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Abstract

This study explores the impact of gaming motivations on user satisfaction through the mediating factor of user addiction in online gaming.
Immersion, achievement, escapism, socialization, competition, cognition, and earning, seven motivational factors used as independent
factors and analyzed. These factors were used as a first order construct and were studied under a second order construct motivational factor
a second order construct. Data were collected using snowball sampling techniques from 272 online gamers, and mediation analysis was
performed to test the proposed model. The findings reveal that while motivational factors were directly influencing satisfaction, addiction
acts as a mediating mechanism that reinforces this impact. Through Rationality Addiction Theory, the outcomes suggest that players
integrate addictive engagement as part of their satisfaction-maximization. The research further highlights wider economic and policy
implications, specifically the role of motivational factors in industrial revenue models and the need for sensible gaming structures to balance
user satisfaction and societal well-being.
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1. Introduction

Online gaming is one of the popular worldwide recreational activities. By 2025, the market of Indian online games was expected to reach
$1.65 billion(India, n.d.). In 2024, the total number of online gamers in India was approximately 442 million, making India the second-
largest country based on gaming user population (442 Million Online Gamers in India, Second-Largest Base Globally, 2024). The Indian
online gaming market is projected to reach more than X 29,000 crore by 2025.

Motivational factors, such as immersion, achievement, and socialization, played a vital role in enhancing user experiences (Yee, 2006).
Since gaming disorder was an effect of uncontrollable engagement by motivational factors, escapism was identified as a stronger influencer
of problematic behavior in online gaming(Schivinski et al., 2020; H.-Y. Wang & Cheng, 2022). The difference between addiction and
engagement was clearly defined as addiction will adversely affect daily life, while engagement gives enjoyment(Charlton & Danforth,
2007).

The mediational effect between user satisfaction and loyalty found a weak direct relationship between the factors(Lu & Wang, 2008). The
psychological problems of uncontrollable gaming comprise depression and anxiety(Mentzoni et al., 2011), while the reward mechanism
provided by the structural gaming features will contribute to compulsive online gaming behavior (Kuss et al., 2012). Sometimes, social
motivations with lengthy gaming periods will increase the addiction risk (Seay & Kraut, 2007)

Apart from the exclusive research on motivational factors and addiction factors separately, the combined effect of these factors has still
not been explored. So, this study aims to examine the impact of motivational factors on user satisfaction with the mediating factor of
addiction, which will develop a different perspective on online gaming user satisfaction.

2. Literature and Hypothesis

2.1. Rational addiction theory

Rational Addiction Theory, presented by, says that persons make progressive, rational choices even when there is the existence of addictive
behaviors. Unlike the classical assumption that addiction is irrational, this theory postulates that individuals assess present utility against
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expected future costs. Consequent studies have followed this framework to constituents such as alcohol (King & Delfabbro, 2019), tobacco
(Chaloupka, 1991), and, recently, digital consumption behaviors. In the context of gaming, motivational causes such as immersion, achieve-
ment, and earning offer instant pleasure and augment satisfaction, while addiction increases the occurrence and gaming intensity. Though
these short-term benefits may arise at long-term psychological and economic costs, such as excessive spending, reduced productivity, and
health risks (King & Delfabbro, 2019). Therefore, the mediation role of addiction perceived in this study supports the Rational Addiction
Theory, as gamers continue to spend money and time in search of satisfaction despite predictable risks.

2.2. Immersion in user satisfaction

Immersion is a multifaceted concept in online games, and it is significantly impacting the player experience. Found that compared with
non-cooperative modes, cooperative modes induce both enjoyment and immersion(Daggubati, 2016). It involves a detached sense from
the physical world, intense concentration, and emotional engagement (Garcia & Jung, 2021). The understanding is considered by a sense
of being engrossed in the gaming activity environment(Leroy, 2021). The impact of usability, gaming ability, and appeal to create a con-
vincing virtual world was found in the immersion (Geniusas, 2022; Leroy, 2021). These findings suggest the importance of the immersion
factor in developing user satisfaction in online games

2.3. Achievement in user satisfaction

Multiple factors are influencing the information systems and user satisfaction in online games. The association between user satisfaction
and achievement components was strong in video games(X. Wang & Goh, 2020). To boost the online learning experience, the courses
were designed with a component achievement factor, and it was found that there is a significant effect on achievement and student satis-
faction. The game's continuing intention and achievement satisfaction in in-game activities were significantly influenced by the future
success expectations of gamers. (S. Naqvi et al., 2022). To sustain user engagement levels, it is necessary to develop the games by building
challenging tasks to increase future achievements in online games(Huang et al., 2024a). These findings show that the achievement factor
plays a vital role in shaping user satisfaction in both real-life and in-game activities.

2.4. Escapism in user satisfaction

The player's gaming experience is enhanced by the escapism factor, specifically concentration and enjoyment. There is a rise in game
usage(Huang et al., 2024b). The way to differentiate escapism from avoidance or immersion is that it serves as an important thing to
recompense the unexpected psychological needs in the actual world(Giardina et al., 2024). The gamer’s enjoyment was positively influ-
enced by the escaping desires and visual appeals; through this, the overall gaming behavior was impacted(Ar et al., 2020). These show the
vital role of escapism in online gaming user satisfaction.

2.5. Socialization in user satisfaction

The overall satisfaction was contributed to by the social value and entertainment enhanced by community interaction(Shi et al., 2024a).
The role of social capital in gaming outcomes, with the increase in self-esteem and satisfaction among adolescent gamers(Kim et al., 2022).
The game-playing intention was predicted by the positive relation of social factors to satisfaction(Patzer et al., 2020a). These findings
underline the significance of the socialization factor in online gaming, which suggests the importance of developing community interaction
and connectivity to increase ... user satisfaction to maintain long-term involvement.

2.6. Earnings in user satisfaction

Hedonic and utilitarian features, as well as gamification elements, were impacting the satisfaction, user experience, and behavioral inten-
tions significantly. The crucial role of monetary value was shown through the direct effect on user satisfaction and experience in a gamified
environment(M. H. Naqvi et al., 2021). However, online gamer loyalty also contributed to the satisfaction of real-world needs(Liao et al.,
2020a). The evolution of the play-to-earn (PTE) model for gaming offers various real-life rewards, and a good gaming experience is still a
primary intention to participate, which is followed by game awareness and financial outcome(Lee & Park, 2023). This shows the im-
portance of earning factors in online games.

2.7. Competition in user satisfaction

The compilation of offensive, strategic, and defensive elements in competitive engagement has been used to satisfy the autonomy, compe-
tence, and relatedness of online games, which leads to increased game usage and loyalty(C.-I. Teng et al., 2022). As per the Self-determi-
nation theory, both frustration and satisfaction can be obtained by the competitive spirit, and it will enhance the well-being and motivation
of gamers(Moller et al., 2024). The overall user satisfaction was contributed through the enhancement of social value and perceived enter-
tainment of mobile gaming community interaction(Shi et al., 2024). The enjoyment, social interaction, and visual appeal, as well as the
competition factor, were acting as important factors to affected the online mobile gaming experience(Willis & Manik, 2022).

