

Study has been carried out in order to examine the socio-demographic factors and
gaming preferences of players regarding mentioned three types of massively
multiplayer online game players. According to results, major proportion (%79) of
MMOG players has specific gaming preferences which may be contributed to the
different socio-demographic characteristics of each player. MMOFPs players are
more likely to be male, young, and less-educated and they have low socio-economic
status. MMORPG players are more inclined to have problematic gaming attitudes
due to spending more time on playing games compared to others. MMORTS players
have resemblance to MMORPGs players in so many ways except the gender

proportion of players (Nagygyorgy, et al., 2013).
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CHAPTER 3

RESEARCH MODEL AND METHODOLOGY

The main aim of this research is to investigate the factors affecting adoption of
online games based on goal-directed behavior model. This study is a combination of
goal-directed behavior and diffusion of innovation theory which aims to reveal the
significant factors behind diffusion of online games (Figure 5). Research model of
this study is presented below in the Figure 6.
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Figure 5 Goal Directed Behavior Model & Diffusion of Innovation Theory
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First of all, relationship between attributes of innovation and constructs of goal-

directed model will be examined by conducting advanced statistical analysis.

Secondly, effects of all variables on desire and intention will be investigated deeply

with further analyses. Finally, difference between each adopter category will be

analyzed and interpreted.

Independent variables are categorized as 4 groups, namely, socio-economic factors,

personal characteristics, attributes of innovation and goal-directed behavior model

determinants. Influence of each factor on adoption of online games will be analyzed

separately by applying appropriate statistical analysis techniques. Important factors

to be included in this research are demonstrated below:
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Table 1 Independent Variables

Socio-economic Factors
X1 | Gender

X2 | Age

Xs | Education

X4 | Household Income
Personal Characteristics

Xs | Innovativeness

Xs | Opinion leadership
Attributes of Innovation

X7 | Relative advantage

xs | Compatibility

X9 | Complexity

X10 | Triability

x11 | Observability

Goal-directed behavior determinants
X12 | Attitude

xi3 | Perceived Behavioral Control
X4 | Negative anticipated emotions
Xi5 | Positive anticipated emotions
X6 | Subjective Norms

Xi17 | Past Behavior

Xis | Desire

Hypotheses are constructed after comprehensive literature review and determination
of research question. Identified hypotheses represent the information to be obtained
as a result of this study. All hypotheses are tested within the scope of the study and
results are interpreted accordingly.
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Table 2 Hypotheses of the study

No Hypotheses Determinants

Hia Gender has a significant relationship with adoption of online Gender
games.

Hip Age has a significant relationship with adoption of online games. Age

Hic Education level has a significant relationship with adoption of Education level
online games.

Hid Household income has a significant relationship with adoption Household income
of online games.

H> Innovativeness has a significant relationship with adoption of Innovativeness
online games.

Ha Opinion leadership has a significant relationship with adoption Opinion Leadership
of online games.

Haa Relative advantage of an online game has a significant Relative Advantage
relationship with adoption of online games.

Hap Compatibility of an online game has a significant relationship Compatibility
with adoption of online games.

Hac Complexity of an online game has a significant relationship with  Complexity
adoption of online games.

Haq Triability of an online game has a negative relationship with Triability
adoption of online games.

Hae Observability of an online game has a significant relationship Observability
with adoption of online games.

Hsa Attitude has a significant relationship with adoption of online Attitude
games.

Hsb Positive anticipated emotions have a significant relationship Positive anticipated
with adoption of online games. emotions

Hsc Negative anticipated emotions have a negative relationship with ~ Negative anticipated
adoption of online games. emotions

Hsq Subjective norms have a significant relationship with adoption Subjective norms
of online games.

Hse Perceived behavioral control has a significant relationship with Perceived behavioral
adoption of online games. control

Hs¢ Past behavior has a significant relationship with adoption of Past behavior

online games.

3.1 Data Collection and Survey

In this study, quantitative survey is conducted in order to collect data so that
hypotheses can be tested and accurate results can be obtained. There are four main

survey methods which can be applied in such studies, namely, telephone, personal,
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mail and electronic. Specific criteria are applied to evaluate methods and determine
the appropriate one. Electronic (online) survey is carried out due to several
advantages. First of all, response rate and speed is very high comparing other
methods. Large number of people can be reached via internet and social media
easily. Online survey provides flexibility of data collection. Moreover, online survey
is a useful way of collecting data by preventing participants from giving socially
acceptable answers. Since participants do not have a chance to see the researcher,
they will be more objective answering questions (Malhotra, 2010). As a result, online

survey is found appropriate for data collection.

Questionnaire is transferred to the online platform by using an online survey website.
Then, online survey is initiated by sharing the survey link via social media websites
Facebook and Twitter. Furthermore, link is shared in online game forums so as to

reach the target participants.

3.2 Questions and Measure Development

Questionnaire is prepared by using reliable and valid scales in order to test the
hypotheses accurately. Questionnaire is mainly composed of five-point Likert scales.
Likert scale is preferred since it enables participants to indicate their disagreement or

agreement to the statements in each question.

First part of the questionnaire aims to collect data about the demographic and socio-
economic characteristics of the respondents. As it is mentioned in the Chapter 2
Literature Review, socio-economic characteristics are claimed to have an impact on
innovation acceptance. Many researchers are highly interested in investigating this
relationship, including Rogers. According to Rogers, there are logical reasons behind
why socio-economic status and innovation adoption vary together. For instance,
when new innovation is introduced on the market, generally it is too expensive to
adopt. Hence, some part of the society may not afford to purchase these products, so
automatically they become late adopters. Early adopters, on the other hand, are
believed to be highly educated and wealthy compared to late adopters. Although,

there is a strong relationship between socio-economic status and innovativeness,
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innovative behavior cannot be fully explained by these factors. Some people may not
adopt certain types of innovations even if they are wealthy enough to adopt it
(Rogers, 1983). As a result, socio-economic status questions are added to this survey
Is the significant relationship between socio-economic status and innovativeness.
Last question of the first part is to determine which adopter category respondent

belongs.

It has been claimed by many researchers that new products diffuse more rapidly than
before due to the significant players on the market. These players can be identified as
“opinion leaders” who have a considerable influence on diffusion process. Rogers
also agreed that opinion leaders play significant role in triggering diffusion networks
and fasten the adoption (Rogers, 1983). Opinion leaders are more likely to be early
adopters due to being curious and more involved with the product category compared
to followers (Goldsmith & Witt, 2003). Moreover, several numbers of researchers
accepted that factors such as innovation attributes and opinion leadership variables
are the best estimators of diffusion. Therefore, opinion leadership scale of King and
Summers and Moore and Benbasat’s attributes of innovation scale are added to the

questionnaire.

Second part of the questionnaire mainly composed of validated scales. Opinion
leader scale of King and Summers (1970) is used in order to measure respondent’s
opinion leadership behaviors regarding online games. Respondent’s innovativeness
scale of Cheng& Kao (2004) is applied to measure the tendency of participant’s
adoption of online games. Scale of Perugini and Bagozzi (2001) which includes the
main determinants of the goal-directed behavior model is added. This scale is
included in order to reveal the significant factors influencing respondent’s adopting
behavior. Lastly, Moore & Benbasat (1991) measurement is used so as to see the
effect of attributes of innovation on purchasing / playing online games.
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CHAPTER 4

FINDING AND RESULTS

4.1 Descriptive Statistics

Total number of 308 online game players fills the questionnaire and completes the
online survey. Respondents are reached by using social media websites and they fill
out the questionnaire by entering the created link. Profile of the respondents is
composed of Turkish citizens whose ages are from 13 to 57. First of all, demographic
factors are taken into consideration for online game players. Demographic statistics
provide brief profile of online gamers participated in the study. As it can be seen in
the below figure, 89.6 % of online users are male while, 10.4 % of them are female.
Results are compatible with the literature since males are more likely to play online
games compared to females. Another research has been conducted with Everquest
game players in order to reveal the demographic factors of online game players.
According to results, 81% of participants are male while only 19% of them are
female (Griffiths, Davies, & Chappell, 2004). Therefore, it can be concluded that

men have more tendency to play online games compared to women.

Gender

10.4%

89.6%

C I

Figure 7 Gender Distribution of the Sample
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Age is another important demographic factor to be considered for online game
adoption. Average age of the respondents is 23 and majority (87%) of online gamers
is gathered between age interval 15 and 30. Results of the study which was carried
out in Taiwan about online game players also support these findings. According to
the research, again majority (52%) of respondents is young (15-30). However, it is
not as high proportion as in this case. Moreover, there is a considerable amount of
people above 31 as online game players (Cheng & Kao, 2004). Therefore, it can be
concluded that age distribution can be differentiated between countries, but in
general online game players have younger profile and 15-30 age interval contains the
considerable part of the online game players.

Age

Below 14

15-19

20-24

25-29

30-34

35-39

40-44

45-49 1 .

50-54 § .

Above 55

T
0 10 20 30 40
Percentage

Figure 8 Age Distribution of the Sample

Education level, household income and occupation questions are also included in the
survey in order to draw a socio-economic profile of online game players. Results are

presented below:
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Table 3 Education, Occupation and Household Income of the Sample

Education Frequency Percent (%)

Primary School 0 0

Secondary School 9 29

High School 71 23.1

University 191 62.0

Master 31 10.1

PhD 6 1.9

Occupation Frequency Percent (%0) Household Frequency Percent (%)
Income (TL)

Not working 36 11.7 Below 1500 30 9.7
Working 106 34.4 1501-3000 94 30.5
Retired 4 1.3 3001-4500 85 27.6
Student 161 52.3 4501-6000 43 14.0
Others 1 3 Above 6000 56 18.2

Participants are asked to indicate the online games that they usually play. This is a

multiple answer question that participants are able to select more than one answer.
According to the table below, MMOFPS (69.2%) and MMORP (%51.6) games are

the favorite games that majority of respondents enjoy to play. Call of Duty, Halo,

Battlefield, Counter Strike, Quake, Far Cry are the examples of first person shooters

game that many players prefer to play while World of Warcraft, Elder Scrolls Online,

Knight Online, Guild Wars, Final Fantasy are the examples of favorite role playing

games. Strategy (Age of Empire, Total War and etc.) and sport games (FIFA, PES,
NBA, NFL and etc.) followed these games with the percentage of 38% and 29.2%.

Table 4 Online Game Preference of Participants

Online Games

Percentage (%0)

Massive multiplayer online role playing game 51,6
Massive multiplayer online first person shooters game 69,2
Strategy games 38,0
Sport games 29,2
Racing games 19,5
Card games 15,6
Puzzle games 11,0

Others

17,2




4.2 Measure Purification

Measure purification includes reliability analysis and factor analysis. Before
conducting advance statistical analysis with the dataset, measure purification should
be applied in order to obtain accurate results. Therefore, explanatory factor analysis
and reliability analysis are used for all scales in the questionnaire in order to measure
the validity and reliability. SPSS is used as software in order to perform all statistical

analysis.

Reliability of the measurements is assessed by using Cronbach’s alpha which
provides information about the consistency of the scale (Hair, Black, Babin, &
Anderson, 2010). According to Churchill, first thing researchers calculate should be
Cronbach’s Alpha in order to evaluate the quality of the measurements. Cronbach’s
alpha should be higher than 0.70 to conclude high internal consistency. If alpha is
larger than 0.70 then it means each item correlates well with other items within the
measurement. On the other hand, if value is low, then some items which cause low
correlation should be eliminated. Reliability analysis should be applied as a first
technique since it plays significant role in multivariate analysis (Churchill, 1979).

Factor analysis is used to decide the number of dimensions in the dataset. Factor
analysis draws the structure of correlations (interrelationships) between variables,
then defining highly correlated items as “factor”. There are two types of factor
analysis, namely, confirmatory and explanatory. In this study, explanatory factor

analysis (EFA) is used to decide underlying structure of variables in the data set.

Kaiser-Meyer-Olkin (KMO) measure should be calculated in order to evaluate the
appropriateness of the data. Acceptable limit for KMO is 0.6 to determine that data is
appropriate for factor analysis. After checking the value of KMO measure, Bartlett's
test of sphericity should be applied. Bartlett test is used to decide whether items in
the scale are correlated or not. Test should imply that there is a correlation between
items so that factor analysis can be conducted. Bartlett test value should be smaller
than alpha level (Hair, Black, Babin, & Anderson, 2010).
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Before determination of number of factors for each scale, total variance explained
also needs to be taken into consideration. This value is calculated in factor analysis
and it demonstrates the total variance contributed to each factor. This value is
expected to include 2/3 of the total items included in the scale (Tabachnick & Fideli,
2001). The higher the variance explained, the better the factor is. Since one factor
structure is desired in this study, high number is expected for total variance explained

in order to determine the appropriateness of the factor.

Questionnaire of the survey consists of many scales, so reliability test and factor
analysis are both conducted. These scales include questions related to opinion
leadership, innovativeness, attributes of innovation (relative advantage, complexity,
compatibility, triability, observability) and determinants of goal-directed model
(attitude, subjective norms, perceived behavioral control, anticipated behaviors, past

behavior, desire and intention).

