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Abstractl With the increasiDg poplllarity of broadband networks, the online
game market is beconing mote maturc. One ofthe most popular online ganes,

ivorld of Warcraft, has more than t€n million global memb€rs, making it the

largest massive multiplayer online role playing game IMMORPC) Many

resiarchers have widely explored online comnlunities' However, online

enteftainmeDt colnmunity has seldom bee addrcssed; especially iD the

investigation of online communities marketing facto,s and coDsurner

behavi6ur. An issue ol pafticr ar irlterest h this study is in detennining whether

there arc some relatiouships in online game c,onsumer model betwee'll

marketing factors anal behaviour, and if there are relalionships' iD
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uDderslanding the rcaso s lor lhese relationships. Thus. this shd\ c\Dlores thc
relatiorrships anlorrg braDd A\yltreDess. ouslomer valu€. repurchasc jntcnlio[.
and online \lord-of-nlouth bascd on 280 questionraircs lionr plalcrs oI World
ol Warcraft in Tai$'a[ and sing structuml equatio[ lnodellirrs. Thc resulls
sho\v that brand a\vareness affecls repurchasc iDtenliol and online
word-of'-nroulh thrcugli cusloner value. ln additiorr. custonar valuc is a
co plclelv Dledirlcd variablc in our nNdcl. Finall!. this studt rho\s thal il'
onli[e gaDrc limls cru satisli thc corc la[les ot lhcir players. thc plavers \ill
bc \!illir.s to reco[r[lcnd and share rhis \ilh others on lhe ncl.

Keyrvords: oulinc ealningi brnnd a\lareDess: customer \,alue: repurchasc
iIteDsion: oIlin€ \\'ord-ot--nrouth: struclural cquatioI nlodellirg.

Referenre to this paper sho0ld he madc as follo\lst Liao- S-11.. wu. C-(..
Widowali- R. and Chen- M-Y. (2012) ltclationships bct\\ceD brand a\rnre[css
and onlinc ryord-of-mouth: all exanlplc of oDlinc gaming conrmunit\'.
Itlt. J. ll-cb Bosed (-oittnrl,?r7rer. Vol. 8. No. 2. pp 177-lS5

Biographicnl notes: Shu-Hsicn Liao is a Prolessor tlt thc l)cpartl ent ol'
Manaaemcrrt Sciencas. Tamkang Uni\crsit\. Tai\au. lle recoi\cd his PhD
lrour Operatio[al Research/Slslcm Group of Busalres! School. llDiversit\ ot'
Warwick. UK. llis publicatiots haYc appcared i1 tllc f.ut-opeun Journdl o/'
Operatiafial Reseatch. Decision Support Systens. hlJb jdtion Scien(es.
,lnnals of Operations Research- Jo tnal of tlle Operutionol Resetn.ch
Societ). Journal ol lt{oniotion Sciences- IEEI- Trallsactbtrs o Srtte,,s.
llan. ancl C'bern?tics Patt C: ,lpplicdtians oncl Rctter'.\. Sdi (-aDp ini.
E\perl S|sle ts I ith -lpplicatians. ltldustt'i.tl llu'lietitlg .\lLnoge knt.
Ihe lntcr,lotiotl.l .lournal of Hu,kfil Reso r.? \l.u,(tgt,tntlnt. 'lokl
Qualit .lknngenrnr n'1d Dusite$ L.trcllence. Ootcrnn,:nt ltllo.Dt. to
Quarrerh. Technorarian. lntetn.ttiondl Jourrul oJ Contilr itlg Lngtncurng
Dducotion and Lili!-Long Leotning. a\(l Space Polic.\'. llis culrcnt rcscarch
illteresls arc in decision thcon'. inlbm]ation nranaqenrcnt- decisi(D suppon
systems. kno\yledge rranage lent. electroflic conrmerce. busincss intelligencc.
data nli irlg. technology atlagemcnl. and supply (dcnland) chflilr
managcnrent.

