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Abstract
This study aims to study (1) the Vietnamese players’ valuations and their preference

clusters, (2) how the preference clusters relate to the main motivational factors in online

roleplaying games.

The study is based on the flow experience theory in games. It identified eight game factors

that related to the flow experience in games (gaming experience). They were: concentration

& immersion (graphics and sounds), challenges & skill, control (customization), feedback,

social interaction (communication spaces and tools), variety & novelty, and storyline.

These factors were used in a best-worst scaling experiment to find out how respondents

value them. Using latent class analysis, respondents were segmented into five different

clusters with different interests. People in cluster 1 are the story lovers, which are

interested in the game’s storyline. People in cluster 2 are the aesthetics lovers, which love

the beauty aspect of games (graphics and sounds). People in cluster 3 are the socializers,

which enjoy communicating and cooperating with others. People in cluster 4 are the

achievers, which are about conquering, competition, and performance. Finally, people in

cluster 5 are the local story lovers, which have a special interest in the local aspect of the

game’s story, e.g. local myths are embedded in games. In addition, players’ main

motivational factors were studied: they were achievement, social, and immersion.

Furthermore, the motivational factors’ average across the clusters were compared. Cluster

4 has the highest average mean in terms of achievement. In terms of social, cluster 3 and 4

have the highest average means. Meanwhile the immersion’s average is the same across all

the clusters.

To the best of the author’s knowledge, the players’ valuations in games have not been

studied with a method of discreet choice (best-worst scaling method) before. On the

practical level, the study findings can help game companies to develop and publish their

games efficiently in the Vietnamese gaming market.

Keywords roleplaying games, RPG, Vietnamese, gaming market, gamers, gaming
experience, flow experience, players’ motivations, players’ valuations
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Introduction 1

1 Introduction

The global games market’s revenue is estimated to reach approx. $138 billion in 2018, and

the game market is predicted to have a decade of double-digit growth (Newzoo Global Game

Market Report, 2018). Therefore, it makes sense for game developers and designers to

understand and identify the reasons why people play video games (Liu 2017). It has been

shown that players’ motivations are the key factor to understand their behaviors (Tychsen et

al. 2008, Yee 2006). Thus, researchers have been working on quantify these motivations into

different types, which are useful for game developers to learn how games can attract or

alienate different players (Yee 2006). For instance, Steward (2011) showed that players in

certain players’ types are likely to play certain game genres. However, studies that focus on

players’ values in games are scarce. Understanding players’ valuations in games can offer

different perspectives on why people play games and how they are attracted to games.

This thesis concentrates on Vietnam, which is one of the fastest growing game markets in

the Southeast Asian countries. It has over 30 million gamers and ranks 28th in terms of game

revenue in the world (The Vietnamese gamers 2017). The Vietnamese play games in

multiple platforms: PC, game console and mobile device, which indicates different ways for

game companies to reach their customers. Out of all the game genres in Vietnam, the most

profitable one is Massive-Multiplayer Online Role-Playing Games (MMORPGs) (Vietnam

mobile game market 2017), which multiple players play different characters and interact

simultaneously in a huge virtual world. This genre in Vietnam is heavily influenced by the

Chinese culture, i.e. games that are related to Chinese myths and legends are popular. Even

though the Vietnamese game market has a large player base and much potential, Vietnam

does not have many local game developers as well as its own games (Vietnam mobile game

market 2017). Few of notable Vietnamese game developers are DivMob, VNG corporation,

VTC intercom, Gamota, and Funtap. Subsequently, all successful mobile games, e.g. Clash

of Clan, Call of Duty, and Swordman Online, in Vietnam are imported from foreign

companies (Vietnam Investment Review 2016).

The facts that Vietnam is a booming market for gaming companies and the local ones are

not yet successful in terms of self-made games indicate that there might be a gap between

players and local gaming companies. Besides, the Vietnamese literature on games and its
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players are still its infancy. Most of the Vietnamese literature are about the internet and

gaming addiction issues in the country, meanwhile studies on players’ motivations and

valuations are rare. Therefore, this thesis aims to understand players’ valuations in games in

general. However, since it focuses on the Vietnamese players, the study can offer some

valuable insight about their preferences. The findings can help local companies to have a

better understanding about its customers and to gain a competitive edge over foreign

companies.

1.1 Research questions

This thesis aims to study players values in online games to have a better understanding about

who they are, what they want, what motivate them, etc. As a result, the research questions

are:

1) What do players value in roleplaying games (RPGs), and considering the

heterogeneity in the values, what kind of preferences clusters can be found?

2) What are their motivations and how the preference clusters and main motivational

factors relate to each other?

To study the first question, this thesis chose the flow experience theory (Csikszentmihalyi

1975) as a starting point and applied it to the gaming experience (Chen 2007, Liu 2017).

Flow theory was chosen because studies have shown that players value games through their

playing experiences (Liu 2017, Fan et al. 2012, Su et al. 2016). After that, a list of attributes

was created based on the flow experience in games. They were the basic in the design of the

best-worst scaling (BWS) questions aiming at eliciting players’ valuation in games.

Moreover, latent class clustering was used to study the players’ heterogeneity in values. The

second question was studied employing a set of questions based on Yee’s (2006) work,

which studied player motivations in games. This helped to identify the main motivational

factors. Then the motivational factors were compared across the preference clusters. The

comparison gave more insight into the players’ valuation in RPGs.

The thesis consists of six sections. Section 1 introduces briefly the video games’ background

and the study’s purposes. Section 2 reviews the flow experience and its factors in online

games, and the players’ motivational factors. Section 3 describes the methods used in this

study: best-worst scaling, latent class analysis, and multi-item scale development. Section 4
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explains how the survey was done: demographic questions, motivation questions, and best-

worst scaling questions. Section 5 analyses the results of the survey. Section 6 summarizes

and concludes the study with the findings, the theoretical and managerial implications, the

limitation and suggestions for future studies.
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2 Literature review

This review section will focus on the flow experience, which helps to identify different

features in game that players value. Several flow experience factors and subfactors will be

discussed. After that, the player motivational factors are examined.

2.1 Flow and its elements

2.1.1 Flow experience and online games

Mihaly Csikszentmihalyi introduced flow or optimal experience after interviewing people

from different fields about their peculiar feelings when engaging in interested activities

(Csikszentmihalyi 1975). It was described as an experience so pleasant and satisfying that

people do not need any rewards, e.g. money, for doing it (Csikszentmihalyi 1975).

Csikszentmihalyi (1990) found out people from all over the world experienced the same

phenomenon with no differences in terms of gender, age, and social status. Their experiences

all shared several common elements (Csikszentmihalyi 1990):

- Challenge and skill balance: The challenges should match one’s skills. Flow

experience is affected by the ability to balance these two factors.

- Clear goals: The purpose of the activity must be clear, and one knows precisely what

to do next.

- Action and awareness merging: The combination is needed to achieve concentration

and high performance.

- Immediate and direct feedback: It is used to control the progression of the activity,

and it helps to meet the goals.

- Concentration on the task: When experiencing flow, people focus on the task and

only the task. All irrelevant things are excluded.

- Sense of control: People usually feel a sense of control over the activity without any

conscious effort.

- Loss of self-consciousness: In flow, people use most of their mental resources on the

activity, thus leads to the loss of self-consciousness.

- Changes in sense of time: During the flow, perception of time can be changed as

people feel like “time flies” when they are doing their activities.
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- Autotelic experience: it is an experience when one does something not for the

expectation of the external reward or benefit. The activity itself becomes its own

reward.

An example of a flow experience is reading a book. It requires concentration and the

knowledge of language. It has a clear goal (to finish and understand writers’ messages) and

readers can get immediate feedback (knowledge from the book). Readers are in control of

the process and can immerse in its world, which can lead to lose track of time.

In general, the flow experience concept has been applied in many fields, not only in academic

but also in different business areas, e.g. online shopping, education, online game, and

management (Biasutti 2011, Liu 2017, Sweetser and Wyeth 2005). Even though it is not

easy to achieve the flow experience, people can get it when (1) they focus on the task, (2)

their skills are adequate for the task, (3) and they can direct what will happen during the

work (Biasutti 2011). Besides, the ability to achieve flow depends on external and internal

elements, such as the surrounding environment (quiet or noisy), and individual conditions

(confident or nervous) (Biasutti 2011).

Moreover, studies show that players value their games based on the flow experience and it

fosters their loyalty to the game (Liu 2017, Fan et al. 2012, Su et al. 2016). It means that for

a video game to be successful, the game developers must be conscious of and develop the

flow components to create a flow experience for gamers (Chen 2007, Lee 2009). Therefore,

in the following sections, the below order will be employed when viewing the flow

experience in games or in other words the gaming experience (Figure 1):

- First, the basic components of a game will be reviewed to show how game developers

and designers look at the game.

- Then, different factors and subfactors of flow, which can be perceived easily by

gamers, will be discussed.

The purpose is to show how the basic elements of games are connected to the flow factors,

and how these factors improve the gaming experience.



Literature review 6

2.1.2 The basic elements of games

Schell (2008) states that a game essentially consists of four basic elements (Figure 2):

- Mechanics: define how games work, what the rules are, how games are played, how

players interact with their games. In other words, it is the core of the game. It is what

remains when all the other elements are taken away.

- Story: is the storyline that will happen and unfold in games. The story must be in

synchronized with the mechanics of the game, as well as needs the help of the

aesthetics and the technology element to be developed further.

- Aesthetics: is about how a game looks and sounds, i.e. the graphics, the sound effects

and the music in games. It is an important element as it can be seen and experienced

the most by players.

- Technology: in general technology refers to anything that make gaming possible, e.g.

paper, pencil. In online games, technology refers to hardware, graphic cards, etc. In

short, technology is the engine that enable games to run smoothly.

Among these basic elements, aesthetics is the most visible one to people and thus it usually

can be regarded as the most important element. However, all these elements are equally

important to a game and they are also interdependent.