Factor analysis is applied for each scale by using Varimax Rotation and Principal
Component Analysis method. First of all, reliability of each scale is calculated and
then factor analysis is performed. Cronbach’s alpha for each scale and factor analysis
results are demonstrated in the below tables. Cronbach’s alpha, KMO and Bartlett’s
test values are checked and evaluated. Factor loadings of each factor are obtained in
order to decide the validity of factors. According to the results of these multivariate
analyses, Cronbach’s alpha of triability, observability and complexity scales are
lower than 0.70 (acceptable limit for reliability). Therefore, additional tests are
applied in order to improve the scales’ reliability and obtain acceptable factors.
Results and values of other scales are good enough to conclude that scales are loaded

as expected (Table 5).
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Table 5 EFA Results and Reliability Analysis of Innovativeness and Opinion Leadership

Iltem

Factor
Loadings

Bartlett’s Total
Test of Variance
Sphericity  Explained(%6)

Cronbach’s KMO
Alpha Measure

Innovativeness

I see myself as competent
and knowledgeable about
online games

I am ahead of people
regarding knowledge of
online games compared to
people around me

I am a good online game
player

I am usually the first one to
learn about the newest online
games on the market

I am one of the leaders of
obtaining newest information
about online games

I am usually the first one to
learn newest trends related to
online games

I usually play more types of
online games compared to
my friends

,808

,820

770

792

839

,848

,623

0,893 0,859 ,000 62,221
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Table 5 (Continued)

. Bartlett’s Total
Item Lléggtiﬂrs CFOA';bﬁ;h s MKMO Test of Variance
g P easure Sphericity Explained(%b6)
Opinion Leadership 0,870 0,835 000 56,738
In general, | always talk to my
friends and neighbors about ,705
new games
When | talk to my friends and
neighbors about online games, ,814
I give great deal information
Compared to my friends, |
usually talk to larger number 77
of people about online games
Compared with my friends, | 848
am very likely to be asked '
In a discussion of online
games, | am most likely to ,508
listen my friends’ idea
In a discussion of online
games, | mostly tell my 178
friends about games
Overall in all of my
discussions with friends and 701

neighbors, | am often used as
a source of advice

Table 6 EFA Results and Reliability Analysis of Relative Advantage

Item Factor Cronbach’s KMO Bartlett’s Total
Loadings Alpha Measure Test of Variance
Sphericity Explained(%b6)

Relative Advantage 0,748 0,671 ,000 58,052

Overall, | find playing online

game enjoyable. 129

Playing online game enhances

quality of my life. 807

Playing online game makes 753

me relaxed. '

The advantages of playing

online game far outweigh the 757

disadvantages.
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Table 7 EFA Results and Reliability Analysis of MGB variables

Item Factor  Cronbach’s KMO Bartlett’s Total

Loadings Alpha Measure Test of Variance
Sphericity  Explained(%6)

Intention 0,895 0,5 ,000 90,482

I plan to purchase this

specific online game when it ,951

is launched

I intend to purchase and play 051

this specific online game

Perceived behavioral
control 0,893 0,50 ,000 90,369

I am capable of

purchasing/playing this

specific online game during 951
the next four weeks

If | wanted to, it would be

easy for me to purchase/ play

this specific new online 951
game during the next four

weeks

Positive anticipated

emotions 0,927 0,745 ,000 87,336

If | ever purchase / play this
specific online game, | would ,931
feel excited

If | ever purchase/play this
specific online game, | would ,953
feel happy

If | ever purchase/play this
specific online game, | would ,919
feel satisfied

Negative anticipated 0,911 0,742 ,000 85,001
emotions

If | ever purchase/play this ,922
specific online game, | would
feel angry

If I ever purchase/play this ,941
specific online game, | would
feel frustrated

If I ever purchase/play this ,902
specific online game, | would
feel guilty
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Table 7 (Continued)

Item Factor  Cronbach’s KMO Bartlett’s Total
Loadings Alpha Measure Test of Variance
Sphericity Explained(%b)
Past Behavior 0,870 0,50 000 88,472
I purchased / played new
online games a lot of times 0,941
during last six month
I purchased / played new
online games rather frequently 0,941
during last month
Attitudes 0,743 0,623 000 58,939
I think playing online games is
. 731

useful for my language skills
I think playing online games is 629
effective for my social skills '
I think playing online games is

. ,855
exciting
I think playing online games is 834

enjoyable

Results of the compatibility scale can be interpreted as sufficient considering the

value of Cronbach’s alpha and factor structure. However, there is an item which has

a lower factor loadings compared to others. Hence, additional analyses are conducted

to improve the scale’s internal consistency. When the item is removed from the scale,

better results are obtained which can be seen in the below table (Table 8). After

omitting the item from the scale, Cronbach’s alpha is increased to 0.901 while total

variance explained by the factor is increased to 78,082. It is concluded that new scale

will be more useful for further advanced statistical analyses of the study.
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Table 8 EFA Results and Reliability Analysis of Compatibility

Item Factor  Cronbach’s KMO Bartlett’s Total
Loadings Alpha Measure Test of Variance
Sphericity Explained(%o)
Compatibility 0,878 0,834 ,000 69,155
Playing this specific online
game is compatible with all 857

aspects of my life

Playing this specific online
game is completely
compatible with my current
situation

I think that playing this
specific online game fits well 922
with the way | live my life

, 764

Playing this specific online

game fits into my lifestyle 935

Items deleted

| feel that playing this specific

online game meet my social ,644
needs

Improved Compatibility Scale
after deleting an item 0,901 0,805 ,000 78,082

Playing this specific online ,868
game is compatible with all
aspects of my life

Playing this specific online ,788
game is completely

compatible with my current

situation

I think that playing this 934
specific online game fits well
with the way | live my life

Playing this specific online ,936
game fits into my lifestyle

Cronbach’s alpha for Complexity scale is calculated as 0.525<0.70 which is not high
enough to assume that scale is reliable. According to EFA results, two-factor
structure is obtained which is not acceptable as well. Therefore, it is decided that
questions causing low reliability should be detected and removed from the scale in

order to obtain better results.
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Three items are deleted from the scale according to the factor loadings. Below tables

demonstrate the improvement in results before and after deleting the items.

Cronbach’s alpha is increased to 0.717 and number of factors is decreased to one as

desired.

Table 9 EFA Results and Reliability Analysis of Complexity

Factor Cronbach’s KMO Barlett’s Total
Item Loadings Alpha Test of Variance

1 2 Sphericity Explained

Complexity 0,525 0,654 ,000 62,413

I have a difficult time

understanding how to play new  ,712 ,359

online games

It is hard for me to remember

how to apply instructions when , 7192 -182

playing online game

Learning to play an online game 866 -041

is hard for me '

Items deleted

Playing online games requiresa

lot of mental effort 394 673

I believe that this specific online 047 770

game is hard to play ' '

Playing online game is often 230 664

frustrating due to complexity ' '

Improved Complexity scale

after items deleted 0,717 0,618 000

I have a difficult time

understanding how new to play 7132

online games

It is hard for me to remember

how to apply instructions when ,800

playing online game

Learning to play an online game 879

is hard for me
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As it can be seen in the below table, Cronbach’s alpha for triability scale is obtained
as 0.569<0.70 which is below acceptable limit for a reliable scale. Factor analysis is
also conducted in order to see factor structure of the scale. Although one factor is
produced according to EFA results, factor loading of last item seems low compared
to others. Therefore, last item is deleted from the scale and same analyses are
conducted again. Better results are obtained since Cronbach’s alpha is increased to

0.634 and factor loadings of remained two items are improved.

Table 10 EFA Results and Reliability Analysis of Triability

Barlett’s
Factor Cronbach’s
Item X KMO Test of
Loadings Alpha Sphericity
Triability 0,569 0,549 ,000
I've had a great deal of opportunity to 766
try this specific online game ’
I know where 1 can go in order to try 840
this specific online game ’
Trying this specific online game 568
before purchasing is very important ’
_Improved Triability scale after 0,634 05 00
items deleted
I've had a great deal of opportunity to 0856
try this specific online game '
I know where 1 can go in order to try 0856

this specific online game

Reliability and factor analyses are conducted for observability scale, but results are
not satisfactory due to low value of Cronbach’s Alpha and two-factor structure.
Cronbach’s alpha is too low to conclude that it is not a reliable scale to use in this
study. Although, additional analyses are applied to increase the reliability of the
scale, Cronbach’s alpha couldn’t increase above 0.311 which is still below the
acceptable limit (Table 11). As a result, it is concluded that observability is not an
applicable scale for this study. Therefore, it is better to remove observability scale to

get more precise results.
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Table 11 EFA Results and Reliability Analysis of Observability

Barlett’s  Total Variance
KMO Test of Explained
Sphericity (%)

Factor Cronbach

Item Loadings ’s Alpha

Observability 0,081 0,429 ,000 77,210

| feel that I can really see 846,020
how good this specific
online game is in a store

The benefits of this specific 478 759
online game can be easily
observed in a store.

I know where | can go to -530 ,718
see a demonstration of this
specific online game

Observability after deleting
an item

| feel that | can really see 770
how good this specific
online game is in a store

0,311 0,5 ,000

The benefits of this specific 770
online game can be easily
observed in a store.

4.3 Linear regression

Linear regression is applied in order to see the effect of each attributes of innovation
on determinants of goal-directed behavior model. Before conducting linear
regression, assumptions should be tested in order to obtain trustworthy results.
Assumptions of regression include linear relationship between independent and
dependent variables, independence of errors, normally distributed errors and
homoscedasticity. Required statistical tests have been applied in order to check the
assumptions. After conducting reliability and factor analysis, it is determined that
observability scale is not included for further analyses due to inadequate value of
Cronbach’s alpha. Therefore, remaining four attributes are dependent variables for
each regression while determinants of goal-directed behavior model are independent
variables. Total number of six regressions is conducted to see the effect of attributes

on each construct separately. Results are presented below in Table 12 and Table 13.
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As it can be seen in the above tables, relative advantage has a significant positive
relationship with attitude (3=0.549, p<0.05), subjective norms (3=0.188 p<0.05) and
positive AE (8=0.383 p<0.05) and negative AE (=-0,132 p<0.10). According to
results, relative advantage has a significant relationship with attitude and emotions of
online game player. Relative advantage represents the perception of online game
player about how better the online game compared to its rivals. Therefore, it is a
significant factor on individual’s decision process of playing new online games.
Compatibility, on the other hand, is related to perceived behavioral control (3=0.267
p<0.05), positive anticipated emotions (8=0.185 p<0.05), subjective norms (3=0.167
p<0.05) and past behavior (8=0.313 p<0.05). Compatibility mainly represents the
consistency between lifestyle of a person and playing online games. As the
compatibility increases perceived behavioral control over purchasing online game
also increases. Subjective norm is mainly related to thoughts of people around an
individual about online game playing. If online game playing fits into player’s
lifestyle, friends and family also approves this behavior of individual. According to
the results, triability seems the most effective factor on constructs of goal-directed
behavior model since it has an influence on all constructs except positive anticipated
emotion. Results demonstrate that triability of online games is important before
purchasing online games. Lastly, complexity has a negative significant relationship
with attitude (8=-0.091 p<0.05) and positive relationship with negative anticipated
behavior (3=0.174 p<0.05). Questions in the complexity scale include negative
expressions, so it explains the negative relationship between complexity and attitude.
As the complexity of games increases, positive attitude towards playing that game
decreases. In other words, as the online games become more complex, negative

emotions about the online game playing increases.
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4.4 Hierarchical regression

Hypotheses are tested by applying hierarchical regression analysis. Hierarchical
regression is a good way to examine the effect of many variables sequentially.
Influence of each variable can be evaluated considering the prediction value it adds
to the other significant predictors (Petrocelli, 2003). In other words, hierarchical
regression is useful to observe the incremental effect of each independent variable on
dependent variable with the set of blocks (Cohen, Cohen, West, & Aiken, 2003).
Hierarchical regression analysis is preferred for this study since it gives different

point of view compared to other regression methods.

In this study, there will be two regression models in order to test the hypotheses
properly. Firstly, the effects of demographic factors (gender, age, education and
income), personal characteristics (innovativeness, opinion leadership), attributes of
innovation (relative advantage, compatibility, triability, complexity) and
determinants of goal-directed behavior (attitude, past behavior, subjective norms,
anticipated behaviors, and perceived behavioral control) on desire are investigated in
a sequential order. Then, including desire into the model as last block, effects of all

these variables on intention is examined.

Results of the first model are presented in Table 14. Each group of independent
variables is entered sequentially to see the incremental influence of each variable on
dependent variable “desire”. As it can be seen in the below table total percentage of
variance explained by all variables is 64 percent (p<0.05). The effect of adding each
variable can be observed from the results of hierarchical regression. At the 5%
significance level, opinion leadership (3=0.178 p<0.05) and positive anticipated
emotion (3=0.667, p<0.05) are positively related with the desire to adopt new online
games. At the 10% significance level, triability (8=0.074, p<0.10) and age (8=0.072,
p<0.10) have a positive relationship between desires to buy/play new online games.
To sum up, opinion leaders are more likely to adopt online games compared to other
people. Age seems an important factor on adopt online games due to younger profile
of online game players. Younger people aged 15-30 have more tendency to
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purchase/play online games. This study reveals that triability and emotions are the
most important factors affecting adoption of online games. As it can be seen in the
table, the most significant factor is positive anticipated emotions due to high value of
coefficient in the regression. As a result, considering the significant relationships of
age, opinion leadership, triability and positive AE with desire, there is not enough

evidence to reject hypotheses Hib, Hs, Hag and Hsp.