2.8. Cognition in user satisfaction

In a study, a significant impact on cognitive-behavioral factors was found through achievement emotion in online games by socialization,
progression, and immersion. Relatedness and competence, a real-world need satisfaction, affect gamer loyalty and self-worth posi-
tively(Liao et al., 2020b). In the online game, a positive effect was found on interpersonal communication skills and learning motiva-
tion(Evanne et al., 2021). There is a positive correlation between user satisfaction experience and enjoyment of learning outcomes, children
in online games; moreover, knowledge improvement and challenge in online games were considered major predictors for learning outcome
factors (Espinosa-Curiel et al., 2020). The satisfaction was strongly predicted by story-driven motivation and accounted for 20% of its
variance(Patzer et al., 2020b). This shows that the cognition factor is important in online gaming. So, it is important to consider Ocognition
factors on user satisfaction.

H1: There is a significant impact of motivational factors on user satisfaction
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2.9. Motivational factors of online gaming addiction

Online gaming addiction was influenced by various factors among youth. Psychological factors like Social withdrawal, detachment from
activities, and emotional dependence were the major predictors of online gaming addiction(Misra et al., 2020). Social factors like parental
support and peer relationships are also significantly contributing to gaming addiction(Nursalam et al., 2023; V. N. Teng et al., 2021).
Sociocultural factors like online community participation and time spent on gaming were also found to be antecedents of user addic-
tion(Nurmagandi & Hamid, 2020). Additionally, the escapism factor is one of these factors, and the media factor also contributes to the
behavior of addiction(V. N. Teng et al., 2021). However, this study focuses on the motivational factors of online games and their impact
on user addiction and user satisfaction.

H2: There is a significant impact of motivational factors on online gaming addiction

2.10. Online gaming addiction and user satisfaction

The crucial relationship between user satisfaction, psychological factors, and online gaming addiction was studied in the previous papers.
The association between online gaming addiction and two more factors, which are perceived social support and life satisfaction, was found
to be decreased (Baysak et al., 2020). More commitment towards online gaming will raise the chance of getting addicted, specifically for
those who are more obsessed with playing(Kiatsakared & Chen, 2022). Life meaning and responsibility were used as mediators between
online gaming addiction and satisfaction of psychological needs, and a negative correlation between these factors(Yazici & Kumcagiz,
2021). There may be an influence of demographic factors, such as education level and gender, on rates of addiction(Baysak et al., 2020).
The avatars are used to resemble themselves, which may help balance real-world insufficiencies, potentially contributing to gaming disor-
der (Szolin et al., 2022).

H3: There is no significant impact of online gaming addiction on user satisfaction

After considering all these reviews, the hypothesis for the mediation effect was also framed as follows.

H4: There is no significant mediating effect of user addiction between motivational factors and user satisfaction

2.11. Financial models and consumer spending patterns

Understanding gaming behavior in an economic context is considered important, particularly during the commercial transformation of the
online gaming industry. The international video game market has experienced exponential growth, with greater revenues of $180 billion
in 2023(Wijman, 2023). This growth has been mainly driven by changes in financial models, including loot box mechanics, subscription
services, in—game purchases, and freemium structures. These monetization tactics are not merely commercial gears, but are closely tied to
game design and user behavior.

(Hamari & Lehdonvirta, 2010)Say that in-game economies and virtual goods are intentionally structured through marketing principles and
behavioral economic principles, such as psychological ownership, scarcity, and sunk-cost fallacy, to generate demand and incentivize
expenditure. These design ranges often shadow the line between commercial transaction and gameplay. (King & Delfabbro, 2018)Addi-
tionally, criticize the above models by presenting the “predatory monetization concept” in that game characteristics avoid cognitive biases,
such as time-limited offers or intermittent rewards, to increase revenue, regularly at the cost of exposed players.

Consumer spending designs in games also disclose plain economic changes. Research underscores that an inconsistent amount of income
in free-to-play games derives from a small subgroup of users, termed “whales,” colloquially, who spend expressively higher amounts than
the regular player. This elevates ethical concerns, mainly in relation to individuals and adolescents prone to obsessive behaviors. The
intersection of financial expenditure and psychological gratification, therefore, becomes a crucial area for scrutiny, predominantly in dis-
cussions of potential regulation and digital consumerism.

Generally, while psychological theories are vital for understanding gamer motivation and engagement, integrating economic standpoints
offers a more inclusive view of the gaming ecosystem. The merging of financial design and behavioral science strategies highlights the
difficulty of modern game society, requiring interdisciplinary methods in future research.

3. Methodology

3.1. Participants and data collection

The online form was designed in Google Form using a structured questionnaire with a five-point Likert scale ranging from “strongly
disagree to strongly agree,” and it is shared with the online gamers. Participants were asked to share the questionnaire with their gaming
groups and communities. We have collected the data from 272 online gamers using snowball sampling for three weeks, from January 20,
2025.

3.2. Instrumental development

The independent factors of this study are motivational factors comprised of achievement, earning, escapism, cognition, immersion, com-
petition, and socialization. Here, the motivational factor is a second-order construct, and the contributing sub-factors are treated as a first-
order construct. Additionally, the addiction factor is used as a mediating factor, and user satisfaction is used as a dependent factor, as shown
in the figure.1
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3.3. Conceptual framework

Immersion
Achievement
Escapism
Addiction
Socialization Motivation /
Earning
Tewrs fi Satisfaction
Cognition
Fig. 1: Conceptual Framework.
4. Analysis
4.1. Demographic profile
The demographic questions dealt with age and gender using multiple-choice questions.
Table 1: Demographic Profile
Particulars Frequency Percentage
Age
15-20 102 37.5
20-30 75 27.5
30-40 47 17.3
40-50 33 12.1
Above 50 15 5.6
Gender
Male 158 58
Female 114 42
4.2. Normality test
Table 2: Normality Test
Factors N Minimum Maximum Mean Standard deviation Skewness Kurtosis
Immersion 272 4.00 20.00 12.2868 4.16169 .025 -720
Achievement 272 4.00 20.00 12.2059 4.16826 122 -.630
Escapism 272 4.00 20.00 12.6103 4.06710 .066 -736
Socialization 272 4.00 20.00 11.5368 4.18027 .162 -746
Earning 272 4.00 20.00 10.5809 4.17611 247 =725
Competition 272 4.00 20.00 12.3787 423916 -.015 -.907
Cognition 272 4.00 20.00 12.3676 3.98764 -.022 -.672
Addiction 272 4.00 20.00 11.3015 4.70035 .148 -1.028
User satisfaction 272 4.00 20.00 11.9485 43.9603 .054 -.675

4.3. Reliability analysis

The skewness range and kurtosis range of the factors fall under the predefined ranges, which are -2 to +2 (Hair et al., 2010)and kurtosis -
7 to +7(Byme Barbara, 2010). So, the normality of the data is proved. Since all the Cronbach alpha values of all the items are higher than
the recommended value of 0.7, the internal consistency of all the items is reliable, and their reliability is proven.