Chih-(hualg Wu is an Assislant Pof€ssor of I]tsincss Manasentcnt
Departmelt. l_atung UDiversil). She reccived her PhD liont the Crallnllre
School of ManaecmcntScicnces. l'finkanll Univ.rsit). lai\\aD

Retro Wido\ati is a PA al thc Depa mcnr of Nlana.scn)ent. tlni\crsills
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Scienccs l turkans tlltiversit\' -l 

ai\\'an

lnlroduction

As the internct continucs to gro\v world\\ idc. intemct-bdscd chirnrrcls ha\c beconl(
incrcasingly important fi)I comn]unication. As a result. online communities ol n1ilr))

fbrms and for various purposes halc develupcd and ha\e enablcd people to \\ok.
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socialise and entcrtain thensclves, Online conrmunitics havc bccn onc ol thc shatcgic'
emploled to incrcase ctrslomers' lolaltl r'cccntll. l\lan\ c-contmclcc conlpilnir:
launch comnrunitics as a busincss nrodel in electtotlic narkcts. Spccilicall),. onliltc larn.s
halc become a killer application of onlinc comnrunities- rrhich are scen as irr
enteltainncnl connunily bccaLrse thc), alloN users to indulgc in 1'aniirsl,arrrl bc

entefiained. ln the communitl ofonline games. users can perlbrm a spccial role. interact
socially and exchangc inlbnlration. Peoplc rvho inlemcl even crcatc their o\\n viflua]
\\orlds.

According to thc Intcr'rational Data Colpolation/'l'airvan. 2008 (lDC). in rvorlchriclc.
the total revcnue ofonline games has increascd liom US l9 nrillion dollals in 2001 to t S

I50 million dollars in 2007. ard the compler annual gfo\\lh mte (CIACIt) Iiom 2001 1(l

2006 rras 49.9%. This relenuc is erpected to increase to LlS,ll0 nrillion dollax b1 2011.

anrl the compler annual growth llor]r 2006 to 20ll to be 22..1%. l'lasl Asia accountc(l li)r
.16.6% ol'the global rercnue o1 2006. including China. Soulh ol Korca- l.ai\flr.
l-long Kong. and Singapore. lbr the lar-eest online game rnarkct. Nol1h ol'Amcrica.
Luropc and Japan. accounted tbr 31.27o. 15.3% and 6.9% ol'lhe gbbal lerenue ot 200(r.

respcclivel), In addition. tlrc total numbcr ()1'global onlinc ganrc plal.cts increascs liorn
91.2 rnillion in 2001 to 242 nrillion in 2006. ancl the complcs annualero\\th lionr 2001 ro

2006 is 21.6%. l:uflhcrmorc. the number ol onlinc -sanic plit)crs is e\pcctcd to l)c

increased to 328 nillion b) 2011.
One ofthe n1ost popular onlire games. World of Warcrali. has nrotc than l0 tnillio|

global mcmbels. nraking it the largesl ntassirc multipla;cl onlinc rr)lc pla-'ing E;rlr.
(MMORPC) by Januarl 23. 2008. World ol'Wa|Crali $as the lirst onlirre gamc lionr ol'
Blizzard Enlenainment. Based on historical background ol'\\'rr{rali- il has nlost popullr
players in Tairvan. sincc Nor'. 2007. 'fhelelbfc. lhe players in World ol'War'( rati arc thc

samplcs ol'this study.
Man! researchers havc rlidely cxplorcd otrline comnlrrnities (Balosubramanian and

Maha.ian- 2001: Kaldalas et a1..2003). Horrercr. online cnl.flaillmcnl conrnrunil) hiri

selclom bcen addressccl: espcciall)' in the investigation of onlirrc gaming comlrlunilics
markcting thctols and consumer beha\ioLrr (Doughtl and O Coill- 2008). An issrrc ol'
paflicular interesl iD this stud],is in determining whother there are sonrc relalioDshiPs in

online game consumer model bel\l,er:n marketing f'actols and bcha\ iotrr. ancl il'therc irr'c

rclationships. in understanding the reasons lbr thcso relalionships. On lhe othcr hand.
yimual brand conrmunities arc increasing thcir inrponance da) b) da) duc to lhc l'acl lh l
miln) coDsLrmers are usir'rg brund inagc 10 conlact collsllmcrs. Casalo ct al. (2010) lbtlnrl

thar consumcr pa(icipation in thc acti\itics caricd out in a r irtrritl bland contnrunitl nral

enhaDcc consumcr lo)allt,to thc hrand arounci \\tioh thc oomn'tunitl is centrcd llrtrs.