Table 15 demonstrates the results of hierarchical regression for intention to adopt
new online games. There are 5 main blocks of independent variables included in this
model which are socio-economic factors, personal characteristics, attributes of
innovation, goal directed behavior model constructs and desire to adopt new online
games. Each group of variables entered one by one sequentially. Percentage of
variance explained in the intention is 64.1% which can be interpreted as good. The
effects of each variable are examined through comparison between the significance
value and p-value. At the 5% significance level, age (3=0.096), innovativeness
(3=0.156), positive anticipated emotion ($=0.296), compatibility (B= 0,181),
triability (8= 0.083) and desire (3=0.327) are all positively related to intention of
adopting online games. At the 10% significance level, there is a significant
relationship between perceived behavioral control between intention (3=0.089,
p<0.10). Only negative anticipated emotion has a negative relationship with intention
(8=-0.073, p<0.05). As the desire is included in the model, it becomes the most
important factor in the model due to high value of the coefficient. Results also
support the goal-directed behavior model since desire is the most significant
predictor of intention to behave. Innovativeness of people regarding online games is
the second significant factor after desire. Innovativeness as personal characteristic is
effective on adoption of online games which is also an expected result. As the desire
is added to the model, influence of perceived behavioral control and past behavior is
revealed. Perceived behavioral control represents gamer’s power over performing a
certain behavior. When people have full control over purchasing online games,
adoption of new online games also increases. Recency and frequency of playing

online games provides a clue about past behavior of an online player.
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According to the results, people who play online games frequently in the past 6
months tend to adopt new online games. Like the previous regression on desire,
emotions are again significant on prediction of intention to buy/play new online
games. As a result, there is not enough evidence to reject hypotheses Hipn, Ha, Hap,
Had, Hsp, Hsc and Hse according to the hierarchical regression results.
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Table 16 is prepared to demonstrate the hypotheses of the study that are rejected or
failed to reject regarding the results obtained from hierarchical regression on both

desire and intention.

Table 16 Hypotheses reject/ fail to reject

No | Hypotheses Desire Intention
Reject | Failto | Reject | Fail to
Reject Reject

Hia | Gender has a significant relationship with adoption v v
of online games.

Hib | Age has a significant relationship with adoption of v v
online games.

Hic | Education level has a significant relationship with v v
adoption of online games.

Hid | Household income has a significant relationship v v
with adoption of online games.

H2 | Innovativeness has a significant relationship with v v
adoption of online games.

Hs | Opinion leadership has a significant relationship v v
with adoption of online games.

Hsa | Relative advantage of an online game has a v v
significant relationship with adoption of online
games.

Ha | Compatibility of an online game has a significant v v
relationship with adoption of online games.

Ha | Complexity of an online game has a significant v v
relationship with adoption of online games.

Hag | Triability of an online game has a negative v v
relationship with adoption of online games.

Hsa | Attitude has a significant relationship with v v
adoption of online games.

Hsp | Positive anticipated emotions have a significant v

relationship with adoption of online games.

Hsc | Negative anticipated emotions have a negative v
relationship with adoption of online games.

Hsq | Subjective norms have a significant relationship v v
with adoption of online games.

Hse | Perceived behavioral control has a significant v v
relationship with adoption of online games.

Hss | Past behavior has a significant relationship with v v

adoption of online games.

o1




4.5 Differences between Adopter Categories

One of the aims of this study is to investigate the factors affecting the adoption of
online games in terms of adopter categories. In other words, major differences
between adopter categories are also examined by applying hierarchical regression for
each category. In this way, significant factors for each category can be observed

separately.

There are five main adopter categories: Innovators, early adopters, early majority,
late majority and laggards. Specific questions are added to the questionnaire in order
to identify the categories of respondents. First of all, people who play free online
games are detected. Moreover, there are some people who prefer to buy online games
in advance. According to results, 30.5 % of the participants indicated that they prefer
to play free online games, while 11.4% of them purchase in advance instead of
waiting game to come onto the market. Remaining of the participants are online
gamers who frequently purchase new online games. Second question measures how
much time it takes for online game player to purchase or play a new online game.
Average number of months to buy a new online game for participants is calculated as
5 months. When answers are analyzed, 13.6 % of the participants are more likely to
be innovator/early adopters since they indicated that they generally purchase new
online games within one month. Lastly, respondents are asked to select the most

appropriate expression considering their innovativeness.

As it can be seen from the below table, adopter categories are identified according to
the answers of respondents. Majority of the respondents (54.2%) early adopters and
prefer to observe other people before purchase new online game. They would like to
be sure that new online game is worth playing considering the comments and

feedbacks of other people.
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Table 17 Adopter Categories of Respondents

Innovativeness of Online Game Players Percentage (%) Adopter Category
I belong to the earliest group of people who 8.1 Innovators
purchase the new online game

I am fast in purchasing, but | don’t belong to the first 9.7 Early Adopters
group of purchasing

I usually wait and observe the experience of a large 54.2 Early Majority
group of peers before | purchase

I am generally too late among my peers to purchase 13.6 Late Majority

I wait a long time and purchase together with the 14.3 Laggards

latest group among my peers

Table 17 composes a basis for the identification of the adopter categories. Each

category is obtained separately by using “Select case” tool of the SPSS. Same steps

are followed as in the previous part “hierarchical regression”. Two hierarchical

regressions are conducted for each category to see whether factors affecting diffusion

of online games differentiates between categories or not. Moreover, effect of adding

each block can be observed from the results table. Hierarchical regression enables

making additional deductions compared to other analysis techniques. Interpretation

of the results is presented below under the tables.
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Innovators belong to the earliest group of people who purchase the new online game.
Table 18 and Table 19 demonstrate the regression analysis results for Innovators.
First of all, R2 of both regression lines is taken into consideration. R2 is coefficient
of determination which provides information related to goodness of fit of a model.
Total variance explained by dependent variables is 95.5% for the first regression and
65% for the second regression. High values of R2 can be interpreted that regression
line fits the data collected. Therefore, it can be interpreted that first regression model

is better than the second one due to high value of R2.

As it can be seen in the Table 18, household income (3=0.197, p<0.05), triability
(3=0.613, p<0.05), subjective norms (=-0.359, p<0.05), positive anticipated
emotions (8=0.543, p<0.05) and past behavior (3=-0.439, p<0.10) are the significant
variables which have an influence on desire to play new online games. The
interesting finding related to this regression is the effect of household income.
Innovators belong to the earliest group of people who purchase the new online game.
They are expected to adopt new online games quickly compared to other groups.
Since online games are relatively expensive, it can be concluded that household
income of innovators should be higher compared to other categories. Positive
relationship between household income and desire to play new online games seems

logical.

Table 19 demonstrates the regression results on innovators’ intention to buy/play
new online game. Significance of desire (8=0.732, p<0.10) again becomes apparent
in the results. Second significant factor on intention is education level (3= 0.583,
p<0.05) as it can be seen in the above table. As it is presented in the Descriptive
Statistics section, education level of respondents is high. According to results,
education level of 62% of the online game players is university. Therefore, it can be
concluded that as the education level increases, intention to purchase new online

games also increases for innovators.
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Early adopters are fast in purchasing, but they do not belong to the first group of
purchasing. They are expected to be innovative since they are the second adopter
category who adopts new online games quickly. Table 20 demonstrates the
regression results on desire for early adopters. Dependent variables of the model
explain the 90.1% of the variance on desire. There is a significant positive
relationship between gender (3=0.434, p<0.05), complexity (3=0.315, p<0.10),
positive AE (3=0.788, p<0.05) and desire. There is a positive relationship between
desire and complexity which can be interpreted as interesting. Therefore, early
adopters prefer new online game to be complex. As the complexity of new online
games increases, adoption of new online games for early adopter also raises.
Importance of emotions on adoption of online games is emphasized in the previous
analyses. Table 20 also supports this deduction due to significant positive influence

of positive AE on desire.

Table 21 shows the incremental effect of each variable as the each block of variables
added to the regression. Total variance explained by variables is equal to 90.2%.
Innovativeness (3=1.084, p<0.05), compatibility (3=0.353, p<0.10) and desire
(3=0.636, p<0.05) have positive influence on intention while household income (=-
0.367, p<0.05), opinion leadership (8=-0.795, p<0.05), triability (8=-0.322, p<0.10),
subjective norms (8=-0.253, p<0.10) and negative anticipated emotions (3=-0.418,
p<0.05) have negative significant impact on intention. Innovativeness and desire has
the highest effect among other variables. Moreover, early adopters prefer new online
games to be compatible with their lifestyle so that they can purchase and play these
games. The more compatible the online game, the higher the adoption for early

adopters.

59



01°0>0 4 ‘S0°0>0 4 :SAION

996'0T 12S'L GS'0T v9.'€ VAONY 10} A
18€'2¢ ger'e evT'ee v9.'€ dV 103 4
6T€0 Zv0'o 86T'0 G80'0 2:0%
v¥9°'0 Gee'o €82'0 G800 2d
9090 2820 162'0 2900 2 paisnipy
690° 160 290 J101ARY3( 1Sed
620° G90' L€0° 3V aAnebaN
x029' 190 evL IV aAIISOd
[01U02
L€0*- 250° ¥€0'*- [eJ0IARYaq PBAISIIRd
120" TG0 670" SwioN aAnalgns
250" STAN 260~ apnImy
$10N11SU0D
10IABY3Q Pa12alIp-[e0D
T€0" £90' 9e0" £eo’ z80' 80' Anpigen
L0 ¥80° Gt 680’ 60T yxan Auxajdwod
€eo’ 180 820 [44% 11T 8rT’ Aujignedwo)
250’ 91T 6.0' *x69T" eeT’ e abelueApY aAle|Y
uoneAouU| JO SINQLINY
12T 60T 9T *«x9/T' T sierA %182 8¢eT’ 9TV diysiapes uoluido
60T 12T 19T Merda GST' zee! xCS¢' T 2L SSausAlleAouu|
solIs14910IRYD [BUOSIad
€80~ €50’ 980" 980" TL0' 060" 160" 2.0 T0T"- 190" 080 €90 swiodul pjoyssnoH
Tv0'™- oTT ¥.0*- v.0*- T veT'™- 0TT*- ST 86T~ %622~ 6GT GIY'*- uolyednp3
*x90T" v10° 20’ 180 810’ 020’ TL0' 670 970’ 0.0 020’ 910" aby
820'- 8ee! 0€T'- €.0"- LT€ 6ee'- 990'- L1€ Goe'*- 2.0 foiston vee'- 13pusd
s1010e} olydeaBowaq
sa|qelten Juapuadapuy
1U81011800 10448 1UBI011180D) 1U81011800 10448 1U3101JJ80D 1U81011800 10418 1UBI21J180D 1U3101JJ800 10418 UBI011180D)
pJepuels pJepuels uoissalfay pJepuels pJepuels uoissaubay paepuels pJepuels uoissalfay pJepuels paepuels uoissalfay
¥ ISPOIN € |93PON ¢ ISpON T ISPON

AolelN Alue3 7 s1qeries Juapuadap se (311590, JO S}NSaJ UOISSaIfaY zz 8|ge.L

60



01°0>0 4 ‘S0°0>0 4 :SAION

6v.'0¢C 8TT'OT G95'6 €18'6 785'€ VAONY 10} 4
y16'GE LT 1569 €29'02 ¥8S'e 24V 10§ 4
TL0°0 4TAlN} 0TT'0 88T'0 1800 24V
€0.°0 2€9°0 08¢0 0.2'0 T80°0 d
699'0 €650 0vE‘0 [AZA\ 6500 24 paisnipy
«9vv 890° L0V alissd
€10* a7) 110° rv0' 8v0' 9¢e0* Joineysq 1sed
%«x680' ¥S0° €0T*- 9.0 090° 880" 3v aAnefsN
=682 9.0* e6e x/8G' 290* ¥6S" 3V aAnIsod
]0J3U0J [BIOINRYS]
§s0* 120) Ly0' 6€0' 670° €€0’ PaAIsdisd
050° £v0’ €0’ 0 8v0’ GE0'’ swioN aAnaslgns
5e0' S0t ov0’ 200 91T €00° apnIny
S19N41SU02
Joineyaq
pa19841p-[e0D
*+00T' €50° voT' *PTT' 650° 6TT *xCET' cL0 8eT’ AnngenL
670" TL0' 520" 910' 8.0* 120’ 600 960 rAx) Auxaldwo)
«G8T" €L0' v0e' x96T" 180° 91¢’ xL0€' 160° 6EE’ Aupanedwod
980" L60° AN €90'- 80T 280"~ 880" oTT' oTT' afejuenpy annelRy
uoneAouu|
10 SaINgLNY
060" 260 61T 9€0* 10T Lv0*- 120' 8zt 820’ «V6T' Let ictA diyssapea uojuldo
LTT 2ot %/GT" GoT' 418 €ee’ %€92° GET' ¥Se’ %EEE’ 9€T’ e SSausAlleAouU|
sonsLIsloe Ry
[euosiad
100" Sv0* L00"- vv0*- 6v0° Zro*- Lg0"™ 290° Ge0*- €90'- 990' 650" 120" €L0' 9¢0'- awodul pjoyssnoH
90" 260 9.0 790" ot 90T*- 780" 8zt 8eT™- wi™- vET' €ge- %85¢"- ST’ Sev'- uoieanp3
*260" AN 670" x0T’ €10' 620° 9t 910’ 9¢0° *xL0T' L10' ceo’ 6€0'- 810' 800" aby
0€0* 66T ozt L10° oce! €.0' vE0*- L1 SyT*- 110 26e 670" 800"~ eee’ ve0'- 1apua
sJ1039€}
aydesbowaqg
sa|geLren
juapuadapul
JUEIRIITERE] 10113 JUBIOIYB0D  UBIDIS0D 10118 JUBIOIB0D  JUBIOIYA0D 10113 JUBIOIB0D  JUBIDIYB0D 10113 JUBIOIB0D  JUBIOIYB0D 10113 JUEIRITTER )
plepurls plepuels  uoissaifey plepuels plepuels  uoissalbay plepuels plepuels  uoissalbay plepuels plepuels  uoissalbay plepuels plepuels  uoissalbay
S [3POIN ¥ ISPOIN € ISPOIN ¢ I3POIN T ISPOIN

AiuofelN Aje3 / d1qeiiea yuapuadop se uonuaIuL, J0 SHNS3I UoISsaBaY €2 alge.