4.4. Convergent validity

Three standards have been used to confirm the convergent validity of data: (a) The first criterion is the factor’s composite reliability, (b)
factor loadings of all the items (c) finally, average variance extraction of the constructs. The composite validity threshold value was ex-
pected to be greater than 0.7, the factor loading of all the items was expected to be more than 0.5, and the average variance extracted should
be more than 0.5(Abd-El-Fattah, 2010). Here the Table 3 shows that the CR values are meeting the condition of crossing the 0.9 level, the
confirmatory factor analysis was performed for the factors and it found that all the items are loading at a good level by crossing 0.5 And
the AVE of all the VIF of the items are within the acceptable limit, as per the threshold value 5, there is multi collinearity between the
dimensions.

4.5. Discriminant validity
After confirming the convergent validity of the data, the discriminant validity should be analyzed. By analyzing this validity, the differen-

tiation of all the constructs from each other can be proved. It can be discriminated through the comparison of the square root value of the
AVE of each construct and the correlated value of all the factors, along with its loadings and cross-loadings. The square root values of all
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the factors are bolded in Table 4 under their respective titles in a diagonal form. According to the previous formats, the square root values
must be greater than all the correlated values in Table 4 (Fornell & Larcker, 1981). Since the recommended.

Table 3: Reliability and Validity

Construct Item code Outer loadings OuFer CA o CR (tho_c) AVE VIF
weights (rho_a)
Addiction ADDI1 0.854 0.269 0911 0914 0.938 0.79 2.422
ADD2 0.9 0.264 3.17
ADD3 0.916 0.299 3.399
ADD4 0.883 0.293 2.836
Achievement ACHI 0.84 0.299 0.884 0.884 0.92 0.741 2.069
ACH2 0.874 0.279 2.519
ACH3 0.876 0.299 2.453
ACH4 0.854 0.285 2.346
Cognition COGl1 0.836 0.277 0.876 0.878 0.915 0.73 2.218
COG2 0.89 0.28 2.809
COG3 0.877 0.316 2.399
COG4 0.811 0.299 1.848
Competition COM1 0.869 0.288 0.899 0.899 0.929 0.767 2.387
COM2 0.885 0.287 2.644
COM3 0.873 0.292 2.422
COM4 0.876 0.276 2.553
Earning EN1 0.855 0.31 0.862 0.87 0.906 0.706 2.232
EN2 0.856 0.281 2.358
EN3 0.851 0.339 1.969
EN4 0.798 0.258 1.861
Escapism ESCl1 0.859 0.29 0.876 0.882 0.915 0.73 2.322
ESC2 0.847 0.279 2.163
ESC3 0.899 0.324 2.734
ESC4 0.811 0.275 1.886
Immersion IMNI1 0.856 0.318 0.874 0.88 0.914 0.726 2.198
IMN2 0.884 0.289 2.644
IMN3 0.874 0.307 2.389
IMN4 0.792 0.258 1.814
Socialization SOC1 0.822 0.295 0.87 0.872 0911 0.72 1.914
SOC2 0.833 0.276 2.115
SCO3 0.871 0.313 2.311
SOC4 0.866 0.295 2.318
User satisfaction US1 0.822 0.31 0.856 0.857 0.902 0.698 1.877
Uus2 0.846 0.302 2.084
US3 0.858 0.309 2.162
Us4 0.813 0.275 1.941

Note: CA — Cronbach Alpha, CR — Composite Reliability, AVE — Average Variance Extracted,

Factors: IMN — Immersion, ACH — Achievement, ESC — Escapism, SOC — Socialization, EN — Earning, COM — Competition, COG —
Cognition, ADD — Addiction, US — User Satisfaction.

Table 4: Discriminant Validity

IMN ACH ESC SOC EN COM COG ADD Us
IMN 0.852
ACH 0.755 0.861
ESC 0.703 0.724 0.855
SOC 0.614 0.702 0.76 0.848
EN 0.437 0.482 0.367 0.586 0.84
COM 0.582 0.619 0.639 0.638 0.398 0.876
COG 0.656 0.671 0.716 0.687 0.719 0.713 0.854
ADD 0.511 0.493 0.424 0.599 0.53 0.557 0.576 0.889
Us 0.562 0.66 0.608 0.642 0.587 0.66 0.734 0.606 0.835

Note: Factors: IMN — Immersion, ACH — Achievement, ESC — Escapism, SOC — Socialization, EN — Earning, COM — Competition, COG — Cognition,
ADD — Addiction, US — User Satisfaction.

4.6. Structural equation modeling

— Addiction
Immersion
A(hlsv:m:\ Mdirion

0.649 (0.000)

Escapism

Socialization € 0.169 (0.004)

Earning o
Motivation
0.673 (0.000)
Competition

r's
Cognition
— User..faction

User Satisfaction

Fig. 2: Structural Equation Modeling.

Note: Factors: Addiction — User Addiction.



International Journal of Accounting and Economics Studies 723

4.7. Hypothesis testing

Table 5: Regression Analysis

Original sample Sample mean Standard deviation T statistics P val-

0) M) (STDEV) (|O/STDEV)) ues
H1: Motivation -> User Satisfaction 0.673 0.674 0.057 11.759 0.000
ﬁljn Motivation -> Online gaming addic- 0.649 0.649 0.038 17.018 0.000
HS: inlne gaming addiction -> User Sat- 0.169 0.168 0.065 262 0.004
isfaction

4.8. Result of hypothesis testing

The result of the framed hypothesis is shown in Figure 2. The (H1) impact of motivational factors on addiction factor is ( =.649, p =.000),
(H2) motivational factor on user satisfaction is (B =.673, p =.000), (H3) addiction factor on user satisfaction is ( =.169, p =.004). Therefore,
H1, H2, and H3 were rejected at a 95% confidence level. This shows that there is a significant impact found for relations. The R? value
shows that 42.2% of the impact of motivational factors on addiction and 62.9% of the overall impact on user satisfaction.

4.9. Mediation analysis

Table 6: Regression Analysis

Direct effect Specific indirect effect

Beta P Path Beta T UL LL P Result

0783 0.000 H4 Motl_vatlon%Addlctlon% User 0.110 2 564 0.043 0.184 0.005 Ifartlal media-
Satisfaction tion

4.10. Result of mediation analysis

Here, the mediation analysis (given in Table 6) was run to find the impact of motivational factors on user satisfaction with mediating factor
addiction. As per the result, the mediation was categorized as partial mediation because the significance between motivation and user
satisfaction without the mediating factor, that is direct effect was found at 78.3% with a significance value (p-value) at 0.000 and the
indirect effect between motivation and user satisfaction with the mediator addiction was found also significant at 95% confidence interval
at 11% impact.

5. Discussion and Implications

5.1. Discussion

The result of this paper identifies the vital part of motivational factors in online gaming. Motivational factors such as immersion, achieve-
ment, escapism, socialization, earning, competition, and cognition were used to find their impact on addiction among players and user
satisfaction in online gaming. This study found that there is a significant and positive impact of the above-mentioned motivational factors
on addiction and user satisfaction. This indicates that the motivations were driving as a major factor in building an addictive behavior
towards online games. This is supported by the few studies previously as a study on highlighting the influence of rewards and psychological
needs to nurture behavioral and mandatory usage patterns.