Gamer
developers

Basic
elements
of games

Flow
antecedents

and its
factors

Gamers

Figure 1. Gaming experience framework.
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2.1.3 The factors of flow

There are studies dealing with some specific flow factors in the gaming context. To mention

a few, Teng et al. (2012) pointed out that games’ tasks and challenges are positively related

to game loyalty. Huang and Hsieh (2011) showed that the sense of control, goal and

achievement in games also lead to continuous playing. Different from these studies,

Sweetser and Wyeth (2005) looked at all the factors of flow in games. They proposed a

model based on flow experience called GameFlow for evaluating player enjoyment and

experience in games. The model distinguishes good games from bad games and identifies

why one game succeeded and the other did not. Their model consists of eight elements:

- Concentration: Games should require concentration from players.

- Immersion: Players should be able to engage deeply into the game and become less

aware of their physical surrounding.

- Challenges: Games should be challenging and adequate for the players’ skills.

- Skills: Games should create support and opportunity for players to develop and

master their skills.

- Control: Players should feel control over their actions and their characters in games.

Figure 2. Basic elements of games (Schell 2008).
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- Clear goals: This element is self-explanatory and straightforward. Games always

have clear goals for players to pursue, e.g. be the strongest hero to save the kingdom,

etc. Thus, this element is not going to be reviewed further.

- Feedback: Players should receive feedback on their actions in games.

- Social interaction: It is interesting to note that the social interaction element does not

appear in the original flow experience. In this case, games should support player vs.

player interactions.

The first two elements, concentration and immersion, are similar to the antecedents of flow:

focused attention and telepresence suggested by Hoffman and Novak (1996). Liu (2017)

showed that these antecedents have a positive influence on flow experience in online games.

While focused attention matches its counterpart in GameFlow (concentration), telepresence

is defined as the feeling that the virtual environment in games is more real than the actual

surrounding (Novak et al. 2000). The idea is that games should provide many stimuli worth

attending to, as well as have a reasonable number of tasks and challenges that suits players.

It also needs to create an environment where players can immerse, a place where the

perception of time is altered, and players can forget, even for a moment, their everyday life

(Sweetser and Wyeth 2005). This notion fits into the aesthetics aspect of games (Schell

2008), which is about the game beauty, e.g. graphic, sound effects, and music. These

elements are the keys to attract gamers’ attention (Merikivi et al. 2017).

The challenges and skills, which GameFlow adopted directly from the original flow theory,

must be in balance to keep player in the flow zone (Figure 3). Adequate challenges must be

Figure 3. The flow zone (Chen 2007).
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matched with players’ skills, as it is perceived as pleasure (Ghani and Deshpande 1994,

Hoffman and Novak 2009). Challenges also affect players’ intention to replay and foster

their loyalty toward their games (Huang and Hsieh 2011, Teng et al. 2012). Demanding

challenges force players to concentrate that easily leads to the feeling of immersion in games.

Players should also be able to start games without any specific skills but can improve it

through tutorials and tasks (Sweetser and Wyeth 2005). This helps to reduce gamers’

frustration when they start to play. In short, the balance between challenges and skills is vital

to keep gamers’ interests (Merikivi et al. 2017).

The control element refers to how easy and freely players can control their actions in games

(Sweetser and Wyeth 2005). Studies have shown that the sense of control increases

enjoyment in games (Davis 1989, Moon and Kim 2001, Huang and Hsieh 2011, Hsu et al.

2007). Game control should be easy enough for beginners and expandable for veterans

(Johnson and Wiles 2003, Desurvire et al. 2004). Players should be able to wander around

effectively and effortlessly through the virtual world (Sweetser and Wyeth 2005). In

addition, one important aspect of control is customization, which refers to the degree to

which games’ features can be modified to satisfy gamers’ desires (Teng 2010). Teng (2010)

stated that, in a gaming context, the avatar (the representation of the player in games) is an

excellent example of customization. Players can change their avatars’ appearances

(hairstyle, clothes, etc.) or even their races and occupations in games. This makes players

feel more connect to their characters, and their unique identifications are presented (Soutter

and Hitchens 2016). Moreover, gamers can also customize games’ user interface or some

games’ mechanics to gain better performance (Turkay and Adinolf 2015). This is especially

important to those who are more dedicated in competitions and achievements. To sum up,

the sense of control or customization can increase the players’ sense of immersion

significantly and boost their loyalty toward games (Teng 2010, Turkay and Adinolf 2015).

The next important element is feedback, which in the gaming context is about the responses

from the game system to players’ actions (Choi and Kim 2004). The purpose of the feedback

in games is to encourage or discourage players to a particular action (Rogers 2017). For

example, conquering a challenge will give players a bonus, but killing others in games will

give players a penalty. Feedback also gives players a sense of progress toward a specific

goal (Sweetser and Wyeth 2005, Hattie and Timperley 2007). For instance, the scoring

systems in games exist to inform the players about their results, and standings/rankings
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(Sweetser and Wyeth 2005). These systems give the information of those on the top (e.g. top

10) and hence give a sense of competence, enjoyment, and motivation for continuous playing

(Roger 2017, Fields and Cotton 2014). However, one thing should be noted is feedback can

be a negative thing when there is too many information for the players to process (Rogers

2017). Therefore, quality feedback should be given out at appropriate time (Sweetser and

Wyeth 2005).

Social interaction is vital for online games even though it is not an element of flow like the

others. The interaction refers to players’ competition, cooperation and connection (Lazzaro

2004). It can cause interruption in flow experience as real people reminds players of their

reality (Sweetser and Wyeth 2005). However, Weibel et al. (2008) showed that interactions

between players relate positively to the experience of flow and presence. Jong (2009) also

argued that connection between players in games, or relationships in games, plays an

important role in prolong gaming duration. Besides, social interaction in games leads to an

optimal experience (Choi and Kim 2004), as it provides enjoyment and affects gamers’

loyalty (Sweetser and Wyeth 2005, Huang et al. 2017, Teng 2018). To support social

interaction, games should provide (virtual) places and tools for communication (Choi and

Kim 2004). Places for communication are where players can gather and meet each other in

the game, e.g. their clan/guild turfs, tavern, etc. Tools for communication can be chat boards,

voice chat, and emojis. These factors are essential for virtual communities as chatting with

online friends and joining clan/guild are one of the major attractions of online games

(Cornett 2004). Furthermore, other features of games such as challenges and quests also

increase the interaction between players. For instance, some quests in games require players

to work in a group. Thus, players need to cooperate with their team members to conquer the

task.

Besides the GameFlow elements, Merikivi et al. (2007) showed that the variety of games is

also important. The variety refers to a situation when gamers become more familiar with the

gameplay, challenges, tasks, and they lose interest in the game subsequently (Merikivi et al.

2017). Therefore, games should have a diversity of tasks, characters, maps, etc. Because

they offer more things to do, more character types to try on, and more places to explore.

Furthermore, variety is usually tied to novelty, which is about excitement, curiosity, and thrill

(Huang et al. 2017, Merikivi et al. 2017). As a result, challenges and tasks in games should

also have different levels of novelty. Gamers then will actively seek out and engage in these
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challenges to satisfy their needs (Huang et al. 2017), and hence they will play games

continuously. To sum up, games should regenerate itself frequently through updates and

expansions to keep players’ interests (Merikivi et al. 2017).

Furthermore, all the elements discussed belong to the three out of four basic pillars of games:

Mechanics, Aesthetics, and Technology (Schell 2008). Concentration and immersion belong

to the aesthetic element. Challenges and skills, control, and feedback are more about the

mechanic and technology aspects of games. Variety and novelty are more about the

technology side of games. Only the last pillar (story) has not yet been touched. Study showed

that stories should be embedded into games’ tasks and challenges to achieve immersion

(Padilla-Zea et al. 2014). Stories can be used as a reward to give players a sense of novelty

as well as progress (Bopp 2008). For example, to unveil the whole story of the game, players

need to follow specific steps and tasks in it. In the RPG genre, which are the focus in this

thesis, stories can be categorized into fantasy, historical, mythology, modern day, science

fiction and horror (Darby 2011). Among these groups, fantasy, science fiction, mythology,

or the hybrids of these three with other categories are the most popular styles within the

genre. Finally, players get more involved when there is a background story, as they can

immerse in the virtual world easier (Moore 2011).

In short, the factors that affect the flow experience or the gaming experience are presented

in Table 1. From the table, seven factors affect the gaming experience of players, and

subsequently affect their enjoyment and strengthen their loyalty toward the game. Moreover,

several subfactors of flow, which were mentioned in the previous text, are also presented in

Table 1. Since the factors have been described previously, their subfactors are being focused

next.
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Table 1. Factors that affect gaming experiences.

Game elements Flow factors Subfactors

Aesthetics
(Schell 2008)

Concentration & Immersion
(Sweester and Wyeth 2005, Hoffman and Novak
1996, Liu 2017, Novak et al. 2000)

Graphics
(Merikivi et al. 2017)

Sounds
(Merikivi et al. 2017)

Mechanics
(Schell 2008)

Challenge and skill
(Sweester and Wyeth 2005, Chen 2007, Ghani
and Deshpande 1994, Hoffman and Novak 2009,
Huang and Hsieh 2011, Teng et al. 2012,
Merikivi et al. 2017)

Mechanics +
Technology
(Schell 2008)

Control
(Sweester and Wyeth 2005, Davis 1989, Moon
and Kim 2001, Huang and Hsieh 2011, Hsu et
al. 2007, Johnson and Wiles 2003, Desurvire et
al. 2004)

Customization
(Teng 2010, Turkay and
Adinolf 2015)

Feedback
(Sweester and Wyeth 2005, Choi and Kim 2004,
Roger 2017, Hattie and Timperley 2007, Fields
and Cotton 2014)

Technology
(Schell 2008)

Social interaction/Community
(Sweester and Wyeth 2005, Lazzaro 2004,
Weibel et al. 2008, Jong 2009, Huang et al.
2017, Teng 2018, Cornett 2004)

Communication spaces
(Choi and Kim 2004)

Communication tools
(Choi and Kim 2004)

Technology
+ Storyline
(Schell 2008)

Variety and Novelty
(Merikivi et al. 2017, Huang et al. 2017)

Story
(Schell 2008)

Storyline
(Padilla-Zea et al. 2014, Bopp 2008, Darby
2011, Moore 2011)
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2.1.4 The subfactors of flow

Graphic (the subfactor of concentration and immersion)

Graphics are the images generated by computers. Normally, graphics in games range from

2D (two-dimensional) graphics to 3D (three-dimensional) graphics. Meanwhile, 2.5D (two

and a half dimensional) graphics are somewhere between the other two graphics (Figure 4).