61



Table 22 and Table 23 demonstrate the regression results on desire and intention
considering the early majority category. As it was mentioned earlier, 52.4 % of the
respondents are categorized as ‘early majority’. Member of early majority category
usually wait and observe the experience of a large group of peers before purchasing
new online games. According to Table 23, age (8=0.092, p<0.05), compatibility
(3=0.185, p<0.05), triability (8=0.1, p<0.10), positive AE (=0.289, p<0.05) and
desire (3=0.446, p<0.05) are positively related to intention while there is a negative
relationship between negative AE (3=-0.089, p<0.10) and intention. Results again
support the importance of emotions on adoption of online games. All dependent
variables explain the 70.1% of the total variance in intention. Results of this category
have resemblance with the results for all respondents since this category includes the
majority of respondents. Members of early majority group prefer new online games
to be compatible with their lifestyle, values and expectations. Furthermore, they want
to be sure that online game is worth buying, so they would like to try before
purchasing. Importance of triability is observed again for Early Majority group.
Results support the importance of triability among other attributes of the online

games.
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13.6% of the respondents belong to the late majority category. These people are too
late among their peers to purchase. Table 24 and Table 25 demonstrate the
hierarchical regression results for late majority. First model is conducted to see the
effects of variables on desire. Variables explain the 83.1% of total variance in desire.
It can be seen in the Table 24 that gender (8=-0.359, p<0.05), age(3=0.331, p<0.05),
education (B=-0.257, p<0.10), innovativeness (B=0.547, p<0.05), compatibility
(B=0.346, p<0.05), attitude (B8=-0.348, p<0.05), past behavior (8=-0.456, p<0.05),
perceived behavioral control (8=0.207, p<0.10) and positive AE (3=0.889, p<0.05)
have significant impact on desire to play new online games for late majority
category. There is a negative significant relationship between gender and desire. Men
are more likely to play online games as it is also supported by this research results.
Moreover, they have more tendencies to adopt new online games faster than women.
Therefore, women are expected to be late majority / laggards which can explain the
negative relationship between gender and desire. Past behavior also has a negative
influence on desire which can be interpreted as unexpected. People who play online
games frequently in past 6 months do not prefer to adopt new online games. The
more frequent people play online games, the less the desire they have to adopt new

online games.

Last analyses are conducted for laggards who wait a long time and purchase together
with the latest group. As it can be observed from Table 26 and Table 27, R? for the
regressions are 72.5% and 78% which is relatively high. Analyses results
demonstrate the importance of emotions on desire. The only significant factors
affecting desire are positive (8=0.515, p<0.05) and negative anticipated emotions
(3=-0.232, p<0.10) for the first regression. Table 27 shows that attitude (3=0.284,
p<0.10) has a positive significant relationship with intention to play new online
games. Attitude questions aims to measure the player’s evaluation of online games
whether they are enjoyable, exiting or effective for their skills. Attitude scale consists
of positive statements. Therefore, it can be concluded that the more positive attitude

the online game player has, the more intention to play new online games.
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CHAPTER 5

DISCUSSION AND CONCLUSION

5.1 Discussion and Interpretation of Results

The main concern of this study is to reveal the factors affecting adoption of online
games, using a theoretical framework based on the goal-directed behavior model and
diffusion of innovations theory. Factors affecting the adoption behavior are
determined based on the goal directed behavior theory, and differences between
adopter categories of online game buyers are examined through Rogers’ diffusion of
innovations (DOI) theory. Analyses are conducted in order to obtain the results

related to:

> relationship between attributes of innovation and goal-directed behavior
determinants,

> effects of socio-economic factors, personal characteristics, attributes of
innovation and goal-directed behavior constructs on desire,

> effects of socio-economic factors, personal characteristics, attributes of
innovation and goal-directed behavior constructs on intention,

» difference between adopter categories.

Discussion and interpretation of each findings related to above items are explained in
the following paragraphs.

First of all, linear regression is applied to see the relationship between attributes of
innovation (relative advantage, compatibility, complexity, triability, observability)
and goal-directed behavior constructs (positive AE, negative AE, attitude, perceived
behavioral control, subjective norms, past behavior, desire, intention). Constructs are
identified as dependent variables while attributes of innovation are independent

variables. Total number of six regressions is conducted to reveal the significant
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relationships. The most insightful result of these analyses is the effect of triability on
constructs of goal-directed behavior model. Triability is significantly related to all
dependent variables except positive AE. Results demonstrate that people prefer to try
new online game before purchasing/playing. Relative advantage is another effective
factor on behavioral constructs. Actually, online players may prefer trying new
online game to see the differentiated features before adopting. They would like to see
how better the game is compared to other products. To sum up, results emphasize the
importance of relative advantage and triability of online games on goal-directed

behavior model determinants.

The main factors affecting the adoption of online games are deeply investigated by
conducting two hierarchical regressions on desire and intention. Socio-economic
factors, personal characteristics, attributes of innovation and goal-directed
determinants are identified as blocks of independent variables while desire and
intention are defined as dependent variables. Hierarchical regression enables to see
the incremental effect of each dependent variable. According to results, age, opinion
leadership, triability and positive AE have significant impact on desire to adopt new
online games. After adding desire as dependent variable, hierarchical regression on
intention is conducted again. Results show that age, innovativeness, compatibility,
triability, anticipated emotions, perceived behavioral control and desire influence
intention. Young and innovative people are more likely to adopt new online games.
Players prefer to try online games before purchasing because they want to be sure
that it is worth purchasing. Furthermore, triability help them to see how compatible
new online game with their lifestyle, expectations and tastes. Results reveal the
importance of emotions on adoption of new online game. People would like to feel
relaxed, happy and excited while playing online games. As the online games
continue to make individuals happy, adoption will increase.

One of the main concerns of this study is to examine the differences across adopter
categories. Respondents are divided into five categories as innovators, early adopters,
early majority, late majority and laggards in terms of their answers. Hierarchical
regression is applied for each category and results are interpreted separately.
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According to results, positive anticipated emotions have a significant influence on
adoption of online games for all categories. Results support the considerable effect of
emotions on adoption of innovations. There is a positive relationship between
education level and intention to play new online games. People with high education
level are more likely to follow the technological developments and comply with the
innovations. Since innovators purchase first and adopt fastest, their education level is
expected to be higher compared to other categories. Results also supports that higher
the education, more innovative the people. Household income is another socio-
economic factor that has an impact on online game innovation. Considering
Innovators, there is a significant positive relationship between household income and
diffusion of online games. Increase in household income has positive influence on
accelerating the adoption of new online game. Rogers (1983) also supports this
finding in his studies. According to him, innovators are believed to be highly
educated and wealthy compared to late adopters. Therefore, results are compatible
with the literature. Early adopters are also fast in purchasing, so they can be
considered as innovative as well. Results also demonstrate that innovativeness has a
significant influence on intention to adopt new online games for early adopters. Early
majority category has the highest percentage of respondents (54.2%) therefore results
are similar to the general findings mentioned in the previous paragraph. Late
majority and laggards are the two groups whose adoption is slow compared to first
three categories. Results indicate that there is a negative relationship between gender
and desire for late majority. Negative relationship between gender and desire can be
explained as rational, since late majority is expected to include more women than
men. As it is also mentioned in the literature review, men are more likely to play
online games. Lastly, effect of anticipated emotions is observed in the adoption
behavior of Laggards.

In conclusion, results of this study highlight the importance of anticipated emotions
and triability of online games. Anticipated emotions have positive influence on both
intention and desire to adopt new online games. As it is mentioned in Literature

Review part, people continue to purchase and play if they have positive impression
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and experiences with the online game. People expect to feel relaxed, happy and
excited while playing online games. Moreover, they would like to spend pleasant
time and escape from the daily tasks for a while. Therefore, results of this study point
out the fundamental effect of anticipated emotions on adoption of online games.
Another crucial finding of this study is the importance of triability. Triability is
positively related to goal-directed model determinants and it has a significant effect
on both desire and intention to adopt new online games. According to results, players
want to be sure that new online game is worth purchasing and playing. People also
expect new online game to fulfill their expectations, so compatibility is another
significant variable affecting adoption of new online games. Results demonstrate that
online game should be compatible with player’s lifestyle, expectations, preferences

and tastes.

5.2 Limitations and Directions for Future Research

There are some limitations for this study which should be mentioned to inform the
future researchers. First of all, this study is limited with online game players in
Turkey. Sample of the study is not representative since non-probabilistic sampling
technique is applied. Sample is aimed to include online game players, so respondents
are selected accordingly. Sampling technique of this study is a combination of
convenience and judgmental sampling. Therefore, sample selection bias may occur
due to applying non-probabilistic sampling technique. Sample selection bias not only
affects external and internal validity of the survey but also influences the accuracy of
the survey results. Samples with selection bias error may cause obtaining incorrect
results about the correlation between variables. Moreover, prediction value
independent variables may mislead the researcher (Cuddeback, Wilson, Orme, &
Combs-Orme, 2004).

Respondents of this study are reached by using social media (Facebook and Twitter),
online forums and e-mails since online survey is applied. Most important advantage
of the online survey method is that it enables researchers to reach broad spectrum of
respondents. Although it is an easy method to reach people, some people may not
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want to spend time to fill the questionnaire. These people can easily ignore the
request of an online survey because researcher does not have a chance to persuade
the respondent. Therefore, online survey has a higher risk of having low response
rate compared to other survey methods. In other words, online survey has high non-

response bias compared to other survey techniques.

Another limitation of this study is also contributed to the sampling method. Since
people are reached by using social media, e-mail and online forums, same type of
respondent might participate in a survey which can cause same informant bias. For
instance, people who do not use social media may not be reached. As a result of the
limitations mentioned in the previous paragraphs, sample is not representative due to
selection bias, non-response bias and same informant bias (Malhotra, 2010). So, the
weaknesses behind selection of non-probabilistic sampling technique cause

limitations for the study.

There are many scales included in the questionnaire of the study. It is assumed that
these scales include all related items about the subject. Although, reliability and
factor analyses are conducted to support this assumption, they may exclude some
important items that could be related to adoption of online games. Additional
constructs may be included in the questionnaire in order to get more accurate results
and predict the diffusion better. Specific features of online games can be deeply
investigated in order to find out the significant relationships with online game
adoption. For instance, price, multiplayer option, visual effects, quality of images
may be included in the questionnaire to observe the relationship with online gamer’s
preferences and adoption. Moreover, personal characteristics of online gamers may
be examined in detail and they can be involved in the questionnaire to see the effect

of them on diffusion of online games.

This study is limited with the Turkey, so future researchers may narrow down the
study by applying probability sampling methods. Moreover, future researchers may
focus on the cultural differences of online game players by comparing the results of

two different samples.
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5.3 Managerial Implications

This part includes recommendations for game producers and managers according to
the findings of this study. Following paragraphs focus on the significant suggestions
contributed to the different dimensions of this study.

Companies use their valuable resources and time search in order to increase sales and
profits by attracting new customers (Kotler & Keller, 2009). Game companies also
try to find effective ways to gain new customers as the online games increase its
popularity day by day. Nowadays, rivalry between game producers increased, so
acquisition of new customers became significant issue. There are different types of
acquisition methods which can be applied by game companies. Advertising, e-mail,
workshops, events, direct phone calls are some of the effective methods used by
companies to attract new customers. Before determination of the right method, first
thing game companies should do is to identify the target customers. Rogers (1983)
divided target consumers into five main categories in terms of time to adopt
innovation according to diffusion of innovation theory. Laggards and late majority
categories include people who adopt new online games latest. Therefore, game
producers should especially target the customers in those categories to fasten their
adoption. Reasons behind their late adoption may be investigated by applying some
research. New online games can be designed and developed according to their
preferences to attract their attention. Advertising has a great power to reach a lot of
people at the same time. It is an effective way of accessing new customers and
making a good impression on them. Therefore, managers can apply online
advertising, use billboards and produce television advertising for acquisition of new

customers from the laggards and late majority categories.

Besides attracting new customers, retaining the current customer is another
significant issue for companies. Customer defection is one of the crucial issues that
many companies suffer from. Retention rate should be taken under control and
companies should take required precautions to prevent customer defection. Actually,
acquisition of new customers is almost five times expensive than keeping the current

customers (Kotler & Keller, 2009). Therefore, managers spend their resources and
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time on satisfying their current customers and decreasing defection. Innovators, early
adopters and early majority are the target customers that managers should focus on.
People in these categories are loyal players who adopt new online games fast.
Managers can make promotions; organize special events to display new online games

and make special offers for these loyal online game players.