onlinc lilm has 10 implemcnt some aclilitics in tenrs of derclopitrg ancl maintainittf it.
brand strenglh on the !irtLLal communit).

Accordingll. in case of online gaming communit). lhis sltrdl proposcs i)

theorelical model aDd vcrilics thc relationships hcl\\'een brand a\\rrclless. cLtslomcr

lalue. customer repurchasc. antl onlinc l\ord_ot:nloulh, 'lhtls. lhc siruclurnl

cqualion modelling is coDst|Lrcled based on 280 queslionnaircs fiom plil) cls of Worll ol'
\\'ar'(lali in'lairvan. l'hc resl ofthc afticlc is organis.d as lbllorrs- Scction 2 re\ic\s
the litcratLrrc. proposes h) polhescs. ilncl illuslratcs a rese.lrch lllall. ScclioD .l

proposcs melhodologl. inclucline resealch lianrervotk. measurc. and sanrpling. Section I

dcsclibes rcsearch rcsults. Sectiorl 5 discusscs rcscarch linclings nnd irnPlicali(nls

Finall). Secrion 0 conlxins hricl'conchrsions.
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2 Literature and hypotheses

2.I Brlnd aw,areness

Hoyel and Brorvn (1990) NO'IE that brand arvareness al:l'ects custonler choice dccpl1.
aid suggest that bmnd arvareness is the llrst considemtion in custonlers' purchase
selections. Keller (1993) indicates that brand aNareness rcllccts the intensitl of br.ancl

nemorl linkage. and the identitlcation of brald difference in customers_ This sa).s thal
btand arvareness will be a slron!: linkagc in customers' ule lrol.\. Or thc othcr llalal.
Aaker and Keller (1990) find that well-knorvn brands rvith good r.cputatior will pronrote
the loyalty and a clear image in customers' mind. This stud] adopts thc dellnilion {ionr
Baldaufet al. (2003). and deflncs br-and arvaleness as thc abilit)- ol'cusloners to identit\
or recall specilic brand characteristics. Measuremenl ilems arc liotrl Yoo e1al. (2000).

2.2 Custoner tulue

Customcr value is the evalrratiot'r of enlire prcducts satisf'actiolt to custolrcl.s cc(l
(Arnrstrong aDd Kolter. 2000). Dodds and Monroc ( 1985) consider thal cUSlomer valUe is
related with customel prel'erences. Barnes (2001) suggesh dillererll lbrms 01'custonrer
value. rr,hich inclucles prodrrct-plice value. access convcnicnce valuc. choice-based valrrr:-
ernployee-based valuc. inJbrmation value- association valuc. cnabling value. rclatiorrslrilr
value. surprise value. and comn'lunit) value. These values are all specilic anil clcarll
deflnitc. Park ct al. (1986) classili, three cuslomer.valuos inoludiig lirnctional nccds-
erperiential needs. and s)'mbolic needs. This stud) adopts Purrk cl al. (1986) lor
nreasuring custoner value. and use three dinrensions lbr designing qucslionnairc itEms-

2.3 Repurchase intensiotl

Repulchase intentioD is a tcndcnc), ol' customers to bu) cerlain proclucls (Dodds a d

Monloe. 1985). floward (i977) points that ifcustolllcrs pur-chase ntore ofsomc specilicLl
brancl products or sclviccs. alld reccires nore positivc value. they ltar e Irigher rcpurchasc
intention. This slud)' adopts the delinilion ol'Tsiros and Mittal (2000) fbr r.epurchasc
intension mcasurement. as the probability ol repurchasing products o1'the same brarld-
Irollouing thc lsiros and Mittal. rve designed live itens to nleasure conlent loI sc|riue.
content of gane. payment mcthod. game communities. and pr.ice base on thc chamcters
ofplayen.