Additionally, the significant and direct effect of motivational factors on satisfaction highlights the significance of motivation in nurturing
user experiences. Meanwhile, the mediational effect of addiction between motivational factors and user satisfaction is also significant and
positive, which shows that addiction might not be a negative consequence in all contexts. Specifically, it gives more engagement and
enjoyment. At the same time, it is necessary to consider the high dependency and adverse potential side effects of uncontrollable use.

The current study underscores that motivational factors moderately impact user satisfaction through addiction, contributing to both theo-
retical and practical implications. From an economic perspective, this finding shows that with the revenue models progressively imple-
mented in the gaming industry, such as subscription services, play-to-earn systems, and micro transactions, which depend on constant
engagement and extensive playtime(Hamari & Keronen, 2017; Xiao, 2022). Motivational elements such as immersion, achievement, and
competition not only increase satisfaction but also indirectly initiate lengthy engagement via addiction affinities, thereby growing lifetime
customer worth. Though this also increases concerns about the cost measurement, as obsessive gaming can have consequences in broader
socio-economic burdens, overspending, and loss of productivity(King & Delfabbro, 2019). Therefore, a cost—benefit perception becomes
crucial in assessing whether the economic benefits of such revenue approaches outweigh the possible long-term costs.

5.2. Theoretical implications

Through the integration of addiction and satisfaction with motivation theory, this study contributes to the existing structure of user behavior.
This study extends the self-determination theory (Deci & Ryan, 2013), explaining that motivational factors were driven by engagement
and contributed to compulsive usage, and fostering satisfaction. This gives a nuanced perception that addiction, in particular digital envi-
ronments, may aid as a supporting mechanism rather than simply a harmful outcome.

Moreover, in the Uses and Gratifications theory(Katz et al., 1973)It is proven that users expect the active digital experiences to satisfy their
social and psychological needs. The findings of the research suggest that satisfaction was led by the motivational drivers, and mostly it is
intertwined with addictive factors, which makes the presence of addiction necessary to understand the active relationship in digital engage-
ment models.

Previous research has given empirical proof for the positive impact of certain motivational factors on both user addiction and satisfaction.
In digital experience and online gaming, the impact of user satisfaction has been explored by the immersion factors in recent times. User
engagement was used as a mediating factor between immersion experience and user satisfaction in virtual reality gaming and was found
to have a positive impact on user satisfaction(Hammami, 2025). The influence on user engagement and compulsive usage in digital areas
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by the immersion factor was found (Shamim et al., 2024). In another paper, the importance of the achievement factor, driven by progression
and goal attainment, is highly related to excessive addiction and enhancing satisfaction in online gaming and social media (Griffiths &
Nuyens, 2017). Similarly, the reason for excessive platform use was related to escapism, as it is helpful to the users who prefer to avoid
real-life problems and depression, and found it as a reason for its influence on addiction and satisfaction(Jouhki et al., 2022).

The community building and interaction opportunities were higher in digital platforms, which in turn leads the users to depend on and
engage in those services a lot; that’s why socialization plays a vital role in enhancing user addiction and satisfaction in online gaming
platforms, also(Hossain & Fahad, 2024). The platforms famous for financial incentives, like trading apps and online gaming with rewards,
are boosting the earnings—associated motivations in impacting user engagement, addiction, and satisfaction factors(Bauer et al., 2020). The
enhanced achievement and self-efficacy driven by the competitive spirit of a person contribute to the addiction to competitive games and
boost the player’s satisfaction (Esiri, 2022). Lastly, the increased satisfaction and prolonged usage of a specific learning gamified platform
positively impact the problem-solving capacity and intellectual stimulation, and its feeding, which fulfills the cognitive needs of a user(Hsu,
2022).

These references collectively reinforce the argument that motivational factors serve as a major determinant for both user addiction and user
satisfaction. In this way, it is proven that the mediating role of user addiction is necessary between motivational factors and user satisfaction.

5.3. Practical implications

This paper provides a valuable understanding for service providers and online game developers, in perfect design and management. Here,
motivation leads to both addiction and user satisfaction, which might help in making a more engaging and responsible online environment.
So, companies can consider this information to develop more responsible gaming content to maximize satisfaction and to reduce or avoid
negative consequences like addiction to online gaming.

If social media platforms, e-commerce sites, and gaming companies create content to strengthen the positive motivational drivers to in-
crease user satisfaction without boosting high dependency, that will create a huge impact in the online gaming world. To mitigate the
problematic addiction risk, strategies like usage tracking, personalized user experience, and self-regulation tools can be implemented.
Additionally, the interventions can be designed in online games to use features like reminders for breaks, transparency in usage, goal-
setting, and a way to endorse healthier usage habits, which will follow the user’s motivational drivers.

In terms of policy, the mediation role of addiction highlights the significance of supervisory outlines for accountable gaming. Measures to
protect consumers, such as spending caps, disclosure of loot box mechanisms, age verification, and awareness campaigns, could help
alleviate psychological and financial risks among susceptible users(Macey & Hamari, 2019; Zendle & Cairns, 2019). Drawing from public
health frameworks used in other addictive behaviors like tobacco and alcohol to study the digital security tools, voluntary spending limits,
and playtime reminders could also deliver a stable approach that protects user wellbeing while supporting the economic contributions of
gaming through digital employment opportunities, esports, and streaming(D Griffiths et al., 2012).

5.4. Policy implications

While this research primarily highlights the behavioral and psychological aspects of gaming motivation, addiction, and satisfaction, the
results also hold broader societal policy relevance. Gaming addiction, though frequently associated with greater user satisfaction in the
short tenure, can have adverse long-term results, including reduced productivity, mental health challenges, and financial distress. These
outcomes emphasize the necessity for policy outlines that control industry growth with consumer security.

From a regulatory view, governments should introduce rules like the regulations of gambling industries, such as transparent disclosure,
control of in-game purchases, mandatory warnings regarding excessive gameplay, and spending. Parental control tools and age restrictions
may also help in protecting susceptible populations, specifically adolescents, who are facing a higher risk of obsessive gaming. Consumer
safeguarding measures could comprise confirming that monetization models like spending caps and transparent disclosure of loot-box
mechanics, while also avoiding unfair practices that target addictive behaviors.

In terms of societal level, awareness movements and educational involvement can train users and families with approaches to manage
gaming sensibly. An alliance between the gaming industry, policymakers, and health professionals is vital to mitigate adverse consequences
while conserving the entertainment and economic value of digital gaming. By positioning gaming addiction within wider consumer security
and public health considerations, this study contributes to constant debates on accountable gaming and sustainable digital economies.

6. Conclusion

This study found a significant and positive impact of motivational factors on user satisfaction with the mediating factor, addiction factor.
Additionally, the mediation analysis confirms the importance of considering the addiction factor as a mediating factor, because it mediates
the enhancement of motivational factors on user satisfaction. The implications section gave insights into the design of online games to
avoid addiction to online games.