Another significant point to be mentioned is the demographical characteristics of the
online game players. According to the results of this study, age interval of online
game players is 15-34. Game companies should develop games considering
preferences of younger people in order to keep them as customers. Moreover, they
should seek ways to expand the range of customers and attract older people’s
attention. Age is other important demographics that managers should take into
consideration. Results demonstrate that there is relatively low number of women
playing online games. Actually, only 10.4% of respondents are female in this study.
This finding should be regarded as a warning for game producers to start producing

online games for women.

Another insightful implication for managers is contributed to anticipated emotions of
online game players. Managers should definitely focus on emotions in order to attract
online gamers’ attention. As it is supported with this study, online gamers would like
to feel happy and relaxed when playing online games. They would like to spend
pleasant time and having fun at the same time. Therefore, managers should develop
games considering these findings. Emotions should be a basis to produce

advertisements for customers.

Last but not latest, results emphasize the importance of triability for online game
players. According to the findings, players prefer to see the comparative advantage
of the game because they want to believe that it is worth playing. Trying the online
game enables players to observe the visuals, quality of images and features before
purchasing. It is a good experience for players to determine buying or not. Therefore,
managers should spend considerable time to produce trial version of the games
before launching to the market. People should be able to download the trial version
to experience the game.
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Furthermore, managers can also organize workshops or event which enables players
to see the special characteristics of the new online game. Companies can publish
some advertisements in the website of the game to impress the target customers.
These advertisements can include the scenes, visuals and parts of the games to make

a good impression on online game players.
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APPENDICES

A. QUESTIONNAIRE (IN ENGLISH)

METU MBA Thesis Questionnaire

Dear participant,

This questionnaire is conducted by METU (Middle East Technical University)
Business Administration graduate student Giilnur Baybas in order to be used in
master thesis. Aim of the questionnaire is to investigate the factors affecting adoption
of online games by applying goal-directed behavior model. This questionnaire is
prepared to be conducted with online game players. Therefore, you should be playing

online games in order to answer the questions in the survey.

Results of the online survey will be only used for academic purposes. Collected data
will not be shared with third parties and data will not be used for different purposes
other than this study. It is really important that participants answer the question

objectively.
Thank you for your participation and contribution to this study.

Contact: e160849@ metu.edu.tr

1. Gender O Female
O Male

2. Age

3. Education O Primary School
O Secondary School
O High School

O University

O Master Degree

O PhD

4.  Occupation O Not working
O Working

O Retired

O Student
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O Others
_5. Household O Lower than 1500
income (TL) O 1501-3000
O 3001-4500
O 4501-6000
O More than 6000
6. Which online games do | [0 Massive multiplayer online role playing game (World of
you play? Warcraft, Elder Scrolls Online, Knight Online, Guild Wars, Final
Fantasy and etc.)
O Massive multiplayer online first person shooters game (Counter
Strike, Battlefield, Halo 5, Quake 4, Battlefield 4 and etc.)
O Strategy games (Age of Empire, Total War)
[0 Sport games (FIFA, PES, NBA, NFL etc.)
O Racing games
O Card games ( Texas HoldEm Poker, Spider Solitare, etc)
[ Puzzle games (Candy Crush, Pet Rescue, Bubble Witch Saga etc.)
O Others
7. In general, how many
months does it take to
purchase/play the new
online game for you?
8.  When do you generally | O I belong to the earliest group of people who purchase the new
purchase new Online online game
game compgred WDEIT O I am fast in purchasing, but I don’t belong to the first group of
average online game hasi
player? ( Please do not | Purchasing
select more than one O 1 usually wait and observe the experience of a large group of peers
answer) before | purchase
O I am generally too late among my peers to purchase
O I wait a long time and purchase together with the latest group
among my peers
9. How long hav_e you O Less than 6 months
bfen_ purcf:gsmg anq) O 6 monhts-12 months (1 year)
piaying onfine game: O 13 months-24 months (2 year)
025 months- 36 months (3 year)
O More than 3 years
10. Please indicate your response to | Disagree | Partially Neutral Partially | Agree
the following statements disagree agree

I see myself as competent and

knowledgeable about online games

I am ahead of people regarding
knowledge of online games compared

to people around me

I can quickly find out the fine details

of an online game
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10. Please indicate your response to
the following statements

Disagree

Partially
disagree

Neutral

Partially
agree

Agree

I am a good online game player

I am usually the first one to learn about
the newest online games on the market

11. Please indicate your response to
the following statements

Disagree

Partially
disagree

Neutral

Partially
agree

Agree

In general, | always talk to my friends
and neighbors about new games

When | talk to my friends and
neighbors about online games, | give
great deal information

Compared to my friends, | usually talk
to larger number of people about online
games

Compared with my friends, | am very
likely to be asked about online games

In a discussion of online games, | am
most likely to listen my friends’ idea

In a discussion of online games, |
mostly tell my friends about games

Overall in all of my discussions with
friends and neighbors, | am often used
as a source of advice

Source: Opinion Leader Scale (King & Summers, 1970)

12. Please indicate your response to
the following statements

Disagree

Partially
disagree

Neutral

Partially
agree

Agree

I am one of the leaders of obtaining
newest information about online games

I am usually the first one to learn
newest trends related to online games

I am usually ahead of people regarding
purchase of new online games

I usually purchase new online games
without searching available alternatives

I belong to the group of earliest online
game buyers compared to my friends
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12. Please indicate your response to
the following statements

Disagree

Partially
disagree

Neutral

Partially
agree

Agree

I usually play more types of online
games compared to my friends

Source: Respondents Innovativeness Scale (Cheng & Kao, 2004)

13. Before you answer the following questions, please consider a specific online
game that you know but you haven’t purchased yet.

Relative advantagel Disagree | Partially | Neutral | Partially | Agree
disagree agree

Overall, | find playing online game

enjoyable.

Playing online game enhances quality

of my life.

Playing online game makes me

relaxed.

The advantages of playing online

game far outweigh the disadvantages.

Complexity Disagree | Partially | Neutral | Partially | Agree
disagree agree

| believe that this specific online game
is hard to play

I have a difficult time understanding
how new to play online games

It is hard for me to remember how to
apply instructions when playing online
game

Playing online games requires a lot of
mental effort

Playing online game is often
frustrating due to complexity

Learning to play an online game is
hard for me

! (Moore & Benbasat, 1991)
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Compatibility

Disagree

Partially
disagree

Neutral

Partially
agree

Agree

Playing this specific online game is
compatible with all aspects of my life

Playing this specific online game is
completely compatible with my
current situation

I think that playing this specific online
game fits well with the way | live my
life

Playing this specific online game fits
into my lifestyle

| feel that playing this specific online
game meet my social needs

Triability

Disagree

Partially
disagree

Neutral

Partially
agree

Agree

I've had a great deal of opportunity to
try this specific online game

I know where 1 can go in order to try
this specific online game

Trying this specific online game
before purchasing is very important

Observability

Disagree

Partially
disagree

Neutral

Partially
agree

Agree

| feel that I can really see how good
this specific online game is in a store

The benefits of this specific online

game can be easily observed in a store.

I know where | can go to see a
demonstration of this specific online
game
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Perceived behavioral control? Disagree | Partially Neutral | Partially | Agree
disagree agree

I am capable of purchasing/playing this

specific online game during the next

four weeks

If | wanted to, it would be easy for me

to purchase/ play this specific new

online game during the next four

weeks

Desire Disagree | Partially | Neutral | Partially | Agree
disagree agree

I have a very strong desire to play this

specific online game

Intentions Disagree | Partially | Neutral Partially | Agree
disagree agree

I plan to purchase this specific online

game when it is launched

I intend to purchase and play this

specific online game

Anticipated emotions (negative/ | Disagree | Partially | Neutral | Partially | Agree

positive) disagree agree

If | ever purchase / play this specific
online game, | would feel excited

If | ever purchase/play this specific
online game, | would feel happy

If | ever purchase/play this specific
online game, | would feel satisfied

If | ever purchase/play this specific
online game, | would feel angry

If | ever purchase/play this specific
online game, | would feel frustrated

If | ever purchase/play this specific
online game, | would feel guilty

2 (Perugini & Bagozzi, 2001)

87




14. Please write the name of the online game that you heard about / played with
and you haven’t purchased yet: ................

15. Please indicate your response to the following statements:

Frequency & Recency

Disagree

Partially
disagree

Neutral

Partially
agree

Agree

I purchased / played new online
games a lot of times during last six
month

I purchased / played new online
games rather frequently during last
month

Subjective norms

Disagree

Partially
disagree

Neutral

Partially
agree

Agree

Most important people in my life
would approve of me purchasing and
playing this specific online game

Attitudes

Disagree

Partially
disagree

Neutral

Partially
agree

Agree

I think playing online games is useful
for my language skills

I think playing online games is
effective for my social skills

I think playing online games is
exciting

I think playing online games is
enjoyable
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B. QUESTIONNAIRE (IN TURKISH)
ODTU isletme Yiiksek Lisans Tez Anketi

Degerli katilimci,

Bu anket, ODTU Isletme Yiiksek Lisans programi oOgrencisi Giilnur Baybas
tarafindan yiikseklisans tezinde kullanilmak iizere uygulanmaktadir. Anketin amaci,
cevrimici (online) oyunlarin benimsenmesinin amaca yoOnelik davranig teorisi
kullanilarak arastirilmasidir. Anketin online oyun oynayan kisiler ile yapilmasi
amaglanmistir, bu sebeple bu anketi cevaplandirabilmek i¢in online oyun oynuyor

olmaniz gerekmektedir.

Arastirma ile toplanacak olan bilgiler kesinlikle gizli tutulacak, sadece bilimsel
amagh kullanilacaktir. Toplanan veri {igiincii kisilerle paylagilmayacak ve ¢aligma
disinda farkli bir amag ile kullanilmayacaktir. Ankete objektif yanitlar vermeniz ¢ok

onemlidir.
Bu aragtirmaya katildiginiz ve katkilariniz i¢in ¢ok tesekkiir ederim.

[letisim: €160849@metu.edu.tr

1. Cinsiyet O Kadin
O Erkek

2. Yas

3. Egitim O ilkokul
O Ortaokul
O Lise

O Universite
O Yiikseklisans
O Doktora

4. Cahsma durumu O Calismiyor
O Calisiyor
O Emekli

0O Ogrenci

5. Hanehalki geliri O 1500°den az
(TL) O 1501-3000
O 3001-4500
O 4501-6000
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0 6000°den fazla

6. Hangionline
oyunlari oynuyorsunuz?
(Birden fazla secenek
isaretleyebilirsiniz)

O Online ¢ok oyunculu rol yapma oyunlar1 (World of Warcraft,
Elder Scrolls Online, Knight Online, Guild Wars, Final Fantasy and
etc)

O Online ¢ok oyunculu birinci sahis nisanci oyunlar1 (Counter
Strike, Halo 5, Quake 4, Battlefield 4 and etc)

O Strateji oyunlar1 (Age of Empire, Total War, etc)

O Spor oyunlar1 ( FIFA, PES, etc)

O Yaris oyunlari

O Kart oyunlar1 ( Texas HoldEm Poker, Spider Solitare, Mahjong
Titans etc)

O Bulmaca oyunlar1 (Candy Crush, Pet Rescue, Bubble Witch Saga
etc)

7.  Genellikle yeni
¢ikan bir online oyunu
satin almaniz ka¢ ay
siirer?

O Ucretsiz online oyunlari tercih ediyorum, oyun satin almiyorum
O On siparis ile aliyorum

8.  Ortalama bir online
oyun kullanicisina gore
yeni cikan bir oyunu ne
zaman satin alirsimz?
(Liitfen birden fazla

secenek isaretlemeyiniz)

O ilk satin alan grubun igerisinde yer alirim

O Satin almada hizliyimdir ancak ilk satin alanlar arasinda yer
almam

O Genellikle satin almadan 6nce bir siire beklerim ve satin alan
arkadaglarimin tecriibelerini gézlemlerim

O Arkadaslarim arasinda genellikle en geg satin alanlar arasinda
olurum

O Satin almadan 6nce uzun bir siire beklerim ve en geg satin alan
arkadaslarim ile birlikte ben de satin alirim

9. Ne kadar zamandir
online oyun satin aliyor/
oynuyorsunuz?

O 6 aydan daha kisa bir siiredir
O 6 ay- 12 ay (1 y1l)

O 13 ay- 24 ay (2 y1l)

0O 25 ay- 36 ay (3 y1l)

O3 yildan fazla bir siiredir

10. Asagidaki ifadelere
size uygun sekilde cevap
veriniz.

Katiliyorum | Kismen Cekimser | Kismen Katilmiyorum

katiliyorum katilmiyorum

Online oyunlar konusunda
kendimi bilgili ve yetkin
goriilyorum

Konu online oyunlar
oldugunda ¢evremde en iyi
bilenlerden biriyim

Bir online oyunun
inceliklerini kesfetmem
fazla zaman almaz
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10. Asagidaki ifadelere
size uygun sekilde cevap
veriniz.