- 2.5D graphics refer to a 2D graphical projections and others to create two

dimensional images but have the appearance of being three-dimensional (3D). Fixed

camera view (not able to rotate) is an easy way to differentiate 2.5D from 3D

graphics. It also can be considered as fixed 3D graphics.

- 3D graphics refer to three-dimensional representation of objects in computers. 3D

graphics have the 360 degrees rotatable view.

Another important aspect of graphics is resolution (number of pixels contained on a display

monitor), and game devices in the market have a wide range variety of resolution, especially

mobile games (Scolastici and Nolte 2013). Therefore, games should have the ability to fit

into different devices and still have the highest resolution as possible.

Figure 4. Example of 2.5D graphic (left) and 3D graphics (right) (source: igg.com and
tld3d.360game.vn).

Sound (the subfactor of concentration and immersion)

Sounds in games can be categorized into music, dialogues, voice-overs, ambient sounds,

special effects and interface sound effects (Mitchell 2012). For simplicity, only three

categories, music, ambient sounds and sound effects, will be discussed.

- Music refers to different kinds of background music in the game. It varies from music

for different challenges, and situations.
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- Ambient sounds refer to the virtual environment sound. For instance, the sounds of

storms, rains, or the sounds of marketplaces, farms, etc.

- Sound effects refer to the sound of clashing swords, blasting guns, explosions, etc.

Customization (the subfactor of control)

Customization offers players the ability to customize their experiences in games (Turkay

and Adinolf 2015):

- Customize own character (cosmetic customize) refers to the ability to change one’s

own avatar (player’s representation in games), in terms of shapes, clothes,

accessories, etc.

- Customize game interface refers to the ability to change the user interface, such as

resolution, sounds, brightness, etc.

- Customize gameplay refers to the ability to change some gameplay, such as change

the skill sets of one’s character and the way to use it.

Communication places (the subfactor of social interaction)

Guilds and clans’ features refer to group of players gather under a specific name (guild/clan’s

name). The purpose of guild/clan is to improve interactions between players, such as making

friends, cooperation, and protection in games, etc. (Jong 2009). Furthermore, the bigger the

virtual world is, the more places for players to communicate and interact with others.

Communication tools (the subfactor of social interaction)

Chat board and voice chat refer to tools that help players communicate to each other. Chat

board can be represented as a small window in the devices’ screen, where players can write

and read messages to one another and to different groups. Furthermore, voice chat gives the

ability to talk directly via the devices’ microphone. The convenience of voice chat improves

the quality of relationship between players. It also boosts the cooperation between gamers

in a group, and especially in competition.

In conclusion, from the game developers’ perspective, a standard game has four basic

elements. When these elements encompass all the flow factors and subfactors, which can

satisfy players’ desires, then the game will be a huge success (Figure 5).
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2.2 Player motivational factors

Study showed that player motivations play an important role in explaining how people

behave in games and continue to play games (Billieux et al. 2013). As the number of players

are increasing, how to identify and segment their motivations are essential (Tseng 2011). In

the existing literature, players have been segmented in various ways (see e.g. Hamari and

Tuunanen 2014): geographic, demographic, psychographic, and behavioral approach.

However, the literature does not mention the basis of segmentation employed in this thesis:

perceived value.

The author wished to extend the view of segments based on value with player motivational

factors that are the basis of Yee’s (2006) player segmentation, a behavioral approach to

segmentation. Next, before introducing the factors, psychographic and behavioral approach

to player segmentation are discussed.

2.2.1 Psychographic approach to player segmentation

This approach divides gamers into two major segments: hardcore and casual players (Hamari

and Tuunanen 2014). Hardcore players are more motivated to master their games than casual

players are (Ip and Jacob 2005). They want to become knowledgeable players: explore all

places in games’ worlds, conquer all hidden quests, etc. In short, they are more passionate

about games. On the other hand, casual players are motivated by other reasons, such as:

playing for fun, killing time, curiosity, etc. This approach is simple and easy to understand.

However, scholars have criticized it for being too general and simple (Bateman et al. 2011,

Hamari and Tuunanen 2014). If a game is complex, especially modern games, it will be

challenging to identify whether a player is hardcore or casual (Hamari and Tuunanen 2014).

For instance, one might be an expert in some aspects of the game but not all of it. Thus, one

can be both hardcore and casual in different aspects of a game. Penttinen et al. (2018) also

showed that online gamers in two different groups (extrinsically-motivated vs. intrinsically-

motivated), which are close to the hardcore and casual type, are very similar in terms of

preferences. Therefore, when talking about hardcore and casual, instead of dividing players

into separate styles, it is better to use a scale, where players are somewhere between the two

extremes (Hamari and Tuunanen 2014).
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2.2.2 Behavioral approach to player segmentation

This approach tries to find patterns in the way players behave in games. For instances, some

people prefer killing others in games, while some like to chat with others. Bartle’s player

type is one of the most popular studies in this approach (Hamari and Tuunanen 2014). Bartle

(1996) categorized players based on their behaviors in the Multi-User Dungeons (MUDs)

game into four types: achiever, explorer, killer and socializer (Figure 6).

Figure 6. Bartle's player types (Bartle 1996).

From the figure above, there are two dimensions: player vs. world, acting vs. interacting.

Each player type fits in to one quarter:

- Killers: People who are interested in doing things to others, for example, attacking

players to show their superiority.

- Achievers: People who are interested in doing things (quests, tasks, challenges) in

the game.

- Socializers: People who are interested in other players. They like to engage in

conversations and get to know others.

- Explorers: People who are curious about the game (e.g. the virtual world). They play

and explore the game with the sense of wonder.
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Even though the Bartle’s player type is more complex than the traditional hardcore and

casual approach, it is still criticized for being too dichotomous (Hamari and Tuunanen 2014).

However, Bartle’s work has provided a good ground for further researches.

Yee (2006) has used Bartle’s types as the reference for his work in understanding players’

motivation in video games. He studied the Massively-Multiplayer Online Role-Playing

Games (MMORPGs) and found three major motivational factors. These factors include ten

components that motivate players in games. They are as following:

- Achievement: people who want to be powerful in games.

o Advancement: Players desire to progress quickly in games, gain power and

wealth in games.

o Mechanic: Players are interested in understanding the underlying rules of

games and want to optimize their character performance.

o Competition: Players are eager to compete with others.

- Social: people who want to socialize with others.

o Socializing: Players are interested in talking and helping others.

o Relationship: Players want to have a meaningful relationship with others (e.g.

friends, and couple).

o Teamwork: Players prefer playing games in groups.

- Immersion: people who want to be someone else in the virtual world.

o Discovery: Players who want to find hidden things, e.g. secret missions and

challenges.

o Role-playing: Players who create different personas to interact with others.

o Customization: Players who are interested in their avatar/character

appearance.

o Escapism: Players who play game to avoid real life problems.

Even though, Yee’s (2006) study only focused on a specific game genre, it gave a foundation

for others to study player motivation in online games, especially in the RPG genre (Billieux

et al. 2013). Billieux et al. (2013) conducted a study on approx. 1600 French players in the

famous RPG, World of Warcraft. They used Yee’s (2006) scale in a preliminary study to

create a French version of the questions and used confirmatory factor analysis to test the

factor structure (3 overarching factors and 10 subfactors, Billieux et al. 2013). Their results

showed that players have three main motivational factors (Achievement, Social, and



Literature review 19

Immersion) in online games. Thus, together with Yee et al. (2012) work, Billieux et al.

(2013) have validated the Yee’s (2006) scale.

In conclusion, understanding players’ motivations is useful for game developers to design

their games towards players’ preferences. For example, Stewart (2011) specifically showed

that people in different types belong to different genres. However, there are criticisms about

its validity empirically. Busch et al. (2016) showed that games with high player type score

do not necessarily mean they provide a good gaming experience.
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3 Methods

In this section, the methods, which were used in this thesis, will be discussed. Each sub-

section will explain why the method is needed and how it works. The first two sections will

focus on how players’ values are gathered and analyzed. The last sub-section will focus on

the development method of the player motivational factors questions.

3.1 Best-worst scaling

When it comes to measure the customers’ preferences of different items of a product or

service, some methods are often used, such as constant-sum task, rating scales, and best-

worst scaling (BWS) (Orme 2018). With the constant-sum tasks, respondents are asked to

score a total of 100 points to different items. This method is difficult for people to do when

there are too many items to score. On the other hand, rating scales, e.g. Likert scale, are fast

and easy to do. However, respondents tend to have biases toward the scale, e.g. prefer the

neutral option (Weijters et al. 2016, Friborg et al. 2006). Finally, the best-worst scaling

method is quite easy for respondents to do and gives better information on respondents’

preferences (Orme 2018, Penttinen et al. 2018).