The results of this study are interpreted using Rationality Addiction Theory, which postulates that individuals make forward-looking
choices by weighing present satisfaction with predicted future impacts. In terms of online gaming, users seem to rationally accept addictive
engagement as part of their utility-maximizing strategy, since motivational elements such as immersion, achievement, competition, and
earning not only directly boost satisfaction but also endure it indirectly through addictive play. The detected partial mediation effect sup-
ports this theoretical stance, proposing that players consciously integrate addiction into their satisfaction element. Meanwhile, this affects
short-term utility maximization; it also highlights the significance of identifying potential long-term costs such as mental health risks,
reduced productivity, and financial strain, which underscores the societal and policy orientation of sensible gaming frameworks.

7. Limitations and Future Scope

This study didn’t segregate the motivational factor. So, the further scope of this study is that the author can use appropriate tools to segregate
items like extrinsic and intrinsic, and their impact on behavior dynamics. By way of segregation, the companies may plan accordingly.
Moreover, the negative consequences of addiction factors can be studied in depth in the future. This research is restricted by the scope of
its demographic factors, because some of the influential elements, such as consumer spending behavior, time spent playing, and income
level, were not included. Future studies would be advantaged by inculcating different demographic variables and behavioral items.



International Journal of Accounting and Economics Studies 725

References

[1]1 442 million online gamers in India, second-largest base globally: Report. (2024, July 9). Business Today. https://www.businesstoday.in/technol-
ogy/news/story/442-million-online-gamers-in-india-second-largest-base-globally-report-436488-2024-07-09

[2] Abd-El-Fattah, S. M. (2010). Structural equation modeling with AMOS: Basic concepts, applications, and programming. Journal of Applied Quan-
titative Methods, 5(2), 365-368. https://go.gale.com/ps/i.do?id=GALE%7CA353643920&sid=googleScholar&v=2.1&it=r&linkac-
cess=abs&issn=18424562&p=AONE&sw=w

[3] Arm, E, Yilmaz, V., & Dikec, B. E. (2020). An extensive structural model proposal to explain online gaming behaviors. Entertainment Computing,
34, 100340. https://www.sciencedirect.com/science/article/pii/S1875952119300965%casa_token=0iY wCtmlOycAAAAA:c8F90j4rdCZFjGdj-
GReBYWKjKIYNBBDi YMVKZEWrlwLKfWpz8ZWVK6dpKDL9a2cBpmg. https://doi.org/10.1016/j.entcom.2020.100340.

[4] Bauer, J. C., Linzmajer, M., Nagengast, L., Rudolph, T., & D’cruz, E. (2020). Gamifying the digital shopping experience: Games without monetary
participation incentives increase customer satisfaction and loyalty. Journal of Service Management, 31(3), 563—595. https://www.emerald.com/in-
sight/content/doi/10.1108/JOSM-10-2018-0347/full/html. https://doi.org/10.1108/JOSM-10-2018-0347.

[5] Baysak, E., Kaya Yertutanol, F. D., Sahiner, I. V., & Candansayar, S. (2020). Sociodemographic characteristics of online game players and the
relationship of game addiction with some psychosocial factors (tur). TURKISH JOURNAL OF CLINICAL PSYCHIATRY, 23(2), 196-203.
https://klinikpsikiyatri.org/eng/jvi.aspx2un=KPD-10337&volume=23&issue=2. https://doi.org/10.5505/kpd.2020.10337.

[6] Becker, G. S., & Murphy, K. M. (1988). A Theory of Rational Addiction. Journal of Political Economy, 96(4), 675-700.
https://doi.org/10.1086/261558.

[71 Byme, Barbara, M. (2010). Structural equation modeling with AMOS. Basic Concepts, Applications, and Programming, 2.

[8] Chaloupka, F. (1991). Rational Addictive Behavior and Cigarette Smoking. Journal of Political Economy, 99(4), 722-742.
https://doi.org/10.1086/261776.

[9]1 Charlton, J. P., & Danforth, I. D. (2007). Distinguishing addiction and high engagement in the context of online game playing. Computers in Human
Behavior, 23(3), 1531-1548. https://www.sciencedirect.com/science/article/pii/S074756320500049X ?casa_to-
ken=mNzP{fZ1C7TrQAAAAA:T2YMq97EHSwpOBX1cDyMLcSAY-UEagX0JgO-0Y2TSX0EtBjP7nkl4wY1kFs2ReFPmPtl0mmnDw.
https://doi.org/10.1016/j.chb.2005.07.002.

[10] D Griffiths, M., J Kuss, D., & L King, D. (2012). Video game addiction: Past, present, and future. Current Psychiatry Reviews, 8(4), 308-318.
https://www.ingentaconnect.com/content/ben/cpsr/2012/00000008/00000004/art00012. https://doi.org/10.2174/157340012803520414.

[11] Daggubati, L. S. (2016). Effect of cooperation on players’ immersion and enjoyment. Missouri University of Science and Technology.
https://search.proquest.com/openview/385a05ffe5¢9dd2d72442519cdbcefcbe/1?pq-origsite=gscholar&cbl=18750

[12] Deci, E. L., & Ryan, R. M. (2013). Intrinsic motivation and self-determination in human behavior. Springer Science & Business Media.
https://books.google.com/books?hl=en&Ir=&id=M3CpBgA AQBAJ &oi=fnd &pg=PA 1938 &dg=intrinstic+motivation+and+self+determina-
tion+in+human-+behavior&ots=uonEhR7W33 &sig=fGcIUCGUEIYRZMn_TiawnXHEsWQ

[13] Esiri, S. (2022). A Digital Innovation Model for Enhancing Competitive Gaming Engagement and User Experience. International Journal of Multi-
disciplinary ~ Research and Growth Evaluation. 2022a, 3(1), 752-760. https://www.researchgate.net/profile/ Anfo-Pub-2/publica-
tion/389737537_A_Digital_Innovation_Model_for Enhancing_Competitive_Gaming_Engagement_and_User_Experi-
ence/links/67d0396¢7¢c5b5569dcb97al3/A-Digital-Innovation-Model-for-Enhancing-Competitive-Gaming-Engagement-and-User-Experience.pdf.
https://doi.org/10.54660/.1JMRGE.2022.3.1.752-760.

[14] Espinosa-Curiel, I. E., Pozas-Bogarin, E. E., Martinez-Miranda, J., & Pérez-Espinosa, H. (2020). Relationship between children’s enjoyment, user
experience satisfaction, and learning in a serious video game for nutrition education: Empirical pilot study. JMIR Serious Games, 8(3), e21813.
https://games.jmir.org/2020/3/e21813. https://doi.org/10.2196/21813.

[15] Evanne, L., Adli, A., & Ngalimun, N. (2021). Dampak game online terhadap motivasi belajar dan keterampilan komunikasi interpersonal mahasiswa
Fakultas llmu Komunikasi Universitas Sumatera Selatan. A/-Kalam: Jurnal Komunikasi, Bisnis Dan Manajemen, 8(1), 55-62. https://ojs.uniska-
bjm.ac.id/index.php/alkalam/article/view/4158. https://doi.org/10.31602/al-kalam.v8i1.4158.