Katillyorum

Kismen
katihyorum

Cekimser

Kismen
katilmiyorum

Katilmiyorum

Iyi bir online oyun
oynayicistyim

Piyasaya ¢ikan online
oyunlar1 ilk 6grenenlerden
biri ben olurum

Her zaman arkadaglarimla
ve ¢evremdekilerle yeni
online oyunlar hakkinda
konusurum

Arkadaglarimla ve
¢evremdekilerle online
oyunlar hakkinda
konustugumda, kapsamli
bilgi veririm

Arkadaglarimla
kiyasladigimda, online
oyunlar hakkinda daha
fazla kisi ile konusurum

Arkadaglarimla
kiyasladigimda, online
oyunlar hakkinda bana
daha ¢ok soru sorululur

Online oyunlar ile ilgili
olan bir tartismada,
cogunlukla arkadaslarimin
fikrini dinlerim

Online oyunlar ile ilgili
olan bir tartigmada,
¢ogunlukla ben fikrimi
ifade ederim ve
arkadaslarim beni dinlerler

Online oyunlarla ilgili olan
bir tartismada,
arkadaslarim benden
tavsiye almayi tercih
ederler
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11. Asa@idaki ifadelere
size uygun sekilde cevap
veriniz.

Katillyorum

Kismen
katihyorum

Cekimser

Kismen
katilmiyorum

Katilmiyorum

Yeni online oyunlar
hakkinda en giincel bilgilere
sahip olan kisgilerin baginda
gelirim

Genelikle online oyunlarla
ilgili en yeni trendleri
ogrenen ilk kisi benimdir

Genellikle yeni online
oyunlari satin alma/oynama
konusunda diger insanlardan
once davranirim

Genellikle farkli alternatifler
ile ilgili aragtirma yapmaya
gerek duymadan yeni online
oyun satin alirim

Arkadaslarima kiyasla yeni
oyunlart ilk satin alan kisiler
arasinda yer alirim

Genellikle arkadaglarima
kiyasla daha ¢ok gesit online
oyun oynarim

12. Liitfen asagidaki sorulara daha onceden bildiginiz/duydugunuz ancak
heniiz satin almadiginiz 6zel bir oyunu diisiinerek cevap veriniz:

Katiliyorum

Kismen
katiliyorum

Cekimser

Kismen
katilmiyorum

Katilmiyorum

Online oyun oynamanin
eglenceli oldugunu
distiniiyorum

Online oyun oynamanin
hayat kalitemi arttirdigini
distiniiyorum

Online oyun oynamak beni
rahatlatiyor

Online oyun oynamanin
avantajlari
dezavantajlarindan fazladir

Online oyun oynamak
zordur
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Katillyorum

Kismen
katihyorum

Cekimser

Kismen
katilmiyorum

Katilmiyorum

Yeni bir online oyunun nasil
oynanacagini anlamakta
giicliik gekerim

Yeni bir online oyunu
oynarken talimatlar1 ve
kurallar1 takip etmek benim
i¢in zordur

Online oyun oynamak
zihinsel ¢aba gerektirir

Online oyun oynamak
zaman zaman karmagik
kullanimi sebebiyle moral
bozucu olmaktadir

Yeni bir online oyunu
oynamay1 6grenmek benim
igin zordur

Online oyun oynamak
hayatima her yonden
uymaktadir

Bu online oyunu satin
almak/oynamak suanki
durumum i¢in tamamiyle
uygundur

Online oyun oynamak
hayatimi yasayis seklime
uygundur

Online oyun oynamak
yasam tarzima uygundur

Online oyun oynamanin
sosyal ihtiyaglarimi
karsiladigimi diisiiniiyorum

Almak/oynamak istedigim
bu oyunu denemek igin ¢ok
fazla firsatim oldu

Bu oyunu nerede deneme
firsatim olacag1 hakkinda
bilgim var
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Katillyorum

Kismen
katihyorum

Cekimser

Kismen
katilmiyorum

Katilmiyorum

Online oyun satin almadan
once deneme gansinin
olmasi 6nemlidir

Magazada online oyunun ne
kadar iyi oldugunun
deneyerek anlagilabilecegine
inaniyorum

Online bir oyunun iyi olup
olmadig1 magazada
kolaylikla gozlemlenebilir

Bu online oyunu gérmek
icin nereye gitmem
gerektigini biliyorum

Oniimiizdeki dort hafta
icerisinde bu online oyunu
satin almam i¢in oniimde
herhangi bir engel yoktur

Eger istersem, bu online
oyunu oniimiizdeki dort
hafta igerisinde kolaylikla
satin alabilirim

Bu online oyunu oynamay1
gercekten ¢ok istiyorum

Bu online oyun piyasaya
stirlildiiginde satin almay1
/oynamay1 planliyorum

Bu online oyunu satin
almak/ oynamak
niyetindeyim

Eger bu oyunu satin
alabilirsem / oynarsam, ¢ok
heyecanli hissederim

Eger bu oyunu satin
alabilirsem / oynarsam, ¢ok
mutlu hissederim

Eger bu oyunu satin
alabilirsem / oynarsam, ¢ok
tatmin olmus hissederim

94




Katillyorum

Kismen
katihyorum

Cekimser

Kismen
katilmiyorum

Katilmiyorum

Eger bu oyunu satin
alabilirsem / oynarsam, ¢ok
kizgim/mutsuz hissederim

Eger bu oyunu satin
alabilirsem / oynarsam, ¢ok
rahatsiz hissederim

Eger bu oyunu satin
alabilirsem / oynarsam, ¢ok
suclu hissederim

13. Liitfen bir 6nceki soruda duydugunuz ancak heniiz satin almadiginiz online

oyunun adin1 yaziniz:

14. Asagidaki ifadelere size uygun sekilde cevap veriniz.

Katihyorum

Kismen
katiliyorum

Cekimser

Kismen
katilmiyorum

Katilmiyorum

Gegtigimiz 6 ay boyunca,
pek ¢ok kez online oyun
satin aldim ve oynadim

Gegen ay sik sik online
oyun satin aldim ve
oynadim

Hayatimdaki en 6nemli
insanlar online oyun satin
almami ve oynamami
onaylamaktadir

Online oyun oynamanin
yabanci dil becerilerimi
gelistirmede etkili oldugunu
diistiniiyorum

Online oyun oynamanin
sosyal becerilerimin
gelismesinde etkili oldugunu
diistiniiyorum

Online oyun oynamanin
heyecanli oldugunu
diistiniiyorum

Online oyun oynamanin
eglenceli oldugunu
diistiniiyorum
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C. TURKISH SUMMARY

Yenilikler insan hayatinin kalitesini arttirmakta ve insanlarin hayatim
kolaylagtirmaktadir. Siiphesiz ki, bilgiye sinirsiz erisim saglayan ve bambagka bir
iletisim diinyast acan internet; insanoglu tarihindeki en dnemli yeniliklerden biridir.
Giliniimilizde, internet insanlar i¢in vazgecilmez bir ihtiyag haline gelmistir.
Tirkiye’de 35 milyondan fazla internet kullanicis1 bulunmaktadir ve bu kullanicilar
interneti, iletisim, aligveris, seyahat planlamasi, haber takibi, oyun oynamak gibi
aktiviteler amaciyla kullanmaktadirlar. Cevrimi¢i oyunlar internet ile birlikte

hayatimiza giren 6nemli yenilikler arasindadir.

Online oyunlarin insan hayatinin bir pargasi haline gelmesi sonucu popiilerliginin
artmasi bircok aragtirmacinin ilgisini ¢ekmistir. Bu sebeple, c¢evrimic¢i oyunlarin
farkli boyutlari ile ilgili pek ¢ok arastirma yapilmistir. Bazi tiiketicilerin yeniliklerin
benimsenmesinde neden daha hizli oldugunun anlagilmasi Onemli bir arastirma
konusu haline gelmistir. Dinamik bir pazarda ger¢ek anlamda yenilik¢i bir tiriin olan
cevrimici oyunlarin benimsenmesini etkileyen faktorlerin arastirilmasi literatiire
onemli katkilar sunacaktir. Yeniliklerin benimsenmesi siirecinde kabullenici
(adopter) kategorilerinin farkliliklar gosterdigine dair giiclii kanitlar bulunmaktadir.
Bu sebeple, kabullenici kategorileri i¢in ayr1 ayr1 yeniligin benimsenmesini etkileyen

faktorlerin incelenmesinin degerli sonuglar ortaya ¢ikarmasi beklenmektedir.

Bu ¢alisma, ¢evrimi¢i oyunlarin benimsenmesini etkileyen faktorlerin amaca yonelik
davranis modeli ve yeniligin yayilmasi teorisi kullanilarak aragtirilmasini
amaglamaktadir. Rogers’in yeniligin yayilmasi teorisi ve Perugini ve Bagozzi’nin
amaca yonelik davranis teorisi bu caligmanin teorik altyapisini olusturmaktadir.
Yeniligin benimsenmesini etkileyen faktdrler amaca yonelik davranis teorisi
kullanilarak  belirlenirken,  kabullenici  kategorileri  arasindaki  farklarin

incelenmesinde Rogers’in yeniligin yayilmasi teorisine bagvurulmustur.

Rogers (1983) difiizyonu (diffusion) “yenilik¢i fikirlerin ve yeniliklerin belirli bir

iletisim kanali yoluyla sosyal sistem igindeki insanlar arasinda yayilmasi” olarak
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tanimlamaktadir. Yeniligi ise “bir fikrin ya da objenin bir kisi tarafindan yeni olarak

algilanmas1” olarak agiklamistir (Rogers, 1983, p.5).

Yeniligin yayilmas: iizerine arastirmalar ilk olarak Alman-Avusturya ve Ingiliz
antropoloji okullarinin ¢alismalar1 ile baslamistir. Yapilan bu c¢alismada, bir
toplulukta ortaya ¢ikan yeniligin diger toplumlarda degisikliklere sebep olabilecegi
ortaya atilmistir. 1940’larda Fransiz sosyolog Gabriel Tarde tarafindan yiiriitiilen bir
diger onemli caligmada; yeniligin yayilmasini etkileyen pek c¢ok onemli kavram
ortaya ¢ikmistir. Bunlardan en 6nemlisi kanaat onderlerinin yeniligin yayilmasi
siirecindeki etkisidir. Yeniligin yayilmasi konusunda yapilan ilk arastirmalar
sonucunda, yeni fikirlerin benimsenmesi i¢in giiniimiizde kullanilan klasik modelin
temelleri atilmigtir. Bu modele gore, yayllmanin anahtar unsurlari; yenilik, iletisim
kanali, zaman ve sosyal sistemdir. Bu klasik model aslinda Rogers’in yeniligin

yayilmasi teorisinin temelini olusturmustur (Rogers, 1976).

Yeniligin yayilmasi teorisinin 6nemli mimarlarindan biri olan Rogers ¢alismalarina
1962 yilinda baglamigtir. Rogers’a gore yeniligin benimsenmesinin temel unsurlari
yeniligin kendisi, zaman, iletisim kanali ve sosyal sistemdir. “Yenilik” bir fikrin ya
da objenin bir kisi tarafindan yeni olarak algilanmasi, “iletisim kanali” bireyler
arasinda mesajlarin aktarilma ya da iletilme yolu, “zaman” kisinin yeniligi
benimsemesine kadar gegen siire, “sosyal sistem” bireylerden, gruplardan ve

topluluklardan olusan yap1 olarak tanimlanmistir (Rogers, 1983).

Rogers, sosyal sistemde yer alan bireylerin yeniligi ayn1 zamanda benimsemedigi
fikrini ortaya atmustir. Bu fikir Rogers’in kabullenici kategorilerinin temelini
olusturmustur. Rogers’a gore yeniligin benimsenme siiresi géz Oniine alindiginda
tiketiciler 5 farkli kategoriye ayrilir: Yenilik¢iler, Erken Benimseyenler, Erken
Cogunluk, Ge¢ Cogunluk ve Geride Kalanlar. Rogers’m bu kategorileri
olusturmasinin sebebi ideal tiiketici profilinin demografik, sosyoekonomik ve kisilik
ozellikleri g6z oOnilinde bulundurularak olusturulmasidir. Rogers kategorilerde yer
alan bireylerin kisilikleri ile ilgili baz1 ¢ikarimlar yapmustir. Buna gore, yenilikgiler
“cesur”, erken benimseyenler ‘“saygideger”, erken cogunluk “temkinli”, ge¢

cogunluk “siipheci” ve geride kalanlar “gelenek¢i “olarak tanimlanmistir.
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Yeniliklerin ~ benimsenmesi  iiriin  kategorilerine gore farkli  zamanlarda
benimsenebilmektedir. Bazi yenilikler digerlerine gore daha hizli yayilirken,
bazilarmin benimsenme hizi daha yavastir. Rogers’a gore bunun sebebi yeniligin
sahip oldugu belli baslt 6zelliklerdir. Yeniligin sahip oldugu ozellikler ile ilgili
Rogers, Tonatzky-Klein ve Moore-Benbasat’in literatiire dnemli katkilar saglayan
degerli c¢alismalar1 olmustur. Rogers’a gore bireylerin yeniligi benimsemesini
etkileyen bes ana Ozellik bulunmaktadir. Bunlar; goreceli yarar, uygunluk,

denenebilirlik, gézlemlenebilirlik ve karmasikliktir (Rogers, 1983).