2.1 ()tline u,ord-o/-nrnth

Word-ol'-mouth cornnrunicalion is the lnost impotant inlbrntalion sou|cc in oustonlcrs'
daily lif'e (l(iel alrd LalotD. l98l; Udcll. 1966). Engel er al. (2001) mcnrion lhe
'post-purchasc bchaviou concept to indicate $,hethel customers ltcl satislled or lol
alier purchasing prcduots or services. This lead to one kind ol'behaviour. called thal post
purchase behaviour'. Salisfled customels rvill rcpur.chase. and beconrc brand-lo1-al bulcrs.
They may also recommend thc ploducls or serviccs to othcrs. On thc contrarJ,. cuslonlers
nlay Dot r-epurchase or even complain to others when the). are not satislicd.

L)Lle 1() the internet. openncss ol' comm un ication has c\panded bclond lace Lo lacc.
B\ the convenience and elllcts of digital data- onlinc \!or.d-ol'-mouth is nror.c ctjccrirc
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rcduce the tine comparing altematives lbr customers- Thcrelbrc. customers are willine k)
pa1 a premiunr rvhen pulchasing products rvith high lrrand a\ratloess. Baldauf et al.
(2003) find that brand auareness all'ects customel valuc positilcl1 in a survc) ol'
J54 managers in China. 'l herelbrc tltis study proposes thc lbllo\ving rescarch hlpolhescs:

I13 Brand a$areness all'ects custontcI \aluc positivcl].

2.5.J Brand cnyqreness and repurchcrse intentian

Brand a$,areness replesents the strong linkage and imprcssion in cuslonrers' memor_\. Ill
nrany dimensions ol'bmnd aTvarencss. brand perception is the idcntilication ol'seein.e. i1

befbrc considering brand dctails (Keller. I993). IIigh brancl arvarencss usually reprcsellts
recalling thc brand rvhcn secing sonre product. As the braDd recalling liccluencl incr.-ir:c-
there is a grcater degr'ee oI' brarrd ar\ afencss. Brand aN arcncss sl| onqh all_ects custolrcr
choices. and it may be thc most inrpofianl consideration in customcrs'minds \\hcl] thc)
purchase products (llo1'el and Blorvn. 1990). Accoldingly- elcn \\ith lack ol pricc
pronrotions (reducing purchase attracti\ cncss ). custoDrcrs alc rrilline to rcpulchusc
products with high brand awareness.

ln the pas1. many studies havc sho\vn that brand arvarencss has a po$erlirl influcnce
on the choices ofconsuming and repurchasing (Hoyer aDd Bro\\.n. 1990: Macdonald arrd

Sharp. 2000). Also. pasl literaturcs merti(',ncd lhat hland a$,arencss indilectll afltcts
repurchase i,rlcrltion through cuslolller \.aluc and saListilclion (B!ldauf ct al.. 200-i:
Pctlick.2004: Chiou ct o1..2002). Kanrins ancl Marks (1991) consiclcl th l cuslonrcrs
shoN more purchase intention ifthc) are morc l'amiliar rrith a ccrtain brand.-l'hercfirfc
this stud), proposcs tl'rc lirllorvirrg rcscatch hT'potheses:

I14 Brand arvareness ailccts repurchasc intcntion positi!el),.

2.5.5 Customer r)alue and repurchase intenlion

Valuc can rcpresent a kind ol accrrnrulation ol long-tcr'ul a\peridncc- \\hich ltas ltcrt
con\cned to a rierrpoint or penpccti\e- and is a kel lictol in purchasing or
repurchasing. Dorvling and LlDcles ( I997) notc thal fbr a busincss lo succeed. and it fiu\l
reintblce the olelall valuc of plodircts and scrvic,s in conrpetitivc rrrarkcts. Sirolri ct ul.
(1998) also think that customcr '\'aluc allbcts rcpurchasc intention positiyel). 'lhcrclirc

this study proposcs tlre lbllorving lcsearch lrl potheses:

l-15 Customer value af'lects repurchasc intcnliorl positivcl).