Best-worst scaling method is developed by Jordan Louviere and his colleagues (Cohen

2003). It has been applied in different contexts from social sciences (e.g. psychology) to

business (e.g. consumer behavior) (Nunes et al. 2016). It is used to elicit people preferences

over multiple items through survey questions. BWS offers a predefined set of items to

responders and asks them to choose the best and the worst item among the set (Finn and

Louviere 1992). Nunes et al. (2016) have pointed out that BWS has two major advantages

over traditional scaling methods. First, BWS is simple as it is easy to select the extremes (the

best and the worst) than ranking all items. Second, BWS gives sufficient results that

researchers can rely on. Moreover, respondents cannot choose the neutral answer/item in

BWS (Cohen and Markowitz 2002). Marley and Louviere (2005) have stated that best-worst

choices give a lot of information to researchers. For instance, in a set of 4 items A, B, C, D,

if A is the best item and D is the worst, one can assume that C>D, B>D, or A>C>D, etc. In

general, Lee et al. (2007) have concluded that BWS give more sensible and more

discriminating results than the tradition ratting scales.
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Furthermore, BWS follows the random utility theory, which assumes that people are

rational, and they will choose the item to maximize their utility (Louviere et al. 2013). In

BWS, the utility  (with i = 1, …, k) is:

=  +  e

where,

V: the observed value

e: the random error

The error e has a Gumbel distribution. This means that the choices are made according to

the multinomial logit choice model (McFadden 1974): If k items with values as V1, …, Vk

are compared, the probability  that item t is chosen is:

=  ∑

In this thesis, BWS is run on Sawtooth’s Maxdiff software. This software gives three

different scales for each item utility: raw utility score, zero-center interval scale and rescaled

score (0-100 scaling) (Aggregate Score Estimation via Logit Analysis, n.d.). Since rescaled

score is on a ratio scale, a score of 6 is twice as preferred as a score of 3, therefore it is easier

to interpret. As a result, the rescaled score will be used in this thesis. The scores are

calculated follow this algorithm (Aggregate Score Estimation via Logit Analysis, n.d.):

(1)       = −
1

 

(2)       = ( + − 1) 

Where,

=  the weight of the  item

=  the zero-center score

=  the rescaled score

= zero-centered raw logit weight for item i.

 is equivalent to taking the antilog of Ui.

a = number of items shown per set.
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3.2 Latent Class Analysis

To obtain benefit segments from the BWS data, the Latent Class Analysis (LCA) is

recommended (Cohen 2003). This method has a lot of common with cluster analysis, but it

is more robust. LCA can work on both categorical and continuous data, and especially it has

the prediction ability. It solves two problem that traditional aggregate methods have (The

CBC Latent Class Technical Paper 2014):

- Since each respondent does not have the utility score, it is difficult to develop market

segments based on gathered data.

- If there are distinct segments in the data, then the aggregate model is not reliable.

LCA identifies class membership among respondents, which means people who share

similar preferences are put into one group. LCA considers that each respondent has a

probability of belonging to different groups (The CBC Latent Class Technical paper 2014).

For instance, in a 4-cluster solution, one might have the probability of 0.1 of belonging to

cluster 1, 0.3 to cluster 2, 0.4 to cluster 3, and 0.2 to cluster 4. The LCA algorithm is

optimizing simultaneously the values of those memberships and the values of the alternatives

across all the clusters.

To decide the number of clusters, one needs to look specifically at the Consistent Akaike

Information Criterion (CAIC). It is calculated by the following formula:

= −2 log ℎ + ( ∗ + − 1) ∗ (  + 1)

where,

: is the number of groups.

: is the number of independent parameters estimated per group.

: is the total number of choice tasks in the data set.

Additionally, DeSarbo et al. (1995) also suggested that beside the score of CAIC, the number

of clusters should be decided based on the “managerially interpretable” aspect. It means one

is chosen among others if it suits the manager’s needs and is easy to interpret.
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3.3 Multi-item scale development

To develop the questions for player motivations, guidelines in scale development suggested

by DeVellis (1991) were used. The guidelines have eight steps in total, and they are

described briefly in the following.

- Step 1. Determine what you want to measure. You need to clarify whether your scale

can be based on existing theories and literatures or not. You also want to decide the

level of specificity and generality of the scale.

- Step 2. Create a question pool. You need to choose questions that relate to the

purpose. Questions should be easy to understand and in adequate length to avoid

respondents’ confusion and frustration.

- Step 3. Determine the format for measurement. You need to choose which scale you

should use, e.g. Likert scale, and how many responses in one question are adequate.

- Step 4. Ask experts to review the initial question pool. Experts can help you examine

and validate your questions.

- Step 5. Consider adding validation questions. Social norms can influence the

respondents’ answers. They might choose a specific option because it is perceived as

a positive one, not because they agree with the option.

- Step 6. Testing the scale. You need to test your questions in a small sample. The size

of the sample varies from the scope of your study.

- Step 7. Evaluating the scale. Based on the test results, you need to evaluate the

questions. For example, check the reliability of the question using coefficient alpha.

- Step 8. Optimize the number of questions. You need to decide the number of

questions will be used from the pool. You can do that based on its reliability, e.g.

remove the question that worsen the general reliability badly.

Furthermore, multi-item measures are preferred to one-item measures due to their reliability

and validity (Diamantopoulos et al. 2012). When using or developing a scale (e.g. scale to

measure player motivations), it is important to identify the dimensionality of the multi-item

scale (Netemeyer et al. 2003). To check the dimensionality of a scale, using coefficient alpha

is not enough (DeVellis 1991). Factor analysis, on the other hand, is a useful method to

determine the dimensionality of the scale (Netemeyer et al. 2003, Devellis 1991). The

exploratory factor analysis (EFA) is the most applied approach as it is used when researchers

have limited knowledge about the scale dimensions, and which items load on which factors.
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Therefore, EFA shows the potential dimensions in the beginning of the scale development

(Netemeyer et al. 2003, Carpenter 2018). Meanwhile, confirmation factor analysis (CFA) is

used when researchers have prior hypotheses about the scale dimensions. It is used, as its

name suggests, to confirm whether the hypothesis dimensions fit or do not fit the data

(Netemeyer et al. 2003). In practice, EFA is preferred for scale development as researchers

do not know the dimensions in advance and are often incorrect about the hypothesis

dimensions (Carpenter 2018).

Additionally, before running factor analysis, a Kaiser-Meyer-Olkin (KMO) test should be

used on the gathered data set. The reason is that the test measures how well the data are

suited for factor analysis (Kaiser-Meyer-Olkin (KMO) test for sampling adequacy 2016).

For the data to be adequate for factor analysis, the KMO value should be between 0.8 and 1.

The formula for the KMO is:

=
∑

∑ + ∑

where:

R =  is the element (ith row, jth column) in the correlation matrix

U =  is an element (ith row, jth column) in the partial covariance matrix

When assessing the reliability of a multi-item measures, Cronbach’s alpha, which was

developed by Lee Cronbach in 1951, is the most popular tool for examining the internal

reliability of a scale (Netemeyer et al. 2003, Tavakol and Dennick 2011). It refers to whether

all the items in the scale are correlated to each other or not. It makes sure that these items

measure the same phenomenon. The general acceptable value of alpha ranges from 0.7 – 0.9

(Tavakol and Dennick 2011).
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4 Survey

This section will explain how the main survey is created. The SSI Sawtooth Software SSI

Web (8.4.8) was used. In the survey the demographic and player motivation questions were

asked first, and then BWS questions follow.

4.1 Demographic questions

The demographic questions included the players’ gender, age, and monthly spending in

games. The age question had four response options, which were designed according to these

categories: minor, student, young adult, and adult.

- Minor (<16 years old): Most RPGs in Vietnam have the age limit, especially violent

games. However, there is no actual action to prevent minors to play these games.

People in this group have time to play games but not a lot of money to spend on it.

- Student (16 – 22 years old): Vietnamese students normally finish their education

(bachelor’s degree level) at 22 years old. They have time to play games and some

money to spend.

- Young adult (23 – 30 years old): After graduating from university, people start to

work and have stable income. Players in this group seem to have more money to

spend on games but less time to play.

- Adult (> 30 years old): After the age of 30, people generally have stable job and their

own family. Players in this groups have much less time to play but much more money

to spend on games.

The spending question also had four response options, which ranged from 0 to over 2 million

VND. It was divided as 0 – 0.5 million VND (approx. 0 – 19 euro), 0.5 – 1 million VND

(approx. 19 – 38 euro), 1 – 2 million VND (approx. 38 – 76 euro), and over 2 million VND

(> 76 euro). The reason was that the Vietnamese average monthly wage is approx. 5 million

VND (approx. 185 euro) (Vietnam Average Monthly Wages 2018). Therefore, higher

spending options are not reasonable as the average monthly income is low.
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4.2 The player motivation questions

Yee’s (2006) scale of main motivational factors including thirty-nine 5-point Likert scale

questions (Appendix A) was used. The scale has three main dimensions: achievement, social

and immersion. These dimensions also have sub-dimensions:

- Achievement: advancement, mechanic, and competition.

- Social: socializing, relationship, and teamwork.

- Immersion: discovery, roleplaying, customization and escapism.

This thesis adopted the Yee’s (2006) scale. The reasons were that Yee (2006) also studied

the roleplaying game (RPG) genre, the method was relatively simple, and the results were

easy to interpret. Besides, using Yee’s (2006) scale helped to reduce the workload of

developing the questions from scratch. As a result, only the last three steps of DeVellis’s

(1991) guidelines were needed: testing the scale, evaluating the scale, and optimizing the

number of questions.

The pilot test aimed to check the scale’s dimensions to reduce the number of needed

questions, because thirty-nine questions in addition to the BWS questions was considered

too exhausting. As the emphasis in the study is on the perceived value of the RPG features,

it was not deemed necessary to measure all the Yee scale items – instead the emphasis was

put to measure the three main motivational factors. The pilot questionnaires were sent to

people in June 2018 through message applications, such as Messenger and Whatsapp. These

potential respondents were the author’s friends, who had been playing RPGs before and are

familiar with the genre. The survey time was only a few days and 39 people answered the

set of questions. Then, the exploratory factor analysis (EFA) was performed on the gathered

data. The CFA was not proper as an important goal was to reduce considerably the number

of questions.

The EFA results showed that the data did not quite behave as expected. With the eigenvalue

> 1, there were twelve different factors, which were more than what Yee (2006) had in his

study (3 overarching dimensions and 10 sub-dimensions). Then, the orthogonal varimax

rotation was used. In addition, other rotation options, such as oblimin and promax, were also

tried, but the results were the same as the varimax. Quite a few questions loaded on

unexpected factors, and they were removed. Finally, the questions were selected using
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Cronbach’s alpha seeing that questions load on the correct factor. All the subdimensions

retained were supposed to have minimum two questions and the alpha score exceeding 0.7,

if possible. The alpha for the main factors (3 dimensions) were also calculated. With that

approach, a new set of questions was chosen (Table 2).

Table 2. The new set of questions.

ACHIEVEMENT
Advancement
No. 14 How important is it for you to level up your character as fast as possible?
No. 15 How important is it for you to acquire rare items that most players will never have?
No. 16 How important is it for you to become powerful?
Mechanic

No. 1
How interested are you in the precise numbers and percentages underlying the game
mechanics?

No. 3
How often do you use a character builder or a template to plan out your character's
advancement at an early level?