Yeniligin yayilmasi teorisi ile birlikte amaca yonelik davranis teorisi de arastirmaya
dahil edilmistir. Amaca yonelik davranig teorisi kisinin bir davranisi
gerceklestirmesini  etkileyen faktdrlerin  incelenmesini  kapsar. Perugini ve
Bagozzi'nin detayli caligmasi sonucunda ortaya c¢ikan model aslinda davranis
teorisinin gelistirilmis ve kapsami genisletilmis halidir. Planli davranis teorisi
davraniga yonelik tutum (attitude) ve davranis (behavior) arasindaki iligkinin
aciklanmasin1 amaclamaktadir. Ajzen’e gore, kisinin davranigini altindaki niyeti
etkileyen ii¢ temel degisken vardir. Bunlar; davranisa yonelik tutum, algilanan sosyal
baski ya da kisisel normlar (subjective norms) ve algilanan davranis kontroliidiir
(perceived behavioral control) (Ajzen, 1991). Bu modelin gelistirilmesi ve
gecerliliginin test edilmesi i¢in pek ¢ok arastirma yapilmistir. Bunlarin arasinda en
giiclii olan1 Perugini and Bagozzi’nin amaca yonelik davranig teorisini igeren
caismasidir (Leone, Perugini, & Ercolani, 2004). Perugini and Bagozzi kapsamli bir
arastirma sonucu amaca yonelik davranig modelini ortaya atmistir. Amaca yonelik
davranis teorisi planlanli davranis teorisine yeni faktorler eklenmesiyle kapsami
genisletilmis halidir (Perugini & Bagozzi, 2001). Modele dahil edilen yeni faktorler,
ongoriilen pozitif ve negatif duygular (anticipated emotions), davranisin gegmiste
gerceklesme sikligr (frequency of behavior), davranisin yakin bir ge¢miste

gerceklesme sikligi (recency of behavior) ve davranigsal istektir (desire).

Amaca yonelik davranis modelinde yer alan faktorlerden tutum “bireyin
gerceklestirecegi davranis ile ilgili olumlu olumsuz degerlendirmesidir”. Kisisel

norm bir bagka deyisle algilanan sosyal baski “bireyin davranisi gerceklestirip
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gerceklestirmeyecegine dair ¢evresindeki kisilerden algiladigi baski ya da onay”
olarak tanimlanmistir. Ongoriilen pozitif ve negatif duygular “bireyin herhangi bir
davranig1 gergeklestirmesi sonucu hissedecegi duygulardir”. Davranigsal niyet
“kisinin davraniglarinda ve eylemlerinde etkili olan komuttur”. Davranigsal istek
“kisinin davranigsal niyetini etkileyen motivasyondur”. Algilanan davranigsal kontrol
“kisinin bir davranis1 gergeklestirmesine yonelik sahip oldugu kontrolii” gosterir.
Davranisin  gecmiste gerceklesme sikligin ve davramisin  yakin bir gegmiste
gerceklesme sikligl da bireyin gecmis davraniglarimi ifade eden modelin iki 6nemli
degiskenidir. Amaca yonelik davranis modelinde bulunan tiim degiskenler aragtirma

modeline dahil edilmistir.

Arastirmanin amaci, ¢evrimici oyunlarin benimsenmesini etkileyen temel faktorlerin
amaca yonelik davranis modeli ve yeniligin yayilmasi teorisi kullanilarak
arastirilmasidir. Literatiir taramasit sonucunda yapilan ¢aligmalarin incelenmesi
sonucu, sosyoekonomik faktorlerin (cinsiyet, yas, egitim seviyesi ve gelir diizeyi) ve
kisisel Ozelliklerin (kanaat onderligi ve yenilik¢ilik) de yeniligin benimsenmesinde
etkili oldugu goriilmiis ve modele eklenmistir. Sonug olarak, yeniligin 6zellikleri,
amaca yoOnelik davramis modeli degiskenleri, sosyoekonomik faktorler ve kisisel
ozellikler ¢evrimigi oyunlarin benimsenmesinde etkisi olabilecek degiskenler olarak
belirlenmis ve arastirma modeline dahil edilmistir. Calisma kapsaminda test edilecek
hipotezlerin belirlenmesinde, modele dahil edilen degiskenler, ¢alismanin hedefleri

ve teorik altyap1 esas alinmigtir.

Arastirma kapsaminda veri toplamak amaci ile g¢evrimigi bir anket caligsmasi
yiirlitiilmiis ve toplam 308 katilimci ankete katilmistir. Cevrimigi arastirmanin
secilmesinin sebebi; cevap alma oraninin yliksek olmasi, verinin hizli toplanmasi ve
pek ¢ok kisiye ayn1 anda erisebilme imkanidir. Internet {izerinden ¢evrimigi forumlar
ve sosyal medya kullanilarak farkli ¢evrelerden toplam 308 kisiye ulasilmis ve
ankete katilimlar1 saglanmistir. Arastirma bireylerin yeni oyunlari benimsemesini
etkileyen faktorleri inceledigi i¢in, katilimcilarin ¢evrimi¢i oyun oynamasi sarti

koyulmustur.
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Anket olusturulurken yeniligin yayilmasi ile ilgili yapilan arastirmalar gz oniinde
bulundurulmus ve gegerliligi test edilmis olgekler kullanilmistir. Anket demografik
faktorlerin elde edilmesi icin hazirlanan sorular ile baslamaktadir. Moore ve
Benbasat’in yeniligin 6zellikleri 6l¢egi, King ve Summers’in kanaat dnderleri 6lgegi,
Perugini ve Bagozzi’nin amaca yonelik davranis modeli 6l¢egi ankete dahil

edilmistir.

Arastirma kapsaminda hipotezlerin test edilmesi i¢in basvurulan giivenilirlik testi,
faktor analizi, betimleyici istatistik metotlar1 ve hiyerarsik regresyon gibi istatistiksel

analizler SPSS Istatistik programi kullanilarak yapilmistir.

Aragstirma sonuglarina gore, katilimcilarin %89.6’s1 erkek, %10.4’i kadin iken; yas
araligr 13-57 arasindadir. Online oyun kullanicilarinin egitim seviyesi goz oniinde
bulunduruldugunda %62’sinin liniversite mezunu oldugu saptanmistir. Elde edilen
sonuclar literatiir ile uyumludur. Everquest oyun kullanicilartyla yapilan bir
aragtirmada, oyuncularin %81°1 erkek oldugu ve yalnizca %19’u kadin oldugu
goriilmustiir (Griffiths, Davies, & Chappell, 2004). Elde edilen bulgular erkeklerin
kadmlara kiyasla daha ¢ok ¢evrimigi oyun oynadigim isaret etmektedir. Ozetlemek
gerekirse, ¢evrimi¢i oyun kullanicilart ¢ogunlukla erkek, geng ve egitim diizeyi
yiiksek bireylerden olusmaktadir. Demografik bilgilerin elde edilmesi sonrasinda,
katilimcilara en c¢ok oynadiklar1 oyun c¢esidi sorulmustur. Cevaplara gore,
kullanicilarin %69.2°s1 ¢ok oyunculu birinci sahis nisanci oyunlar1 (Counter Strike,
Battlefield, Halo 5, Quake 4, Battlefield 4 and etc.), %51.6’s1 ¢ok oyunculu rol
yapma oyunlart (World of Warcraft, Elder Scrolls Online, Knight Online, Guild
Wars, Final Fantasy and etc. ) oynarken %38’1 daha ¢ok strateji oyunlarin1 (Age of
Empire, Total War, etc) ve %29.2°si spor oyunlarmi ( FIFA, PES, NBA, NFL etc.)
tercih etmektedir.

Tanimlayici istatistiklerin elde edilmesinden sonraki adim oSlgeklerin gecerliliginin
ve glivenilirliginin test edilmesidir. Daha once bahsedildigi {lizere, pek ¢ok dlcegin
bir araya getirilmesi sonucu olusturulmustur. Bu sebeple giivenilirlik analizi ve
faktdr analizinin uygulanmasi gerekmektedir. Olgeklerin giivenilirliginin 6l¢iilmesi

i¢in Cronbach alfa degerleri hesaplanmistir. Olgeklerin kendi iginde tutarli olmasi

100



icin Cronbach alfa degerinin 0.70’den biiylik olmas1 beklenmektedir. Giivenilirlik
analizi sonrasinda Olgeklerin faktor analizine basvurulmustur. Aciklayici faktor
analizi, arasinda korelasyon olan degiskenlerin ayni faktor altinda toplanmasini
saglamaktadir. Buna gore her Olgek icin KMO istatistigi ve Bartlett testi degeri
hesaplanmistir. Uygunluk olgiiti olan KMO istatistigi Olcegin faktdr analizi
kullanilarak modellenip modellenemeyecegini gostermekte ve KMO degerinin
0.60°dan yiiksek olmasi beklenmektedir. Bartlett kiiresellik testi dlgek icerisindeki
degiskenlerin arasinda korelasyon olup olmadigin1 dlger. Buna gore, Bartlett testi
degerinin alfa degerinden diisiik olmasi gerekmektedir. Son olarak, her Slgegin
icinde yer alan maddeler tarafindan agiklanan varyansina (total variance explained)
bakilmistir. Bu degerin 6lcek igerisindeki maddelerin en az 2/3’linli igermesi
beklenmektedir. Sonug olarak, olgeklerin analize uygunlugunun test edilmesi i¢in
giivenilirlik testi ve faktdr analizi uygulanmis, yukarida bahsedilen degerler
hesaplanmistir. Analiz sonuglarina gore, gézlemlenebilirlik 6lgeginin Cronbach alfasi
cok diisiik ¢cikmis ve ek analizler yapilmasina ragmen 0.70’in {izerine ¢ikmasi
miimkiin olmamistir. Bu sebeple, dogru ve kesin sonuglar elde edilebilmesi i¢in

ileriki analizlere dahil edilmemesi gerektigine karar verilmistir.

Giivenilir olceklerin elde edilmesinden sonra sira yeniligin 6zellikleri ile amaca
yonelik davranis teorisi degiskenleri arasindaki iligkinin incelenmesine gelmis ve
lineer regresyon yontemine basvurulmustur. Buna goére, amaca yonelik davranig
modeli faktorleri bagimli degiskenler olurken, yeniligin Ozellikleri bagimsiz
degiskenler olarak belirlenmistir. Toplam 6 regresyon kurulmus, sonuglari
incelenmigstir. Sonuglara gore, en etkili faktoriin denenebilirlik oldugu goriilmiistiir.
Bunun sebebi, ongoriilen pozitif duygular haricindeki tiim degiskenler ile anlamli
iligkisinin bulunmasidir. Goreceli yararin ise davranisa yonelik tutum, kisisel
normlar, Ongoriilen pozitif ve negatif duygular ile arasinda anlamh iliski
bulunmaktadir. Karmagiklik 0lgeginin icinde negatif maddeler bulundurmasi

degiskenler ile arasindaki negatif iligkiyi agiklamaktadir.

Bagimsiz degiskenlerin aralarindaki iliskinin incelenmesinin ardindan, cevrimigi

oyunlarin benimsenmesini etkileyen faktorler incelenmistir. Bu faktorlerin tespit
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edilmesi icin hiyerarsik regresyona basvurulmustur. Hiyerarsik regresyon birgok
degiskenin etkisini sirali olarak gézlemlemek i¢in iyi bir yontemdir. Hiyerarsik
regresyonda, bagimsiz degiskenler arastirmacinin belirledigi sirada bloklar seklinde
modele girmektedir (Petrocelli, 2003). Bu c¢alismada, belirlenen hipotezlerin test
edilebilmesi igin iki hiyerarsik regresyon modeli kurulmustur. Oncelikle, demografik
faktorler (cinsiyet, yas, egitim seviyesi, gelir diizeyi), kisisel oOzellikler (kanaat
onderligi, yenilik¢ilik), yeniligin 6zellikleri (goreceli yarar, uyumluluk, karmasiklik,
denenebilirlik, gézlemlenebilirlik) ve amaca yonelik davranis modeli degiskenleri
(davranisa yonelik tutum, ongoriilen duygular, gecmis davranis, kisisel normlar,
algilanan davranis kontrolii ve davranigsal istek) bloklar halinde modele eklenmis ve
davranigsal istege olan etkileri Olgiilmiistiir. Sonra, kurulan hiyerarsik modele
davranigsal istek bagimsiz degisken olarak dahil edilerek tiim degiskenlerin
davranigsal niyet lizerindeki etkisi Ol¢lilmistiir. Analiz sonuglarin gore, degiskenler
toplam varyansin %064’iinii agiklamaktadir. %5 anlamlilik diizeyinde, kanaat
onderligi ve ongoriilen pozitif duygular ile davranigsal istek arasinda anlamli bir
iligki vardir. %10 anlamlilik diizeyinde ise denenebilirlik ve yasin yeni ¢evrimigci
oyunu benimsenmesi istegi ilizerinde Onemli etkisi oldugu gozlenmistir. Yapilan
aragtirmalar ile desteklendigi iizere, kanaat onderleri yeni ¢evrimici oyunlar1 diger
insanlara kiyasla daha hizli benimsemektedir. Sonuglar denenebilirlik ve duygularin
Onemini vurgulamaktadir. Kiginin yeni ¢evrimi¢i oyunu satin alma niyetini etkileyen
faktorleri incelemek amaciyla tekrar regresyon analizine basvurulmus, bu sefer
davranigsal istek modele bagimsiz degisken olarak eklenmistir. Elde edilen sonuglara
gore, degiskenler toplam varyansin %64.1°ini aciklamistir. Yeni bir ¢evrimigi
oyunun benimsenmesini pozitif olarak etkileyen faktorler; yas, yenilikgilik,
ongoriilen pozitif duygular, uyumluluk, denenebilirlik ve davranigsal istek olarak
saptanmistir. Davranigsal istek, yeni ¢evrimi¢i oyunun satin alma ve oynama niyeti
etkileyen en onemli faktordiir. Bu durum, amaca yonelik davranis teorisini destekler

niteliktedir.