2.5.6 Repu-chase intention ond online v'ord-ofnoulh

It has been slaled thinks that doublc purclusing or lepurchasing is the nlost impol.larl
critcria tdr measuring thc lolaltl of products or scr\ ice (Rust et al.. l99i).'lhis slud)
separales loyalt) into t\vo dimensions. including r-cpulchase intention and

word-of:mou1h. and estlblishes t\!o hypotheses in order 1(] underst2md the tclationshilr

behveen them t\\o. Suppo ing this. Pet!ick (2004) finds thitt tcputcltasc inlcntion all.cts
\vord-of:.mouth positilel) in 792 tourists. Oh (2000) also linds lhal repurchase intcnliol
is colrelated \\ith word-ol-nroufi disseminalions in tourisls. Thus lhis stltd) proposcs Lhc

fbllo\ring research h) pothcscs:
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II6 Replnchase intention and online word-ol mouth positivel)'.

2.5.7 Brand ay,areness, cLtstomer yalue, repurchose intention, andonlinc
word-of.nouth

r83

Brand arvareness is the strong linkage ol irnpression of brand in customers lnellor.\.
Customers can more easily ha!e a positive evaluation ofpfoducts \vhen thc) can idenlil-\
a brand or logo. Wiftz and Mattila (2004) state that satisl'action al'fecls repurchusc
intention and word-of'-moulh positively. Othel studies sholr that business should link the
customer value and clrstomer satisf'action (Oh. 2000: Woodfufl'. 1997). Both Oh (1999)
and Petrick (2004) tind that customer valLre. r'epurchase intention. and rvord-ollrnoulh arc
positive related. Thus.lhis study proposes thc follo$,ing research hl,potheses:

H7 Brand awareness afl'ects repurchase intention through cLlstoner !alue.

H8 Bmnd awareness af]'ects online rvord-of-mouth through customer value.

l19 Brand awareness all'ects online rvord-ot'-mouth through customer value and
repulchase intcntion.

Accordingly. this studl assembles the pter,ious literalure inlo a rescarch rnap. as sho\'n in
Figule 1. By doing so, it is possiblc to cxamine the lelationslrips among brand awarencss-
customcr value. repurchase intention. and online word-of-n]outh.

Fig[rc I Research ap (see online version f_or colonrs)
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Figure 1 shorvs that therc arc many studies relating oustomcr lalue and repurchasc
;nlention: as \vell as bciwcen repurchase inlention and online $.ord-ol'-moULh.
But there are l'ew stLldics relatirg brand a\\areness and customcr value: cuslomer \aluc
and online rvord-of'-moulh been lirund. In addition. this stuLll tlnds that rhe
relationship among bland a\varcness and repurchase intcntion: brand aNateness alld
online word-of'-mouth arc cvidenced by adicles onl! indirectly in liigur.e l. Therefbrc.
this study investigales thc rclationships among brand a\!areness. cUslonler \alUc.
repurchasc intention, and online rvord-of'-mouth. and verifies the research fiamervor.k and
hypotheses.

Me{hodology

Research .fi'amework3.t

This study prirnarily explores the lelationships among brand a\larcllcss. cr.lstollrer valuc.
repurchase, and online rvord-of-mouth. Amon_q these variables. *e discuss thc
rclalionship bet\\,een brand arvaLeness ard r-cpurchase. and lhe samc between brand
arvareness and online rvor-d-ol'-mouth fiuthel regarding cLrstolner Yalue as a mediator..
Base on a literatute revierl. this studl, constructs a reseatch liameuork ns shorving in
I)igulc 2.

Figure 2 Rescarch lianrcwork

3.2 Measures

Table I lists the operational dellnilior'1. numbers of items. ancl thc original sor.rces ol'cach
variable.

This questionnaire includes items fbr filur nlain research \,ariablcs and clcmoglaphic
oncs. Dernographic variahles contain gender. age. education. occupation. disllosal inconrc
per monlh. and linlc availablc to play garnes per week.