No. 18
How important is it for you to know as much about the game mechanics and rules as
possible?

Competition
No. 25 How much do you enjoy dominating/killing other players?
No. 39 How much do you enjoy competing with other players?

SOCIAL
Socializing
No. 23 How much do you enjoy getting to know other players?
No. 24 How much do you enjoy chatting with other players?
Relationship
No. 32 How often do you talk to your online friends about your personal issues?

No. 33
How often have your online friends offered you support when you had a real-life
problem?

IMMERSION
Customization

No. 9
How important is it to you that your character's armor / outfit matches in color and
style?

No. 10 How important is it to you that your character looks different from other characters?
Role-Playing
No. 20 How much do you enjoy being immersed in a fantasy world?
No. 35 How often do you role-play your character?
Escapism
No. 37 How often do you play to relax from the day's work?
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The immersion factor’s alpha score was a bit low (Table 3), but it was hoped that it will

perform better in the final survey. In terms of sub-dimensions, due to low alpha scores, the

teamwork and discovery sub-dimension were not kept. The same thing happened to

escapism sub-dimension, however one of its question was still in the main dimension

(Immersion) set to maintain the reliability of the set. The mechanic sub-dimension also had

low alpha score (Table 3), but it was saved to maintain the reliability of the main dimension

(Achievement) set. Finally, the new set of questions had three main dimensions and seven

sub-dimensions. It was hoped that the final data will at least follow the three main

dimensions structure of Yee (2006).

Table 3. Cronbach's alpha value of each dimensions in the new questions.
Dimension Alpha
Achievement 0.748746
Advancement 0.827204
Mechanic 0.666333
Competition 0.692848
Social 0.778493
Socializing 0.770261
Relationship 0.828972
Immersion 0.666249
Customization 0.829577
Roleplaying 0.744330

4.3 The best-worst scaling items and survey design

This part focuses on designing a set of flow experience items the values of which are

measured by best-worst scaling method (BWS). Flow was described as an experience so

delight that people are willing to do it for its own sake (Csikszentmihalyi 1990). Its principles

have been applied in many fields (Biasutti 2011, Liu 2007, Sweetser and Wyeth 2005), and

especially several studies have shown that video game players value their games based on

the flow experiences in games (Chen 2007, Liu 2017, Fan et al. 2012, Su et al. 2016).

Through studies that focused on the flow theory (previously discussed in the literature

review section), several factors and subfactors of flow or gaming experience were identified.

These factors and subfactors were used in the final survey. They are listed as following:

- Concentration & Immersion (Sweetser and Wyeth 2005, Hoffman and Novak 1996,

Liu 2017, Novak et al. 2000). It has two subfactors:
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o Graphics (Merikivi et al. 2017).

o Sounds (Merikivi et al. 2017).

- Challenge and skill (Sweester and Wyeth 2005, Chen 2007, Ghani and Deshpande

1994, Hoffman and Novak 2009, Huang and Hsieh 2011, Teng et al. 2012, Merikivi

et al. 2017).

- Control (Sweetser and Wyeth 2005, Davis 1989, Moon and Kim 2001, Huang and

Hsieh 2011, Hsu et al. 2007, Johnson and Wiles 2003, Desurvire et al. 2004). Control

has one subfactors:

o Customization (Teng 2010, Turkay and Adinolf 2015)

- Feedback (Sweester and Wyeth 2005, Choi and Kim 2004, Roger 2017, Hattie and

Timperley 2007, Fields and Cotton 2014)

- Social interaction (Sweester and Wyeth 2005, Lazzaro 2004, Weibel et al. 2008, Jong

2009, Huang et al. 2017, Teng 2018, Cornett 2004). Social interaction has two

subfactors

o Communication spaces (Choi and Kim 2004).

o Communication tools (Choi and Kim 2004).

- Variety and Novelty (Merikivi et al. 2017, Huang et al. 2017).

- Story (Padilla-Zea et al. 2014, Bopp 2008, Darby 2011, Moore 2011).

For each factor above, a minimum level was defined, i.e. what the player will have at any

case. These levels will serve as references for responders when they choose between options,

which are the improved version of the minimum levels, in the survey. They help the

respondents in pondering the tradeoffs between the items, the value of which is studied. To

create a reasonable set of final items to be studied by BWS, an example game will be

considered next.

4.3.1 Considering an example game to assist in defining the final set of BWS items

JX mobile or VoLamTruyenKy mobile, its Vietnamese name, is an outstanding RPG in the

Vietnamese gaming community (Figure 7). It is a mobile game developed by Chinese

companies, Kingsoft and Seasun Games, and published in Vietnam by VNG Corporation

(Detailed information about the game and the company can be found on VNG website –

www.vng.com.vn). It is a martial art role-playing game, which has different Chinese

swordsman legends and traditional Chinese culture. Although the game has been translated
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into Vietnamese, its original stories are kept. It also has a long history in the local market as

its first franchise (PC version) had been published in Vietnam since 2005. Currently it has

more than 500 servers and over 1 million downloads in Google store. The success of the JX

franchise, especially the mobile version, in Vietnam makes it a good example to study the

level of acceptant features. The game’s characteristics and features in terms of the flow’s

factors and subfactors are described in Table 4.

Table 4. JX mobile game features in terms of flow’s factors and subfactors.
Factors and Subfactors Description
Graphic - 2D graphics in the early versions.

- 2.5D graphics in the current version.

Sound
- Limited soundtrack.
- Limited special sound effects & no ambient sound.

Challenge and skills
- Variety of challenges.
- Easy to play with auto-playing option.

Customization
- Able to customize character to some extent.
- Able to customize some gameplay & user interface.

Feedback - Variety of scoring systems to rank players.
Communication spaces - Guild and clan features.
Communication tools - Chat board and voice messages in game.
Variety and novelty - New updates in approx. 3 months
Storyline - Story is based on Chinese cultures.

Figure 7. The game’s promotion (top) and gameplay picture (bottom) (source: vng.com.vn).
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The game’s graphics have been progressed incrementally from 2D to 2.5D. The detail in

images has also been improved since the early versions of the game. The game’s soundtrack

includes one main theme song and five others. The background music for different scenes

or maps is limited and runs in loop. The special sound effects are also limited. Especially,

the ambient (environment) sound does not exist.

In terms of challenge and skill, the game offers a variety of challenges that range from solo

to group missions. The difficult level has been increased gradually according to players’

levels, but the difficulty level has been halted in the later stage of the game. The game also

assists players with auto-playing option, which helps people do quests and challenges.

In terms of customization, players can change their characters’ appearances to some extent.

It offers a fixed set of avatars for players. It also allows players to “dye” their clothes and

other accessories to different colors. Furthermore, the game often gives limited items (unique

avatar frame, unique clothes, etc.) to players who can conquer some special tasks. The game

also allows users to adjust image resolution and set the number of objects (i.e. some objects

will not appear) in display to boost the game speed. Additionally, players can change some

game mechanics, such as the order of skills, and how skills are casted.

About feedback, the game has different scoring systems to ranking players, e.g. their

strengths, their appearances, their achievements, etc. People, who are in top ten of the

leaderboard, normally have special title added to their characters’ names. The leaderboards

will be updated hourly or after each specific event.

In terms of social interaction between gamers, JX mobile has “safe zones” (e.g. castle,

villages) for meetings. Guild and clan features are different guild tasks and challenges, and

siege wars between guilds. Players can communicate with each other via text messages,

which are showed at a small window in the device’s screen. The window can also be enlarged

for readability. Players can also send voice message to others; however, the message’s

duration is limited (less than 30 seconds/message).

About the variety and novelty of the game, it usually has some special events, challenges

approx. every 1-2 months, and new expansion, such as new classes approx. every 3-4

months. It also offers different sets of mission for players to follow. For example, new
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players have special set of tasks, which will help them to advance quickly in the game. In

the later stage of the game, players have different challenges every day and every week. The

higher the average level of players is, the more quests they have.

Finally, the storyline of the game focuses on Chinese ancient events such as civil wars,

foreign invasions, etc. and Chinese swordsman legends. The story started with the player’s

character wanders into the race for power between fictional individuals and groups, which

is set in actual historic period in China. Later players get involved in foreign invasions, which

are also based on Chinese ancient history.

4.3.2 Final set of BWS items

From the JX mobile features, the minimum levels were established as the following:

- Graphic: 2D graphics with normal resolution.

- Sound: Limited music, ambient and sound effects.

- Challenges and skills: A set of challenges from easy to difficult and auto-playing

option.

- Customization: players can somewhat customize character, user interface and

gameplay.

- Feedback: basic scoring systems, e.g. strength and achievement.

- Social interaction: virtual places like village, castle to meet up, guild and clan

features for forming group, and chat board to communicate.

- Variety and novelty: update approx. every 3 months.

- Storyline: coherent story throughout the game.

Gamers would expect a worth-playing game to have at least the above features. The BWS

items will be derived from these features and they should outdo the basic ones (Table 5).

Each item will be discussed next.

In terms of graphic, the BWS items were set at 2.5D and 3D graphics. It is obvious that 3D

graphics are better than 2.5D graphics, and both are better than 2D graphics. The idea here

is to see whether respondents value the high-end graphics, or they are happy with the “good-

enough” one.
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Table 5. The final set of item for BWS.

Factors Subfactors Items

Concentration
& Immersion

Graphics
- 2.5 graphic and high resolution.
- 3D graphic and high resolution.

Sounds
- Various soundtracks throughout the game.
- Detail ambient sound and sound effects.

Challenge and
skill

- Variety of challenges for solo and group.
- Challenges requires complex skills.

Control Customization

- Customize character freely: clothes, hair
style & color, avatar, accessories.

- Customize freely gameplay, user interface
(UI).

Feedback
- Scoring systems in all aspects of games

(e.g. best character costumes)

Social
interaction

Communication
spaces

- Extensive virtual world: e.g. Inter-server
interactions (inter marketplace, inter guild
alliance).

Communication
tools

- Voice message (up to 30s/message).
- Instant voice chat.

Variety and
Novelty

- Frequent update in every 1-2 months.

Storyline

- Foreign style: western/Asian legends, fairy
tales.

- Vietnamese style: Vietnamese legends,
fairy tales.

