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Abstract. In view of the economic potential and continuous innovation of mobile social network
games (mMSNGs), this paper uses the questionnaire survey to collect 389 valid samples from the
"Honour of kings" game, which is ranked first in global mobile game revenue in 2017, to explore
the antecedents of loyalty in mobile game. The results show that the information, interaction and
playfulness of sSSNGs have significantly positive impacts on the trust and loyalty of the players.
Among them, the playfulness has the most significantly direct effect on trust and loyalty, and the
trust has the partially mediating effect. The results are helpful for the product design and continuous
development of mSNGs. It is also proved that the playfulness and trust are the important
influencing factors of loyalty.
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4. SITER
4.1 ERE ST

MFE 1 R[5, B A8 &= 1) Cronbach’s 0>0.7, Wi H B AH5>0.5, [K 1 #ifmi>0.7, 2 55 f£>0.7,
AVE>0.5, 5728 sl A & i SR — A R A e S . K 2 AT L AVE 7 51

RTARRERPMR AL, BRI B X R .

® 1 EESWECE

Internal reliability

Convergent validity

Construct & Item Cronbach’ s o Item-total Factor Composite AVE
correlation loading reliability
Information (M=3.655; SD=.786) from Jeon et al. (2016) 7]
INF 1324 52 5 1) 1 £, 905 771 .860 930 727
INF2 $2 k0 £ 135 30 55 786 869
INF3.$E A0 20 2 bl 75 R 727 827
INF4 3 HEF 5 BRI 2 788 869
INFS. 556 7 SR I RN 25 740 836
Interaction (M=3.686; SD=.810) from Choi and Kim (2004) [¢]
INTL.AEN N 2B 905 704 .805 930 727
INT2. REMBLFA T H ) 782 .864
INT3.Be3GE B 2 6] A .809 .885
INT4.GEF0BA G2 = A W 774 .863
INTS. 565 BA Koy 256 747 .844
Playfulness (M=3.696; SD=.763) from Moon and Kim (2001) ['8]
PLAL G RIFRIRE .890 741 842 920 697
PLA2. B FRBFE R 751 .849
PLA3. A = 748 846
PLA4J R FRIR 22 756 .848
PLAS iR FERE UL 7 672 786
Trust (M=3.476; SD=.846) from Dwyer et al. (1987) [*]
TRULfEARAH{E 929 815 .885 946 779
TRU2.3% 57 7K i 1) 857 913
TRU3. B T RE 794 .870
TRU4.JE =311 812 882
TRUS./2& BB 1) 784 .862
Loyalty (M=3.556; SD=.834) from Brown and Fassett (1952) ?%land Cyr et al. (2006) 22!
LOY1.FRIR = XK .881 751 .856 916 .687
LOY2. &R Bt 767 870
LOY3.H MM AK 741 .850
LOY4. A% B3k Uit 631 747
LOYS5 MGG —iB 5 713 815
2 XHRE
Constructs 1 2 4 5

1. INF .853
2.INT 631%* .853
3.PLA 663%% T12%% .835
4. TRU .585%* 616%* 669%* .883
5.LOY 513%% 531%% 706%* .599%* .829

Note: The square roots of average variance extracted (AVEs) are shown in bold on the diagonal of

the matrix; off diagonal elements are the correlations between constructs.

4.2 BBt

[ 4 BB, BRI (8=.585, p<.001), E.BhME (=616, p<.001) S5 (=669,
p<001) BXHMEAEA 7225 5om, % o BARR MR ) 70 IS 2] 34%  37.8% Al 44.5%,
F {H 75108 201.095. 138.334 A1 384.597. EPBiRME. otk BRMER S, X MEEE S,
Rl H1 3545 38 Ak, Bt (=513, p<.001), B3 (=531, p<.001) S5 5% (=706,
p<001) B X R FEAT IE 7] S0 35 52, R 5 AR RS 70 70 il IS 21 26.1% ~ 28% Al 34%,
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F fH 53578 201.095. 138.334 A1 384.597. HPBLiRME. HANM:. GRMEE, TLRIEWE &
. i H2 RIS S EE

BJa, BRI EA EEERI (=599, p<.001), % 5BAERRMERN 35.7%,
F{H N 216.580, FonEEdm, SwWEHRERE. MAEMANGITE, Tl (=248, p<.001),
Hahtt (=261, p<.001) SEEME (=552, p<.001) SF I RIS 53, B RBUEME
THRINNGAERA R IR, 1 H RS R 170508 39.6%. 39.8%A1 52.5%, F {H7 71N
128.204. 129.255 #1 215.573, VIF {7 5T 1.000~1.520. 1.000~1.612 5 1.000~1.808, &
LR PR A, R R RE (SR B . BB 5 R e R ) 9% R 2 TI R LA B
AR, BIERYE. BaiE S GRS, SR, AT IE A H A i . R
H3(a)(b)(c) & 3K15 S £F.
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