Customer Value
rlunctional
.symbolic

.experiential
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Table I Operational dctirrilion ofvariables

I85

Dit et6ian Apetational delnitions
Brand

Cuslonrcr

Pnrchasc
intcrllion

Onlirre

Flnlclional
valLrc

Yoo cI al.
(2000)

Park el al.
(1986)

'lhis stod)

Zcilhanrl
el al.

( 1996 )

Experientjal
value

Synrbolic

Ability ofcustoDers to ideDtit'), or recall
specific bra d characteristics. svmbol.
logo, aDd inrage

FLmctional nceds are thosc that motivale
the searcb for producls to solvc
consunrplior-relatcd problcms (e s.- sol\e
a current problem. prcvcnt a poteulial
problem. re- solvc conllict. restruclurc a

lrustmljng sitlrati(m. see Fennell. 1978)

E\periential Deeds are desires for
products that provide sensory plcasure.
veriet),. and/or cognilive slinrulalion

Slinlbolic nceds are desires lor products
that [rlfil internall), generated needs l'or
scl[-cDhanccmcnt rolc position groLrp

nrembelship. or ego idenlrficalion
Thc possibilit! ofcustonrers !o
rerurchase the salne brand prcducts.

A kind olcLrstomcr behaviour that displa\
one's o\tn or others experience o1'

corlsunliig products and the perccplioDs
ofiDleractiDg actively aDd positivel) with
firDrs via electronic media.

Noie: All itenls $,ere measurcd on 5-poirrt l-ikerltvpc scales. \\'ilh anchors o1_

I = strongly disagrec aDd 5 = strongly agrcc

3.3 Sarupling

This study discusscs thc rclationship among brand .l\r.lreness. customel ralue.
repurchase. and online rlord-ofmoulh. Online llord-ol"mouth is dissanrinated !,ia man.
intemet electronic media. Accordingly. \!e posled our queslioDnairc on the inlerncL lor
players randornly to ans\!ei. In this sl['\,e). plalers can explore infirmation. share. ancl

disseminale pla1.'ing experience easill lhcn thc) suf the ncl. which is corlsistent \\illr
this stLrdy subject.

Our samples are the pla)ers \\'ho plal'tl're onlinc gamc'Wo|ld oi WafCrati'.'fhc
qlreslionnairc was set up in the my3q tiee \ebsite bcatcd at []RL: htqr://tinyu|l.corr/
2q63n9. We also posted it on htlp://$ ww.ptt.cc/index.htm I and ad!eftised it orl

http://www.garner.con].t\\. \\,hich are two \vell-kno[n Worlcl ol-Warcrall Lroards in

Taiwan. We leceived 3,10 rcsponses liom Nor . 2007 to .lan. 2008. Attcr dclcting in\ irli(l
ones. there were a total 01'280 valid sanples.

4 Results

1.1 Sauple

Table 2 lists the stlrdy's salllple distribution accorcling 10 gcnder. agc. cdttcaliorr.

occupation. disposal inconre pel rnonth. and timc to plal. pcr \\ eek. Most pla) ers are lllalc
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(80.4%). agc l9-2,1 (50.,19/o). unirersity degree (61.1%). occupation (sludenls) (6,1.6!;).
rvith disposable incorne per.nronth bclo\ NTD 5.000 (,12.5%). and rime to pla) gancs
I I -j0 hours per u eck (,1'1.(r9lo).

Trblc 2 Dcscripti\,e slalisLics ofthc parricipaDl prcll1e

Cendcr

Agc

L)ccupatlon

Disposal i:rcone per
month
(NTD)

I-clrelc

iUrl..