[16] Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement Error. Journal of Mar-
keting Research, 18(1), 39-50. https://doi.org/10.1177/002224378101800104.

[17] Garcia, G., & Jung, 1. (2021). Understanding immersion in 2D platform-based online collaborative learning environments. Australasian Journal of
Educational Technology, 37(1), 57-67. https://ajet.org.au/index.php/AJET/article/view/6106. https://doi.org/10.14742/ajet.6106.

[18] Geniusas, S. (2022). What is immersion? Towards a phenomenology of virtual reality. Journal of Phenomenological Psychology, 53(1), 1-24.
https://brill.com/view/journals/jpp/53/1/article-pl _1.xml. https://doi.org/10.1163/15691624-20221396.

[19] Giardina, A., Schimmenti, A., Starcevic, V., King, D. L., Di Blasi, M., & Billieux, J. (2024). Problematic gaming, social withdrawal, and Escapism:
The compensatory-dissociative online gaming (C-DOG) model. Computers in Human Behavior, 155, 108187. https://www.sciencedirect.com/sci-
ence/article/pii/S0747563224000554. https://doi.org/10.1016/j.chb.2024.108187.

[20] Griffiths, M. D., & Nuyens, F. (2017). An Overview of Structural Characteristics in Problematic Video Game Playing. Current Addiction Reports,
4(3), 272-283. https://doi.org/10.1007/s40429-017-0162-y.

[21] Hair, J. F., Anderson, R. E., Babin, B. J., & Black, W. C. (2010). Multivariate data analysis: A global perspective (Vol. 7). Upper Saddle River, NJ:
Pearson.

[22] Hamari, J., & Keronen, L. (2017). Why do people play games? A meta-analysis. International Journal of Information Management, 37(3), 125-141.
https://www.sciencedirect.com/science/article/pii/S0268401216307897. https://doi.org/10.1016/j.ijinfomgt.2017.01.006.

[23] Hamari, J., & Lehdonvirta, V. (2010). Game design as marketing: How game mechanics create demand for virtual goods. International Journal of
Business Science & Applied Management (IJBSAM), 5(1), 14-29. https://www.econstor.eu/handle/10419/190610. https://doi.org/10.69864/ijbsam.5-
1.48.

[24] Hammami, H. (2025). Exploring the Mediating Role of User Engagement in the Relationship Between Immersive Experiences and User Satisfaction
in Virtual Reality Gaming. International Review of Management and Marketing, 15(1), Article 1. https://doi.org/10.32479/irmm.17343.

[25] Hossain, S. A., & Fahad, A. A. (2024). Beyond the Screen: Socialization, Community Building, and Interpersonal Connectivity in Bangladesh
Through Video Games. CyberOrient, 18(2), 44—74. https://doi.org/10.1002/cy02.48.

[26] Hsu, C.-L. (2022). Applying cognitive evaluation theory to analyze the impact of gamification mechanics on user engagement in resource recycling.
Information & Management, 59(2), 103602. https://www.sciencedirect.com/science/article/pii/S0378720622000143.
https://doi.org/10.1016/j.im.2022.103602.

[27] Huang, T.-L., Liao, G.-Y., Cheng, T. C. E., Chen, W.-X., & Teng, C.-I. (2024a). Tomorrow will be better: Gamers’ expectation and game usage.
Computers  in  Human  Behavior, 151, 108021.  https://www.sciencedirect.com/science/article/pii/S07475632230037227casa_to-
ken=z0y90gYJt JAAAAA: y ccFbMDjgRck318pfijW3jZGdEgSYzSj eF8sDbGW6ZI5cHt W60Oygkl4 TEHTsOTyg

[28] Huang, T.-L., Liao, G.-Y., Cheng, T. C. E., Chen, W.-X., & Teng, C.-I. (2024b). Tomorrow will be better: Gamers’ expectation and game usage.
Computers  in  Human  Behavior, 151, 108021.  https://www.sciencedirect.com/science/article/pii/S07475632230037227casa_to-
ken=z0y90gYJt JAAAAA: y ccFbMDjgRck318pfijW3jZGdEgSYzSj eF8sDbGW6ZI5cHt W60Oygkl4 TEHTsOTyg

[29] India: Number of online gamers 2024. (n.d.). Statista. Retrieved March 21, 2025, from https://www.statista.com/statistics/1064010/number-of-
online-gamers-india/

[30] Jouhki, H., Savolainen, L., Sirola, A., & Oksanen, A. (2022). Escapism and excessive online behaviors: A three-wave longitudinal study in Finland
during the COVID-19 pandemic. International Journal of Environmental Research and Public Health, 19(19), 12491. https://www.mdpi.com/1660-
4601/19/19/12491. https://doi.org/10.3390/ijerph191912491.


https://doi.org/10.1016/j.entcom.2020.100340
https://doi.org/10.1108/JOSM-10-2018-0347
https://doi.org/10.5505/kpd.2020.10337
https://doi.org/10.1086/261558
https://doi.org/10.1086/261776
https://doi.org/10.1016/j.chb.2005.07.002
https://doi.org/10.2174/157340012803520414
https://doi.org/10.54660/.IJMRGE.2022.3.1.752-760
https://doi.org/10.2196/21813
https://doi.org/10.31602/al-kalam.v8i1.4158
https://doi.org/10.1177/002224378101800104
https://doi.org/10.14742/ajet.6106
https://doi.org/10.1163/15691624-20221396
https://doi.org/10.1016/j.chb.2024.108187
https://doi.org/10.1007/s40429-017-0162-y
https://doi.org/10.1016/j.ijinfomgt.2017.01.006
https://doi.org/10.69864/ijbsam.5-1.48
https://doi.org/10.69864/ijbsam.5-1.48
https://doi.org/10.32479/irmm.17343
https://doi.org/10.1002/cyo2.48
https://doi.org/10.1016/j.im.2022.103602
https://doi.org/10.3390/ijerph191912491

726 International Journal of Accounting and Economics Studies

[31] Katz, E., Blumler, J. G., & Gurevitch, M. (1973). Uses and gratifications research. The Public Opinion Quarterly, 37(4), 509-523.
https://www jstor.org/stable/2747854. https://doi.org/10.1086/268109.

[32] Kiatsakared, P., & Chen, K.-Y. (2022). The effect of flow experience on online game addiction during the COVID-19 pandemic: The moderating
effect of activity passion. Sustainability, 14(19), 12364. https://www.mdpi.com/2071-1050/14/19/12364. https://doi.org/10.3390/sul41912364.

[33] Kim, G. M., Jeong, E. J., Lee, J. Y., & Yoo, J. H. (2022). Role of social capital in adolescents’ online gaming: A longitudinal study focused on the
moderating effect of social capital between gaming time and psychosocial factors. Frontiers in Psychology, 13, 931134. https://www.fron-
tiersin.org/articles/10.3389/fpsyg.2022.931134/full. https://doi.org/10.3389/fpsyg.2022.931134.