In terms of sound, the items were chosen because they enhance the game’s attractiveness.

Players can easily spend hours on game continuously and thus they can get tired of listening

to the same songs and sounds. Subsequently, different songs and lively sounds will get

players completely immerse in games.

In terms of challenge and skill, the idea is similar to the sound items, as people like their

games more if they have many things to conquer. The variety of challenges can show the

level of interest in the game’s tasks as well as the level of newness. The level of difficulty

can show players’ interest in mastery, achievement, and competition.

In terms of customization, the items give more autonomy to players. If they like to customize

characters’ appearance, they can be interested in the aesthetics of the game. They can also

like to interact with others because they want their characters to have the best look.
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Meanwhile, if they like to customize the gameplay and user-interface, they can care more

about how the game works and want to optimize their performance.

In terms of feedback, this item gives players more information about their progression.

People can know where they stand with the other players in all aspects of games. Thus, it

improves competition and advancement in game.

In terms of social interaction, the communication space item improves not only the social

interaction between players (chatting, trading, and competition), but also helps players

immerse in games. The communication tools were set to make chatting and cooperation in

games easier. Therefore, depend on respondents’ choice, their preferences in games can be

revealed.

In terms of variety and novelty, it makes sense to set the update circle as short as possible.

Shorter update circle means there are always new contents in games. Thus, the option was

given to see if players give more weight to the novelty of the game.

In terms of storyline, an interesting story is a must in every game. Therefore, the author

decided to see whether the players want a foreign or local based story. Thus, two options

were given to see if players like their local stories are embedded into the game or not

regardless of the style of the story (mythological, historical, fictional story, etc.)

4.3.3 Designing the survey details

The total number items in the BWS question were 15 as showed in Table 5. There should be

either four to five items per BWS task, as more than four items per task is not beneficial

(Maxdiff Tutorial and Example, n.d.), and each item should appear at least 3 times for each

respondent (Orme 2005). To keep the choice tasks simple for the respondents, this survey

has chosen four items per task and each item will appear three times, which is the

recommended minimum number. The minimum number of BWS questions for each

respondent should follow this formula (Maxdiff Tutorial and Example, n.d.):

   =  3( / )

Where,

: total number of items



Survey 35

: number of items per set.

Therefore, the minimum number of set for this question is 3(15/4) = 11.25. For simplicity

and avoiding respondents’ exhaustion, the number of sets was set as 12. Additionally, among

the BWS 15 items, 2.5D graphics and 3D graphics item were prohibited to appear together.

Even though 3D graphics does not guarantee a better graphic quality than 2.5D ones, it seems

to be a better option in common sense. Thus, gamers would always prefer 3D to 2.5D

graphics.

Furthermore, the Appendix B shows the design report of the BWS sets. The report shows

that there were 300 version of the questionnaire, which is more than enough since the

maximum number of respondents is 250, which is due to the academic license used in the

program. Multiple versions of the questionnaire help to maintain the stability of the item

scores as well as reduce psychological order and context effects, which can happen if

respondents get the same combination of items (Maxdiff Tutorial and Example, n.d.).

Moreover, to motivate and guide the respondents, some simple instructions were used.

Figure 8 shows how the imaginary situation was set up, so that responders know what is

going to happen. Next, the minimum levels were shown (Figure 9). After that, 12 BWS

questions were shown (Figure 10) to respondents, and each respondent sees a different

version of the questions. Besides, the key words in each item were in bold to increase

readability. Originally, the respondents were reminded of the minimum levels in the bottom

part of the choice task screen in small font. However, the text was removed due to

respondents’ feedback that it offered no help and irritated them. Finally, it should be noted

that since the targeted responders are Vietnamese, the survey has been translated into the

local language.
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Figure 8. Imaginary situation’s description.

Figure 9. The minimum levels text.

Figure 10. A set of 4 items in the BWS questions.
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5 Results

5.1 Sample description

The survey fielding period started from July to December 2018. The survey was posted to

different groups on Facebook, such as: Võ Lâm Truyền Kỳ Mobile – VNG, Thiên Long Bát

Bộ 3D Mobile, Anh Hùng Xạ Điêu 3D – Gamota, WTF Cộng đồng du học sinh Việt Nam

tại Phần Lan, Khảo sát xã hội học. These groups ranged from small private one (30-100

members) to large community one (>1000 members). The survey was first posted on RPG

groups, then general gaming ones. Some gaming group did not allow the survey to be posted,

thus later the survey was posted on other social groups, e.g. student groups. Furthermore,

the survey was also sent to the author’s gaming friends via message applications. The posted

message on Facebook was in Vietnamese (Appendix C), and it can be translated literally as:

I am working on a survey (for my thesis) about players’ preferences on RPGs.

There will be 10 GIFTS (prepaid phone card or game card - 100.000 VND/card) for

10 lucky participants. Please leave your email address at the end of the survey.

The survey will take roughly 10 minutes. I hope that everyone can help me with the

survey (Please click on the survey link below)

(Survey Link inserted here)

Thank you for your help!

The message was reposted several times to get more responses. The old messages were

deleted before posting new ones to avoid spamming. After fielding, there are 196 qualified

responses in total. The respondents’ background information is showed in Table 6. One can

see that most players (approx. 87%) are from 16 – 30 years old. The majority of respondents

(approx. 73%) do not spend or spend very little on games. Moreover, it is interesting that the

percentage of male and female respondents are close to each other (52% and 48%,

respectively), even though it was assumed that there are more men playing games than

women.
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Table 6. Sample description.

Frequency Percent
Gender
Male 102 52.04
Female 94 47.96
Age (years old)
< 16 6 3.06
16 – 22 70 35.71
23 – 30 101 51.53
> 30 19 9.69
Spending (in million VND)
0 – 0.5 144 73.47
0.5 – 1 22 11.22
1 – 2 18 9.18
> 2 12 6.12

5.2 Player preferences

The aggregate result of the BWS items scores was first considered. Table 7 shows the BWS

rescaled score (0-100) of 15 items from the highest to lowest value. On one hand,

respondents show a lot of interests in the challenges, the graphic and the virtual world of the

game. After these features, the challenges’ difficult, the update frequency and the

customization are also valued highly by the respondents. On the other hand, participants

show less interest in the communication tools (especially the voice messages), the

soundtracks and the scoring systems.

Segmenting on the basis of preferences using Latent Class Analysis (LCA)

Latent class analysis was performed on the BWS data for segmentation using the Sawtooth

Software SSI Web 8.4.8. The LCA was used because it is robust and works better compare

to other segmenting method (Cohen 2003, The CBC Latent Class Technical Paper 2014). It

is also a method specifically used for Choice-Based Conjoint analysis and BWS.
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Table 7. Rescaled score (0-100) of 15 items in BWS questions.

Factors Subfactors Items Average

Challenge and skill Variety of solo and group
challenges 10.63

Concentration &
Immersion

Graphics 3D graphics and high resolution 10.62

Social interaction
Communication
spaces Extensive virtual world 10.53

Challenge and skill Demanding challenges 8.95

Variety and novelty
Frequent updates in every 1-2
months 8.03

Control
Customization Customize character freely 7.22

Customization
Customize freely gameplay & user
interface 6.86

Storyline Game story is influenced by
Vietnamese culture 6.13

Concentration &
Immersion

Graphics 2.5 graphics and high resolution 5.61

Sounds Detailed environmental sound and
sound effects 5.29

Storyline Game story is influenced by foreign
culture

4.98

Social interaction Communication
tools

Instant voice chat 4.72

Feedback Various scoring system 4.17
Concentration &
Immersion

Sounds Various game soundtracks 3.97

Social interaction
Communication
tools Voice messages 2.25

Table 8 shows the log-likehood and CAIC values for best replications for 2-7 groups. The

CAIC starts leveling off with four clusters and the CAIC scores for the 4-7 cluster solutions

are about the same. From the managerial point of view, the 6 and 7-cluster solutions have

too many clusters and its segments’ sizes are too small. As a result, they are not selected.

Meanwhile, the 4-cluster and 5-cluster have proportional segment size and appear to be good

solutions. In comparison, both solutions have similar cluster types. For instance, they have

an aesthetic-oriented cluster and a social interaction-oriented cluster. However, the 5-cluster

solution has one unique cluster that the 4-cluster one does not have. It is the cluster which

players prefer the local stories are embedded in the game. This is interesting since this thesis

aims to study the Vietnamese. Thus, the 5-cluster solution might have offer more significant

insights than the 4-cluster one. As a result, the 5-cluster solution was chosen.
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Table 8. Minimal log-likehood and CAIC for LCA solutions with different groups.

Groups Log-likelihood CAIC
2 -5789.06364 11852.35616
3 -5610.55528 11637.18196
4 -5475.31577 11508.54549
5 -5389.37830 11478.51308
6 -5317.15474 11475.90848
7 -5253.00221 11489.44594

Table 9 shows the rescaled score (0-100) of each item in every cluster in the 5-cluster

solution. The clusters’ scores are described briefly in the following:

- Cluster 1 scores high in the storyline in general. It also has high score in the

“extensive virtual world” item. Besides, it has low scores in the communication tools,

the variety and novelty, and the character customization item.

- Cluster 2 has high scores in 3D graphics and sounds items. However, it has low

scores in the communication tools items.

- Cluster 3 scores high in social interaction and the characters’ customization items. It

also has relatively high score in 3D graphics item. It has low score in the foreign

storyline, and relatively low scores in the challenge and skill items.

- Cluster 4 has very high score in challenges, extensive virtual world, and update

frequency item. It has exceptionally low scores in the Vietnamese storyline, the voice

message, the various game soundtracks, and the 2.5 graphics item.

- Cluster 5 score high in Vietnamese storyline in games, the variety and difficulty of

challenges item. However, it has very low score in the voice message item, and

relatively low scores in the voice chat, and scoring systems item.

Next, to compare the demographic variables across the clusters, the Chi square test was used.

The risk level was set to 0.05. As can be seen in Table 10, the spending and gender variable

are dependent across the clusters, while the age class is not.

In terms of gender, approx. 40% and 30% of female respondents belong to clusters 2 and 5,

respectively, while the figures for male respondents are approx. 23% and 18%, respectively.