Bclo\ ll
t:-18
l9-2r
l5 -i0

l7-,12
.t'l - 18

C\ cr.[9

Elemcnhn School

.luunr llrgh Schrx)l

Seniol Iligh School

Llniversit)'

Craduatc School

Strdenl

Itblic Scr\ant

N,l aD u lac tu in g

lnfi)l1nalion

Scll:cmplo)cd

Orhers

llclo\\ 5.000

r.001-10.000

r0.00 t- 15.000

ls 001-20.000

20 001-2r.000

l5 001-t0.000
(l\er 30.001

llelo\ l0

I l-10
2t-30
i I-10
I I'i0
i l-60

a)
2la

2

l

65

t0

1

I

)
s

l9
l7l
l0
l8t

l6
ll
t6

t1

ll
9

71

19

II
t8

t1

t9

71

a:i

t1
r8

tl

tq.6
,!0.1

07
2tl
50.1

)3.2

i.6
0.7

0.1

0i
0.7

lq
28.2

6t.I
1.1

6'r.6

?l
57

a/
:,1)

t2 I

.t2.5

275

6.3

l9

6t
68
)1 1

25.7

t8.9

|.1
61
l:
7.5

f_inc lo plal gamcs



1.2 Analysis

1.2.I Meqsurentent model-C FA

This study modilled thc initial model bccausc of incompletc modcl fit based on
modilication indices (Ml) values. Lorver iterr standard solution value means lorvcr
exlllains of variables; and over Ml nreans mi\ identification of itcnls. 'l'ablc 3 lists thc
tlnal model lils alier delcling somc itenrs base on these l\vo crilc[ia. Finall;'. this snrdl
deleted I item ol'brand a\lareness. 1lrrce items ol'customer lalue" and one itelr ol-
repurchase iotention in order to achieve good nodel lit.

Table 3 Indices ofmeasurement nodel

Relali arships bet\t een brand attarc ness and otll i t1c rard-o/at11out11 II]7

RepLtrchase intentian

lnitial (delete na.
1:. ti. t6)

Finat Online

lnitiol ((!erek llO'\/

c1.l

SRM R

RMSEA

NNF I

CFI

Chi-square (xr)

DF

NoImed
chi-square

0 8,t0.94

0.04,1

0 I75

0.93

0.96

47 62

l

9.52

I

0.0

0 0 I.1

I

096

)l)

0.90

0.04i

0.1 l0

0.97

0.98

t79 66

4l

438

0.97

0.027

0.059

0.99

0.96

13 60

l1

1.98

2

1.06

0.043 0.0 ti 0.0ti

0.257 0.067 0.066

0.88 0.99 0.99

0.94 r I

97.36 4.1ft 1 I

52?.
19.,17 2.21 2 20

Thus. measuremenl nodel has good ilodel fits. sLrch as CFl. NNFI > 0.9 (Hu and

Bentler. 1999). CFI > 0.95 (Bentlcr. 1995); SRMR < 0.08. bet\\'cen 0.011 and 0.027
(llu and Bentler. 1999). RMSEA is between 0.014 and 0.067 (McDonald and Ho.2002:
Brorn and Cudeck. 1993). Nornred chi-square is between I.06 and 2.24 (Anderson ancl

Cerbing. 1988).

1.2.2 Reliability

l he reliabilities (Cronbach's o) Ibr all ireasures are above the rccomrrcnded limits 0.7:
0.763-0.9ll. rvhich indicate high leliabilities (Nunnalll. 1978). Allofthc mcasurclnc l/
values are between 9.39 and 19.88 all larger than 1.96. uhich shot good convergent
rtrlidit""- in bland a\\'areness. customer valuc. rcpurchase intenlion. anrl online wold-ol-
l'r1oLrth. Table 4 lists all inclices tbr Ieliabilitl and converscr'rt raliditv.