[34] King, D. L., & Delfabbro, P. H. (2018). Predatory monetization schemes in video games (eg ‘loot boxes’) and internet gaming disorder.
https://psycnet.apa.org/record/2018-50340-001. https://doi.org/10.1111/add.14286.

[35] King, D. L., & Delfabbro, P. H. (2019). Video Game Monetization (e.g., ‘Loot Boxes’): A Blueprint for Practical Social Responsibility Measures.
International Journal of Mental Health and Addiction, 17(1), 166—179. https://doi.org/10.1007/s11469-018-0009-3.

[36] Kuss, D. J., Louws, J., & Wiers, R. W. (2012). Online Gaming Addiction? Motives Predict Addictive Play Behavior in Massively Multiplayer Online
Role-Playing Games. Cyberpsychology, Behavior, and Social Networking, 15(9), 480-485. https://doi.org/10.1089/cyber.2012.0034.

[37] Lee, M., & Park, C. (2023). Examining consumer motivations for play-to-earn gaming: Application of analytic hierarchy process analysis. Sustain-
ability, 15(18), 13311. https://www.mdpi.com/2071-1050/15/18/13311. https://doi.org/10.3390/sul51813311.

[38] Leroy, R. (2021). Immersion, Flow and Usability in video games. Extended Abstracts of the 2021 CHI Conference on Human Factors in Computing
Systems, 1-7. https://doi.org/10.1145/3411763.3451514.

[39] Liao, G.-Y., Pham, T. T. L., Cheng, T. C. E., & Teng, C.-I. (2020a). Impacts of real-world need satisfaction on online gamer loyalty: Perspective of
self-affirmation theory. Computers in Human Behavior, 103, 91-100. https://www.sciencedirect.com/science/article/pii/S0747563219303449.
https://doi.org/10.1016/j.chb.2019.09.016.

[40] Liao, G.-Y., Pham, T. T. L., Cheng, T. C. E., & Teng, C.-1. (2020b). Impacts of real-world need satisfaction on online gamer loyalty: Perspective of
self-affirmation theory. Computers in Human Behavior, 103, 91-100. https://www.sciencedirect.com/science/arti-
cle/pii/S07475632193034497casa_token=_ UiQs4B8iECAAAAA:BYgqdl4 4ULVxnNvKnAOUZ-
wOToP2a2x2e472jWIFEXs3Pk2ykitkOAHxVjopYr3GecGUk1hLnvBud

[41] Lu, H.-P., & Wang, S. (2008). The role of Internet addiction in online game loyalty: An exploratory study. Internet Research, 18(5), 499-519.
https://www.emerald.com/insight/content/doi/10.1108/10662240810912756/full/html. https://doi.org/10.1108/10662240810912756.

[42] Macey, J., & Hamari, J. (2019). eSports, skins and loot boxes: Participants, practices and problematic behaviour associated with emergent forms of
gambling. New Media & Society, 21(1), 20-41. https://doi.org/10.1177/1461444818786216.

[43] Mentzoni, R. A., Brunborg, G. S., Molde, H., Myrseth, H., Skouverge, K. J. M., Hetland, J., & Pallesen, S. (2011). Problematic Video Game Use:
Estimated Prevalence and Associations with Mental and Physical Health. Cyberpsychology, Behavior, and Social Networking, 14(10), 591-596.
https://doi.org/10.1089/cyber.2010.0260.

[44] Misra, R., Singh, S., & Singh, N. (2020). Assessing behavioral patterns for online gaming addiction: A study among Indian youth. International
Journal of Cyber Behavior, Psychology and Learning (IJCBPL), 10(2), 43—64. https://www.igi-global.com/article/assessing-behavioral-patterns-for-
online-gaming-addiction/255160. https://doi.org/10.4018/IJCBPL.2020040104.

[45] Moller, A. C., Kornfield, R., & Lu, A. S. (2024). Competition and digital game design: A self-determination theory perspective. Interacting with
Computers, iwae023. https://academic.oup.com/iwc/advance-article-abstract/doi/10.1093/iwc/iwae023/7690722.
https://doi.org/10.1093/iwc/iwae023.

[46] Naqvi, M. H., Guoyan, S., & Naqvi, M. H. A. (2021). Measuring the Influence of Web Features in the Online Gamification Environment: A Multi-
mediation Approach. Wireless Communications and Mobile Computing, 2021(1), 3213981. https://doi.org/10.1155/2021/3213981.

[47] Naqvi, S., Abbas, P., & ShiYong, Z. (2022). Influence Of Online Gaming User Preferences on Cognitive Behavior with Mediation Effect of Emotions.
Academic Journal of Social Sciences (AJSS), 6(2), 025-041. https://scholar.archive.org/work/iciwiezSirdbxntfk7ajhmyt7m/access/way-
back/https://o0js.1gu.edu.pk/index.php/ajss/article/download/1773/1268. https://doi.org/10.54692/ajss.2022.06021773.

[48] Nurmagandi, B., & Hamid, A. Y. S. (2020). Predisposing factors associated with online gaming addiction: A systematic review. Jurnal Profesi
Medika: Jurnal Kedokteran Dan Kesehatan, 14(1). https://ejournal.upnvj.ac.id/JPM/article/view/1654. https://doi.org/10.33533/jpm.v14i1.1654.

[49] Nursalam, N., Iswanti, D. L., Agustiningsih, N., Rohmi, F., Permana, B., & Erwansyah, R. A. (2023). Factors contributing to online game addiction
in adolescents: A systematic review. International Journal of Public Health Science (IJPHS), 12(4), 1763. https://www.academia.edu/down-
10ad/108069283/13914.pdf. https://doi.org/10.11591/ijphs.v12i4.23260.

[50] Patzer, B., Chaparro, B., & Keebler, J. R. (2020a). Developing a Model of Video Game Play: Motivations, Satisfactions, and Continuance Intentions.
Simulation & Gaming, 51(3), 287-309. https://doi.org/10.1177/1046878120903352.

[51] Patzer, B., Chaparro, B., & Keebler, J. R. (2020b). Developing a Model of Video Game Play: Motivations, Satisfactions, and Continuance Intentions.
Simulation & Gaming, 51(3), 287-309. https://doi.org/10.1177/1046878120903352.

[52] Petrovskaya, E., & Zendle, D. (2022). Predatory Monetisation? A Categorisation of Unfair, Misleading and Aggressive Monetisation Techniques in
Digital Games from the Player Perspective. Journal of Business Ethics, 181(4), 1065-1081. https://doi.org/10.1007/s10551-021-04970-6.

[53] Schivinski, B., Brzozowska-Wo$, M., Stansbury, E., Satel, J., Montag, C., & Pontes, H. M. (2020). Exploring the role of social media use motives,
psychological well-being, self-esteem, and affect in problematic social media use. Frontiers in Psychology, 11, 617140. https://www.fron-
tiersin.org/articles/10.3389/fpsyg.2020.617140/full. https://doi.org/10.3389/fpsyg.2020.617140.