Approximately 30% of the male respondents belong to cluster 4.  In terms of spending,

people do not spend much on game in general. However, out of those who do not spend

much on game, 30% and 28% belong to cluster 2 and 5, respectively. Meanwhile, out of
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those who spend 0.5-1 million VND/month, 27% and 32% belong to cluster 3 and 4,

respectively. Cluster 3 and 4 also have more people who spend approx. 1-2 million

VND/month (22% and 44% respectively) compare to other clusters. Out of those who spend

over 2 million VND/month, 42% belong to cluster 2, while 33% belong to cluster 4.

Table 9. Average score for each item in 5-cluster solution
Cluster 1 2 3 4 5
Cluster size (196 in total) 10.6% 27.2% 18.9% 19.9% 23.3%
Items
2.5 graphics and high resolution 4.39 7.93 4.67 2.11 8.74
3D graphics and high resolution 5.02 13.35 10.48 8.78 10.67
Various game soundtracks 2.77 8.59 4.07 1.26 2.36
Detailed environmental sound and sound effects 3.92 9.58 4.22 4.71 3.03
Variety of solo and group challenges 10.00 8.34 3.32 15.48 14.98
Demanding challenges 7.73 8.48 3.73 11.79 11.10
Customize character freely 2.50 9.44 12.60 2.76 7.64
Customize freely gameplay & user interface 5.65 6.95 6.37 8.72 5.29
Various scoring system 7.38 5.14 4.17 4.93 1.71
Extensive virtual world 13.03 6.05 12.85 15.18 7.52
Voice message 2.80 2.11 5.95 0.80 0.73
Instant voice chat 2.24 2.26 14.77 3.70 1.52
Frequent updates in every 1-2 months 2.32 5.26 5.59 15.77 7.80
Game story is influenced by foreign culture 15.85 4.71 1.82 3.01 3.89
Game story is influenced by Vietnamese culture 14.38 1.80 5.38 0.99 13.00

Table 10. Chi square independence test resuls with cluster membership.

Chi square test for DF Χ value p
Age 12 11.5869 0.4794
Gender 4 16.6898 0.0022
Spending 12 23.5220 0.0236

5.3 Motivational factors of the players

The player motivation data were handled in the same way as the pilot data. However, before

running the EFA on the data, the KMO test was employed to test the data adequacy for factor

analysis. The result was 0.87, which indicated that the data were suitable for factor analysis.

After that, the EFA was performed on the player motivational data. With the eigenvalue >1,

there were four factors and the eigenvalue of the fourth factor was 1.02. It seemed obvious

that it was reasonable to try and use only the main three factor of Yee’s (2006) scale.
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Next, the factor loadings were examined. According to the Yee’s (2006) structure, the

achievement dimension has the following questions/variables: 1, 3, 14, 15, 16, 18, 25, and

39 (see Table 2 for the questions’ numbers). The social dimension has the

questions/variables: 23, 24, 32, and 33. The immersion dimension has the

questions/variables: 9, 10, 20, 35, and 37. These dimensions, achievement, social, and

immersion, are colored red, green, and blue, respectively (Table 11). From the table, most

questions loaded on the expected factors, except for question numbers: 15, 25, 35, 37, and

39. Question number 15 and 25 should load on factor 2, achievement, but instead loaded on

factor 3, immersion. Question no. 39 also loaded on factor 1, social, while it should load on

factor 2, achievement. Finally, question no. 35 and 37 should load on factor 3, immersion,

but they loaded on factor 1, social. Subsequently, those questions were removed from further

consideration.

Table 11. Rotated factor pattern (orthogonal varimax).
Rotated Factor Pattern

Factor1 - Social Factor2 - Achievement Factor3 - Immersion
no1 0.23159 0.77559 0.08029
no3 0.31354 0.70649 -0.00834
no9 0.05812 0.02249 0.83168
no10 0.23961 0.05690 0.77143
no14 0.13941 0.56898 0.37883
no15 0.29989 0.44860 0.52881
no16 0.11261 0.53955 0.50864
no18 -0.06819 0.80301 0.09851
no20 0.23264 0.35903 0.50331
no23 0.72737 0.32618 0.12378
no24 0.74537 0.18007 0.02883
no25 0.29577 0.33480 0.35439
no32 0.78463 0.21155 0.17801
no33 0.71461 -0.05763 0.14590
no35 0.55618 0.13532 0.20033
no37 0.36192 -0.03509 0.19316
no39 0.63488 0.30277 0.07879

With the updated set of questions (12 out of 17 questions left), the Cronbach’s alpha was

calculated for achievement factor (question no. 1, 3, 14, 16, 18), social factor (question no.

23, 24, 32, 33), immersion (question no. 9, 10, 20) (Table 12). The alpha scores were good

enough. The immersion score was improved compared to the pilot result. The final score

was 0.69 which was close to being acceptable.
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Table 12. Cronbach's alpha score of three dimensions.

Cronbach Coefficient Alpha
Dimension Alpha
Achievement 0.79
Social 0.81
Immersion 0.69

5.3.1 Players clusters and motivational factors

This sub-section focuses on the differences between the motivational factor across the

clusters using ANOVA. Furthermore, the pairwise comparison of the cluster averages of the

factors was carried out using Tukey’s test. The ANOVA results showed that the motivational

factors achievement and social differed across the clusters (for both p<0.0001), but the

immersion did not. In the Tukey standardized range test, in terms of achievement, cluster 4

is different from the rest showing the highest mean. In terms of social, clusters 3 and 4 differs

from the others showing higher means. As the mean difference between clusters 3 and 4 in

terms of social is not significant.

5.4 Profiling the clusters

This section will summarize the information of each cluster in the 5-cluster solution based

on previous analyses.

Cluster 1: Storyline lovers

This is the smallest cluster with approx. 10% of the sample size. In terms of gender, approx.

11% of men belong to this cluster whereas the corresponding figure of women is 10%. In

terms of spending, 81% of people in this cluster do not spend much on games. Cluster 1 has

significantly high scores in storyline (foreign and local story) compare to other clusters. On

the other hand, it has low scores in communication tools (voice chat and voice message), the

game’s variety, and the character customization. People in this cluster also show some

interests in the challenges, and the vastness of the game’s world. This might explain why

this cluster has an average score of both achievement and social. Furthermore, high score in

games’ story shows that people in cluster 1 love the story of games: how the plot is set up,

how it is unfolded, and how it is developed further. They do not care whether the story is

local or foreign, they only want a good story in their games. In short, these players are more
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about playing for fun and curiosity. They like to do the games tasks and to explore the world

to learn about the story, the meaning behind the gameplay.

Cluster 2: Aesthetics lovers

Cluster 2 is the biggest cluster (27.2%) and it has high scores in the graphics and sounds of

games compare to other clusters. However, it has low scores in the communication tools

(voice message and voice chat). In terms of gender, approx. 23% of men belong to this

cluster whereas the corresponding figure of female is 40%. In terms of spending, even

though most of the cluster members (81%) do not spend much on games, out of those who

spend over 2 million VND/month on games, 42% belong to this cluster. It means that people

who are willing to pay will spend a lot for cosmetic items in games. In short, people in this

cluster are passionate about how the game looks and sounds. They want the graphic looks

stunning and the sound is lively. This might explain why more women (40%) are in this

cluster than others. The relatively low scores in other aspects of the game can also indicate

that people still want to play even if other features are at mediocre level.

Cluster 3: Socializers

This cluster, which accounts for approx. 19% of the sample size, has high scores in the social

interaction (communication space and tools), the customization of character, and the virtual

world. It has low score in the foreign storyline and relatively low scores in the variety and

difficulty of challenges. In terms of gender, approx. 20% of men belong to this cluster

whereas the corresponding figure of female is 17%. In terms of spending, approx. 33% of

people in this cluster spend some money on games monthly (>0.5 million VND). Besides,

this cluster has the highest mean of social across other clusters. This shows that people in

cluster 3 are interested in interaction with other players in games. Especially, they prefer real

time conversation (talking directly) with others rather than just sending messages. Games

are more a place for them to meet new people. Therefore, games with large number of

players and have great communication tools are this cluster’s favorite. Besides, they also

prefer games’ challenges and tasks that require group effort to conquer.

Cluster 4: Achievers

This cluster, which accounts for approx. 20% of the sample size, has high scores in the

challenges, extensive virtual world, and frequent update item. It also has relatively high

scores in the level of customization in gameplay and user-interface. However, it has
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exceptionally low scores in the Vietnamese storyline, the voice message, the various game

soundtracks, and the 2.5 graphics item. In terms of gender approx. 29% of men belong to

this cluster whereas the corresponding figure of female is only 8%. In terms of spending,

40% of people pay from 0.5 to 2 million VND/month. In addition, out of those who pay 1-2

million VND/month, 44% belong to cluster 4. It indicates that people appear to be more

serious and more commit to games. Besides, this cluster has the highest mean of

achievement. This shows people in this cluster are more about the tasks and the optimization

of performance in games. Especially, they are much more interested in the newness of the

game than the others. These interests might explain why they score high in the extensive

virtual world item, as the bigger the game world is the more challenges there are for them to

explore and conquer. Their interests might also explain why there are more men (29%) in

this cluster than others, as men are usually aggressive and competitive. In short, people in

cluster 4 are more serious and commit to games’ achievements and competitions.

Cluster 5: Local story lovers

Cluster 5 is the second biggest cluster in size (23%). In terms of gender, approx. 18% of men

belong to this cluster whereas the corresponding figure of female is 31%. In terms of

spending, most people in this cluster (85%) do not spend much on games. Cluster 5 has

relatively high scores in the variety and difficulty of challenges. On the other hand, it has

very low score in the voice message item, and relatively low scores in the voice chat, and

scoring systems item. However, what is unique about this group is that people in cluster 5

show special interest in the Vietnamese culture over foreign culture. They want their culture

and history to be embedded in games. Besides, the size of the cluster (23%) indicates that

the number of Vietnamese players who are interested in the local culture is considerable. In

short, this cluster are interesting to gaming companies as it gives them a valuable insight into

the mind of players.
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6 Discussion

6.1 Research questions revisited

Players’ preferences and preference clusters

To study what players value in roleplaying games (RPGs), the previous gaming literatures

have been studied. The thesis then found out that players value their games because of the

gaming experience. If the experience is positive, player will keep playing. If the experience

is negative, they move on to other games or other things. This gaming experience however

it is close to the flow experience. The flow experience describes an experience so pleasant

that people are willing to do it for the joy they get during the practice. Based on flow studies

in games, a survey measuring the value of different game features in terms of flow’s factors

was designed.