Arastirmanin amaglarindan biri de kabullenici kategorilerinin arasindaki farkliliklarin

arastirilmasidir. Daha 6nce de bahsedildigi lizere Rogers’in yeniligin yayilmasi
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teorisine gore bes temel kategori bulunmaktadir; yenilikgiler, erken benimseyenler,
erken cogunluk, ge¢c ¢ogunluk ve geride kalanlar. Farkliliklarin gdzlemlenebilmesi
icin Oncelikle katilimcilarin kategorilere ayrilmasi gerekmektedir. Bu baglamda
kategorilerin belirlenebilmesi i¢in ankete soru eklenmistir. Soruya verilen yanitlar
katilimcilarin hangi kategoriye girdiklerini belirlemistir. Sonuglara gore, ankete
katilanlarin %8.1°1 yenilik¢i, %9.7’si erken benimseyen, %54.2°si erken ¢ogunluk,
%13.6 gec cogunluk ve geriye kalan 9%14.3’1i geride kalanlar kategorisine girmistir.
Soruya verilen cevaplar 1s18inda her kategori analiz 6ncesi SPSS programi
yardimiyla secilmisg, analizler tiim kategoriler i¢in ayr1 ayr1 uygulanmistir. Her bir
kategori i¢in hiyerarsik regresyon kurulmus, sonuglari incelenmis ve Onemli

farkliliklar gozlenmistir.

Yenilik¢i kategorisi yeni bir ¢evrimi¢i oyun ciktiginda ilk satin alip oynayan
bireylerden olugmaktadir. Yenilik¢iler icin uygulanan hiyerarsik regresyon sonucu,
gelir diizeyi, egitim seviyesi, Ongdriillen pozitif duygular ve ge¢mis davranigin
davranigsal istek tizerinde anlamli etkisi oldugu ortaya ¢ikmistir. Cevrimici oyunlarin
fiyatlarinin pahali olmasi, gelir diizeyinin oyunlarin benimsenmesi iizerindeki pozitif
etkisini agiklamaktadir. Buna gore, gelir diizeyi arttikca kategoride yer alan
oyuncularin yeni oyunlar1 daha hizli satin almasi1 ve oynamasi beklenmektedir.
Egitim seviyesi ile davranigsal niyet arasindaki olumlu iligski de elde edilen 6nemli

ciktilar arasindadir.

Erken benimseyen kategorisi yenilik¢ilerden sonra yeni g¢evrimi¢i oyunlart hizli
benimseyen oyunculardan olugmaktadir. Bu kategori i¢in hiyerarsik regresyon
sonuglari incelendiginde, yenilik¢iligin etkisi gbze ¢arpmaktadir. Kisilerin yenilik¢i
olmasi, ¢evrimici oyunlarin benimsenmesi de artmaktadir. Buna ek olarak, ¢evrimigi
oyun oynamanin bireyin hayatina, yasam tarzina ve kosullarina uyumlu olmas: da
onem teskil etmektedir. Yeni cevrimici oyun kisinin hayat tarzina ne kadar
uyumluysa, kiginin yeni oyunlar1 satin alip oynamasi da bir o kadar kolay ve hizli

olacaktir.

Erken ¢ogunluk katilimcilarin %54.2°sini kapsadig icin, elde edilen sonuglar genel

ciktilarla uyumludur. Bu kategori, yeni oyunlari satin almadan Once bir siire
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bekleyerek ¢evresindekileri gozlemleyen bireylerden olusur. Analiz sonuglarina gore,
yas, uyumluluk, denenebilirlik ve 6ngoriilen pozitif duygularin ¢evrimigi oyunlarin
erken cogunluk tarafindan benimsenmesi iizerinde etkisi vardir. Bu kategorideki
kisiler satin aldiklar1 ya da oynamaya basladiklar1 oyunun hayat tarzlarina uyumlu
olmasini istemektedirler. Buna ek olarak, aldiklar1 oyunun oynamaya deger olmasini
ummaktadirlar. Oyun oynarken eglenmek, giizel vakit ge¢irmek diger kategorilerde
oldugu gibi erken ¢ogunluk i¢in de 6nemlidir. Oyunu satin almadan ya da oynamaya

baslamadan 6nce denenmesi de yeni oyunlar1 benimsenmesi i¢in dnemlidir.

Geg cogunluk kategorisindeki bireyler, genellikle yeni bir ¢evrimigi oyun ¢iktiginda
arkadaglar1 arasinda en geg¢ satin alanlar arasindadir. Diger gruplardan farkli olarak
bu gruptaki insanlarin ge¢misteki davramiglart ile yeni g¢evrimi¢i oyunun
benimsenmesi arasinda negatif bir iligski vardir. Bagka bir deyisle, gegtigimiz 6 ay
icerisinde siklikla c¢evrimi¢i oyun oynanmasi, bireyin yeni bir oyun satin alip
oynamasini olumsuz etkilemektedir. Buna ek olarak, cinsiyetin de olumsuz etkisi
oldugu goriilmistiir. Bunun sebebi, daha once de ifade edildigi gibi erkeklerin
kadinlara oranla daha az cevrimi¢i oyun oynamalaridir. Sonuglar, kadinlarin

genellikle ge¢ cogunluk icerisinde yer aldig1 seklinde yorumlanabilir.

Son olarak, geride kalanlar kategorisinin sonuglar1 incelenmistir. Yeni c¢evrimici
oyunu en ge¢ satin alan grubun i¢inde yer alan bu bireyler i¢in de duygularin 6nemi
ortaya ¢ikmistir. Yeni ¢ikan ¢evrimigi bir oyunun eglenceli, heyecanli, zevkli olmasi

ve beklentilerini karsilamasi oyunu satin almalarini olumlu etkilemektedir.

Elde edilen sonuglar, duygularin ¢evrimi¢i oyunlarin benimsenmesindeki nemini
ortaya koymustur. Bireylerin oyun oynarken olumlu bir deneyim yasamak istedikleri
goriilmiistiir. Buna ek olarak, kullanicilar yeni oyunun oynamaya ve satin almaya
deger oldugundan emin olmak istemektedirler. Katilimcilar oyunu satin almadan
once denemenin 6nemli bir firsat olacagini diistinmektedirler. Bu durum, oyunlarin

satin alim Oncesi denenebilir olmasinin 6nemini bir kez daha vurgulamstir.

Bu arastirma Tiirkiye’de ikamet eden cevrimi¢i oyun kullanicilart ile siirhidir.

Arastirma Orneklemi belirlenirken olasiliksiz 6rnekleme yontemi olan amagh
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orneklem metoduna bagvurulmustur. Kisilerin ankete katilabilmesi i¢in ¢evrimigi
oyun oynuyor olmalar1 sarti kosulmustur. Bu sebeple 6rneklem se¢iminden
kaynaklanan hatalar goriilebilmektedir. Yapilan anket caligmasi internet aracigiyla
sosyal medya ve ¢evrimi¢i forumlar kullanilarak yayinlanmistir. Katilimcilar internet
tizerinden ankete katilmislardir. Cevrimici anket calismasi pek c¢ok kisiye hizli ve
kolay ulasilmasini1 saglayan bir yontem olsa da, sosyal medya ve ¢evrimig¢i forum
kullanicis1 olmayan oyunculara ulasilamamistir. Arastirmaya katilan kullanicilarin

benzer ozelliklere sahip bireyler olmasi sonuglarda hataya sebep olabilmektedir.

Bu arastirma Tirkiye ile sinirli olup, yalnizca Tirkiye’de ikamet eden oyun
kullanicilarin1  igcermistir. Gelecekte bu konu {izerinde ¢alisabilecek olan
arastirmacilar, farkli iilkelerden veri toplayip karsilastirmalar yaparak literatiire

onemli katkilarda bulunabilirler.

Elde edilen bulgular 1s18inda oyun iireticilerine bazi Onerilerde bulunulmustur.
Online oyunlarin popiilerligini giin gectikge arttirmasi, oyun ireticileri arasindaki
rekabetin de kizismasina sebep olmustur. Sirketler degerli kaynaklarmni ve
zamanlarin1 miisteri kazanmak amaciyla etkili yollar bulmak i¢in harcamaktadirlar.
Bunun i¢in sirketlerin 6ncelikli olarak odaklanmalar1 gereken hedef kitlenin tespit
edilmesidir. Rogers’in kabullenici kategorileri gbz oniinde bulunduruldugunda,
ireticilerin en ¢ok, ge¢ ¢ogunluk ve geride kalanlar kategorisindeki tiiketicilere
odaklanilmas1 gerektigi ortaya ¢ikmaktadir. Bunun sebebi, bu kullanicilarin yeni bir
cevrimigi oyunu satin alip oynama hizlarinin diisiik ve yavas olmasidir. Oncelikle, bu
kullanicilarin ge¢ benimseme sebeplerinin arastirilmasi ve sorunlarin tespit edilmesi
onemlidir. Kategoride yer alan kullanicilarin oyun tercihleri ve beklentilerinin
belirlenmesi sonucu yeni oyunlarin gelistirilmesi miisteri kazanilmasina yardimci
olacaktir. Aym1 anda pek cok kisiye ulasilmasini saglayan reklamlarin tliketiciler
tizerinde onemli bir gilicii vardir. Bu sebeple, sirketler tarafindan yapilacak etkili
reklamlarin internette, televizyonda ve bilbordlarda yayinlanmasi sonucu bu

kategorilerdeki kisilere ulasilmasi miimkiindiir.

Miisteri kazanmanin yaninda hali hazirdaki miisteri kitlesinin elinde tutulmasi ve

miisteri kaybinin 6nlemesi de sirketler i¢in biiylik 6nem teskil etmektedir. Miisteri
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kayb1 pek ¢ok sirketin zaman zaman yasayabildigi sikintili bir durumdur. Kotler ve
Keller’a gore, yeni miisteri kazanilmasi, miisterilerin elde tutulmasindan 5 kat daha
maliyetlidir (Kotler & Keller, 2009). Online oyun Treticileri gz Oniinde
bulunduruldugunda odaklanilmasi  gereken kategoriler yenilikgiler, erken
benimseyenler ve erken ¢ogunluktur. Bu kategorilerde bulunan bireyler sadik ve
devamli miisteriler olarak kabul edilebilir. Sirketler bu miisteri Kkitlesini
kaybetmemek amaciyla pek ¢ok yonteme basvurabilirler. Bu yontemlerden etkili
olanlar1 arasinda promosyon yapmak, 6zel etkinlikler diizenlemek ve 6zel indirimler

uygulamak sayilabilir.

Calismanin en 6nemli ¢iktilarindan biri oyunlarin denenebilir olmasinin kullanicilar
acisindan Onemidir. Kullanicilar, satin aldiklart yeni oyunun oynamaya deger
olduguna emin olmak istemektedirler. Bu nedene satin almadan 6nce oyunu denemek
ve gbdzlemlemek onlar i¢in 6nemlidir. Yapilan analizler, denenebilirligin oyunlarin
benimsenmesi ilizerindeki olumlu etkisini gostermistir. Bu sebeple, sirketlerin oyun
piyasaya siiriilmeden 6nce deneme versiyonlarini ¢ikarmalar1 kullanicilarin ilgisini
cekecektir. Deneme siiriimii, kullanicilarin oyunun 6zelliklerini, gorsellerini, goriintii
kalitesini gozlemlemesine ve 1iyi bir tecriibe edinmesine olanak saglayacaktir.
Deneme versiyonunu oynayan ve memnun kalan kullanicilarin bu oyunu satin alma

olasiliklar1 artacaktir.

Bu calisma, tiiketici yenilik¢iligi ile ilgili literatiire ve c¢evrimigi oyun

pazarlamacilarin stratejik yaklasimlarina katkida bulunmay1 amaglamaktadir.
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D. TEZ FOTOKOPISIi iZiN FORMU

ENSTITU

Fen Bilimleri Enstittsi

Sosyal Bilimler Enstitiisii

Uygulamali Matematik Enstitiisii

Enformatik Enstitiisti

Deniz Bilimleri Enstitiisi

YAZARIN

Soyadi : BAYBAS
Adi  : GULNUR
Boliimii : ISLETME

TEZIN ADI (ingilizce): Understanding Consumer Innovativeness via Theor of Goal
Directed Behavior: An Investigation of Factors Affecting Adoption of Online Games

TEZIN TURU :  Yiiksek Lisans X Doktora

1. Tezimin tamamindan kaynak gosterilmek sartiyla fotokopi almabilir. | X

2. Tezimin i¢indekiler sayfasi, 6zet, indeks sayfalarindan ve/veya bir
boliimiinden kaynak gosterilmek sartiyla fotokopi aliabilir.

3. Tezimden bir bir (1) yil siireyle fotokopi alinamaz.

TEZIN KUTUPHANEYE TESLIM TARIHI:
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