[54] Seay, A. F., & Kraut, R. E. (2007). Project massive: Self-regulation and problematic use of online gaming. Proceedings of the SIGCHI Conference
on Human Factors in Computing Systems, 829—838. https://doi.org/10.1145/1240624.1240749.

[55] Shamim, N., Gupta, S., & Shin, M. M. (2024). Evaluating user engagement via metaverse environment through immersive experience for travel and
tourism websites. International Journal of Contemporary Hospitality Management. https://www.emerald.com/insight/content/doi/10.1108/IJCHM-
10-2023-1590/full/html. https://doi.org/10.1108/IJICHM-10-2023-1590.

[56] Shi, Y.-D., Feng, H.-X., Liu, J., & Ma, Y.-L. (2024a). Mobile online game experience and community interaction: Mechanisms affecting user satis-
faction. Acta Psychologica, 251, 104591. https://www.sciencedirect.com/science/article/pii/S0001691824004694.
https://doi.org/10.1016/j.actpsy.2024.104591.

[57] Shi, Y.-D., Feng, H.-X., Liu, J., & Ma, Y.-L. (2024b). Mobile online game experience and community interaction: Mechanisms affecting user satis-
faction. Acta Psychologica, 251, 104591. https://www.sciencedirect.com/science/article/pii/S0001691824004694.
https://doi.org/10.1016/j.actpsy.2024.104591.

[58] Szolin, K., Kuss, D., Nuyens, F., & Griffiths, M. (2022). Gaming disorder: A systematic review exploring the user-avatar relationship in videogames.
Computers  in  Human  Behavior, 128, 107124.  https://www.sciencedirect.com/science/article/pii/S0747563221004477?casa_to-
ken=HBuFbuHgo8gAAAAA:w5EuXGIvk15PwOEXNLB1r4pSEuMk8owAaKrORfCTEXSsIWhdOGqXT51y 00JSUb2R58Y4-94BMa

[59] Teng, C.-I., Huang, T.-L., Yang, Z.-H., Wu, W.-J., & Liao, G.-Y. (2022). How strategic, offensive, and defensive engagement impact gamers’ need
satisfaction, loyalty, and game usage. International Journal of Information Management, 66, 102515. https://www.sciencedirect.com/science/arti-
cle/pii/S0268401222000494. https://doi.org/10.1016/j.ijinfomgt.2022.102515.

[60] Teng, V. N., Manaf, A. R. A., Hamzah, M. R., Yusoff, H. A. M., Hussin, H., Ismail, A., & Ahmad, Y. (2021). Factors contributing to online gaming
addiction: A cross-sectional survey among university students. AIP Conference Proceedings, 2339(1). https://pubs.aip.org/aip/acp/article-ab-
stract/2339/1/020144/1027888. https://doi.org/10.1063/5.0044226.

[61] Wang, H.-Y., & Cheng, C. (2022). The associations between gaming motivation and internet gaming disorder: Systematic review and meta-analysis.
JMIR Mental Health, 9(2), €23700. https://mental.jmir.org/2022/2/¢23700. https://doi.org/10.2196/23700.


https://doi.org/10.1086/268109
https://doi.org/10.3390/su141912364
https://doi.org/10.3389/fpsyg.2022.931134
https://doi.org/10.1111/add.14286
https://doi.org/10.1007/s11469-018-0009-3
https://doi.org/10.1089/cyber.2012.0034
https://doi.org/10.3390/su151813311
https://doi.org/10.1145/3411763.3451514
https://doi.org/10.1016/j.chb.2019.09.016
https://doi.org/10.1108/10662240810912756
https://doi.org/10.1177/1461444818786216
https://doi.org/10.1089/cyber.2010.0260
https://doi.org/10.4018/IJCBPL.2020040104
https://doi.org/10.1093/iwc/iwae023
https://doi.org/10.1155/2021/3213981
https://doi.org/10.54692/ajss.2022.06021773
https://doi.org/10.33533/jpm.v14i1.1654
https://doi.org/10.11591/ijphs.v12i4.23260
https://doi.org/10.1177/1046878120903352
https://doi.org/10.1177/1046878120903352
https://doi.org/10.1007/s10551-021-04970-6
https://doi.org/10.3389/fpsyg.2020.617140
https://doi.org/10.1145/1240624.1240749
https://doi.org/10.1108/IJCHM-10-2023-1590
https://doi.org/10.1016/j.actpsy.2024.104591
https://doi.org/10.1016/j.actpsy.2024.104591
https://doi.org/10.1016/j.ijinfomgt.2022.102515
https://doi.org/10.1063/5.0044226
https://doi.org/10.2196/23700

International Journal of Accounting and Economics Studies 727

[62] Wang, X., & Goh, D. H.-L. (2020). Components of game experience: An automatic text analysis of online reviews. Entertainment Computing, 33,
100338. https://www.sciencedirect.com/science/article/pii/S1875952119301211?casa_token=02zQZeVgQfl-
AAAAA:W4VY8avrErlzcbTbSolkH _3VhSB_ViHw84iAEZJAnt30-dXRIC6MP90IimS1xgl2vg3cijxQ

[63] Wijman, T. (2023). Newzoo's Global Games Market Report 2023.

[64] Wilis, N., & Manik, L. P. (2022). THE EFFECT OF VISUAL APPEAL, SOCIAL INTERACTION, ENJOYMENT, AND COMPETITION ON
MOBILE ESPORTS ACCEPTANCE BY URBAN CITIZENS. Interdisciplinary Journal of Information, Knowledge & Management, 17.
http://www.ijikm.org/Volumel 7/IJIKMv17p601-624Wilis8593.pdf. https://doi.org/10.28945/5045.

[65] Xiao, L. Y. (2022). Which Implementations of Loot Boxes Constitute Gambling? A UK Legal Perspective on the Potential Harms of Random Reward
Mechanisms. International Journal of Mental Health and Addiction, 20(1), 437—454. https://doi.org/10.1007/s11469-020-00372-3.

[66] Yazici, Z. N., & Kumcagiz, H. (2021). The relationship between problematic online game usage, depression, and life satisfaction among university
students.  Educational ~ Process:  International  Journal, 10(1), 27-45.  https://www.ceeol.com/search/article-detail?id=950891.
https://doi.org/10.22521/edupij.2021.101.3.

[67] Yee, N. (2006). Motivations for Play in Online Games. CyberPsychology & Behavior, 9(6), 772-775. https://doi.org/10.1089/cpb.2006.9.772.

[68] Zendle, D., & Caimns, P. (2019). Loot boxes are again linked to problem gambling: Results of a replication study. PloS One, 14(3), €0213194.
https://journals.plos.org/plosone/article?id=10.1371/journal.pone.0213194. https://doi.org/10.1371/journal.pone.0213194.


https://doi.org/10.28945/5045
https://doi.org/10.1007/s11469-020-00372-3
https://doi.org/10.22521/edupij.2021.101.3
https://doi.org/10.1089/cpb.2006.9.772
https://doi.org/10.1371/journal.pone.0213194