To have a good gaming experience, a game needs the following factors: concentration and

immersion, challenges and skills, control, feedback, social interaction, variety and novelty,

and story. At the first glance of the results, players appear to value the challenge and skill,

the graphics, and the extensive virtual world factor in games. This is reasonable and

understandable. Since playing game requires people to do some tasks that need concentration

and skills. Playing game is also more fun when you have friends to play with. However,

when looking into the heterogeneity in the players’ valuations, there are much more

interesting things about their preferences. Using the latent class analysis, five distinct

clusters were identified. The clusters are presented next.

The first cluster (the story lovers) has people who are interested in the storyline of games.

They love how games are told, how conflicts are built and solved along the games’ progress,

how their actions can affect the story, and how the story relates to the real world, i.e. is it

based on a specific culture.

The second cluster (the aesthetics lovers), which is the largest one, includes people who are

interested in the beauty of the game. It represents through the graphics (how games look)

and the sounds of games. These features can create a virtual world so real that players can

often forget about their real life when playing games. To these players, other game features

can be at mediocre level, they will still enjoy the game.
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The third cluster (the socializers) has people who love to interact with others in games. The

more people there are in games, the more they enjoy it. They like to interact and form a

meaningful relationship with others. Even though players can communicate to one and

another in different ways in games, they prefer that they can talk directly to each other. They

also care how their characters look in comparison with their gaming friends. To these

players, the more social interactions in games they have, the better their gaming experiences

are.

The fourth cluster (the achievers) has people who are interested in the games’ achievements.

Players value how the challenges in game are, how difficult they can be, and how they can

overcome these challenges with their skills. They also value the ability to customize the

mechanic of games, how they can change their control and movement to optimize their

performance. Finally, since they are hungry for achievement, they like to have new tasks,

new quests in games, or in other words they want their games to be updated frequently.

The fifth cluster (the local story lovers) is the special one. People in this cluster love the

game story like the first one, but they like to have their own cultures in games. In another

word, these players prefer to see their local myths and folk tales to be embedded in games.

They like to meet their childhood heroes in the virtual world.

In conclusion, the players value in general the challenge and skill, the graphics, and the

vastness of the game world. However, their preference clusters give a better picture about

what they value in RPGs.

How player preferences and player motivational factors relate to each other

A set of questions, which was adopted from Yee (2006), was used to study the main

motivational factors of the players: Achievement, Social, and Immersion. When comparing

the main motivational factors across the preference clusters, some interesting patterns

emerge.

People, who belong to cluster 4, have significantly higher mean in achievement than others.

This is understandable as the achievement motivational factor descriptions suit their

interests. Meanwhile, players, who belong to cluster 3 and 4, have higher mean in social

factor than others. This is interesting since it makes sense that people like to interact with
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others have high score in the social factor, but people in cluster 4 are more about their

achievements in games. This means that cluster 4 people also interested in social interaction.

The reason might be that since they like to accumulate wealth and power as quick as possible,

they need others to show-off their achievements. It will be boring if their characters are

powerful, but others do not know about them. In short, these players need their own

audiences.

One more interesting thing is that the average means of immersion motivational factor are

the same across all clusters. This is unusual when comparing to the other two factors. The

reason might be that people first play game because they are curious about it, they are

attracted to its beauty, and they can be a hero in the game. These are the things draw people

to play game in the first place. After that, they might want more from the game. For example,

one wants to play a specific game because it looks beautiful, after that, one prefers to conquer

all the quests in the game, and he likes to do it with his gaming friends. The fact that people

play games because they want to immerse in it, and be a part of it, can explain why there is

no difference in terms of immersion factor across all clusters.

6.2 Theoretical implications

To the best of the author’s knowledge, the best-worst scaling method has not been applied

earlier in studying preference segments in gaming. Instead of relying on traditional rating

scales, the study used best-worst scaling to ask respondents to make trade-offs between

different factors. Thus, the results are more informative and reliable. Besides, previous

studies focused on players’ behaviors in online games to explain and describe their

motivations in video games. This thesis however looked at what players value in games to

understand players’ behaviors and motivations. This valuation approach can help researchers

to study players from a different perspective.

Moreover, the study has found out that the immersion motivational factor is essential as its

average means are the same across all the clusters. It means that even though people have

different reasons to play games, we can agree that everyone plays games because they want

to immerse into the virtual worlds.
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Furthermore, the literature in Vietnamese players in games and game market is still in its

infancy. There are several studies about the connection between online gaming and addiction

in Vietnam. However, there are only few studies about the players’ values and motivations

in online games. Therefore, this thesis is one of the first studies focusing on the Vietnamese

valuations in online games at the moment. As a result, this study can provide the basic

knowledge for future studies to better understand the Vietnamese players and the

Vietnamese game market.

6.3 Managerial implications

For game developers and publishers, especially the local ones, it is always a difficult decision

to choose what games they should develop and what games they should import. A successful

game in one foreign market or multiple markets do not guarantee that it will success in

Vietnam. Moreover, the cost of developing or licensing a game is not cheap. Thus, choosing

a wrong game can give a fatal hit to companies. Therefore, the understanding of local

players’ valuations and their motivation can help gaming companies tremendously.

Based on the findings, companies can focus on the preferred features in terms of flow’s

factors to plan strategies in developing and publishing their games efficiently. For example,

companies can focus heavily on the beauty of the game, as the study shows that almost a

third of the sample size (27%) value the graphics and the sounds aspect of games. To attract

more players, companies can also pay more attention to the game’s story. Especially, when

the game has some local elements (e.g. local legend, local myth), then it will draw even more

players to the game regardless the quality of other aspects. As the study shows that about

23% of the sample like the game if they see their cultures are presented in it. Moreover, the

results point out that approx. 10% of the sample interested in the game’s story in general.

This indicates that with a good local story in the game and high quality in graphics and

sounds alone, companies can potentially attract approx. 60% of the players to their games.

Therefore, to increase the chance a successful launch for their games in the market,

companies should pay extra attention to the beauty of the game and its story.

Furthermore, the results are not only help companies to attract more players, but also help

them boost players loyalty. After the game is released, it needs to be further developed and

reinvented through updates and expansions to keep the game fresh and interesting. The
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players’ preferences can give companies ideas how to develop their games continuously. For

example, even though there are a significant number of people prefer the local story in

games, they are also like the game’s challenges and quests. Therefore, to keep the players’

level of interest high, the next thing companies should improve in their games is the variety

of tasks and its difficulty.

Finally, companies should pay more attention to the important of the localness in games. It

has been mentioned above that the local story can bring more players to games. However,

the local elements can be applied not only in the story but also in other aspects of games.

For instance, instead of designing a western-looking item, it can be designed in the local

style. The idea is companies do not have to restrict themselves in the way of using local

element in games.

6.4 Limitations, reliability and validity

Limitations

One of the study’s limitations is that the sample size was small (196 respondents), and in

retrospect there was not enough background information about the respondents. For

instance, where people live can give more insight why they prefer a certain thing and why

they behave in a specific way in games. Especially, since all the respondents are Vietnamese,

the results might be influenced by the country unique characteristics.

Reliability

BWS experiment have individual fit statistics to identify whether a respondent chose the

items randomly or not. In the final survey, the number of items per set was four, and each

item was shown three times to each respondent. The minimum fit statistic to achieve 95%

correct classification of random responders with the used setting (4 items/set, each item

appears 3 times) is 0.336 (Identifying bad respondents, n.d.). It means that those with the

figure below 0.336 are likely to choose the items randomly and can be removed from the

data. In the BWS data, 21 out of 196 have fit statistics lower than 0.336. One of the reasons

for respondents choosing randomly is that they do not familiar with the BWS style and thus

they get confused and frustrated easily.
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Moreover, the motivation scale was tested before using in the final survey. The questions

that loaded on unexpected factors were removed. In the Yee’s (2006) study, which the used

questions were based on, there are ten extra sub-dimensions under the three main ones. In

the final survey’s results, only the three main motivational factors, achievement, social, and

immersion, could be used. While giving up the subfactors the main factors had solid

reliabilities.

Validity

The BWS results are acceptable as the items were developed based on the basic of flow

theory and how flow theory was applied in game design. However, some factors that

influence the gaming experience were omitted. For instance, the network latency is an

important issue in online gaming. It refers to the time your machine (PC, mobile devices)

send data to the game server and receive it back. A long delay in game can ruin the whole

gaming experience. Even though, this is more an issue for a network company than for

gaming ones, there are still different ways that gaming companies can improve, such as the

location of the game’s servers. Another example is the customer services in online games.

Bad customer services can drive players away even though the game itself is excellent.

Furthermore, the thesis did not look deeper into the important of the social interaction and

community in games. Social media such as Facebook group can improve the gaming

experience tremendously. Especially, the offline (real life) events are also essential to the

gaming experience. Players can have weekly meet up to talk about games, their

achievements, etc. This strengthens their relationship and enhances their royalty to the game.

Consequently, the BWS results are restricted to the features of the game. In addition, the

Yee’s (2006) scale, which was adopted in this thesis, is an established one. It has been

validated by other studies, such as Yee et al. (2012), and Billieux et al. (2013).

6.5 Future research suggestion

Future researches can focus on how to utilize the local elements in games: How to use it

efficiently, and whether companies should make a hybrid of local and foreign style, if yes

then how the combination should be, etc. Additionally, future studies can also focus on how

external factors, which are not the game features, can affect the gaming experience. For

instance, the important of players’ community in real life, how it works in different cultures.
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Appendix A: Yee’s (2006) questions

These questions focus on your general gameplay preferences



Appendix A: Yee’s (2006) questions 60



Appendix A: Yee’s (2006) questions 61

How important are the following things to you in the game?
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How much do you enjoy doing the following things in the game?
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How often do you do the following things in the game?
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