1.2.3 Discriminant |alidily

Discrin'rinant Validity in customer valuc sl,ows good flt;ndices as Table 5. All A7r ale
lar 

-eer 
than 3.84. betrveen i 4.3 6-23.34. This shows a good disclininant validity ot modcl

(Andclson and Cerbing. 1988).
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Trble 4 Reliability and convergent validity

. FactarDtmensnn lndtcalot s
loadtng

Slandard Standa Composile
sol tion reliahilitu

Brand awareDess

Customer value
(functional)

Custol,l,ler value
(experiential)

Customer value
(sylnbolic)

Repurchase
intention

On|nre WOM

13.03 ** *

1.1 54***
t 7.84+**
I3.99+++

15.97***
16.26*:l*

9 39***
19.88'l **

l2 89**',.
16 59*+*

t6 49**1
15.13* **

17 54*++

r8.90*+*

l5 91***
t4.38***

19.64***
t9.66+**

13.18** +

17.40,,*'i

)\21
t3r
t 41

I5r
)"21
)" 61

t.8r
x32
),52
l13
i" 43

)" 93

i"ll
).3l
7. 4l
).5r
).

),21

). 3l
i"4t

0.61

0.91

0.91

0.9r

0.90

0.89

0.64

1.00

0.82

0.96

0.92
0.87

t.0l
1.04

0.9r
0.89

0.99

1.03

0.6q

0.9s

0.0s

0.0s

0.05

0.07

0.06

0.06

0.07

0.05

0.06

0.06

0.06
0.06

0.06

0.06

0.06

0.06

0.0s

0.05

0.05
005

0.7l
0.87

0.88

0.74

0.82

0.83

0.55

0.95

0.69

0.83

0.83

0.78

0.86

0.90

0.81

0.7s

0.92

0.92

0.70

0.85

0.872

0.763

0.794

0.858

0 899

0.91 I

Notes: lT lZ 1.96, at p0.05 level*;lTl>2.58,atp0.01 level*3:andlT:1.29,
at p 0.001 level***

TAble 5 Discrimtuant validity

I ,i
Customer value Unconstrained

Functional-experiential

Experiential-sy bolic

Symbolic-functioral

33.60

41.96

55.37

5(\94

17

r8

l8

18

14.36+

2t.77*

23.34+

Notes: lAX2 = The conslrarned rlrodel X - The unconslrained model 72

'* is significant: Ax2 >1.84

1.3 Structural model

Figure 3 presents the ovemll model fit and the results of path analysis which indicate an

adequate fit: t"2: 193.19, p = 0.00000, and RMSEA - 0.068. The significant standard

solution of each path is 0.88. 1.29, and 0.69 respectively. But results shou two

insignificant paths arc 0.03 and 0.18 indicating that the relationship between bland

awareness and online word-of-mouth, repulchase intention and online word-of-mouth are

not significant. Fufthe nore, the cofielation between brand awareness and repurchase

intention are negative in spitc olt-value is significant. wl,ich is conh?dicts the hypothcsis

to our model. Therefore, we test the mediation effect examination further.
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Figurc 3 Theoreiical od€l (see onlire version for colouls)

uuJiil
t---------1 '\.a.,

0:,1 irnr 
F",,/=ro*:

I

Standard StandardRelalrcn l.valtk
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Ch!SquaLe=i93.19, dl=84. P-value=o.00000, RMSDA=0.068

This study lests the lirll structural equation modelling using the r:raximum likelihoocl
method. Table 6 lists all indices ofstructural model (hypotheses testing).

Table 6 Structuml pa.ameter estinates aDd goodness-of-fitDess indices

Bmnd aware ess -+ customer
value (T )

Brand awareress -+ repurchase
intention (y2t)

Brand awareness -+ onliI]e WOM
(Yrr)

Customer value + repurchase

intention (Fzr)

Customer value + online WOM
(D;r)

Repurchase i,rteDtion r online
woM (pr,

0.88

--0.48

0.03

|.29

0.69

0.t8

0.06

0.15

0.15

0.16

0.26

0.l4

15.56*'* Suppofled

-3.23+*

0.20

8.19*** Supported

2.66** Supporlcd

1.28

4.3.I Brand awareness and online word-ofrnouth

Table 6 lists the T-value between brand awaleness and online word-o1'-mouth of 0-20

(y31 : 0.03), which is not significant, so brand awaleness does not afl'ect o0line

word-of-mouth significant positively. Therefore, the result does not suppod I{ l.
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1.3.2 Customer vqlue and online vord of-mofih

Table 6 lists the T-\,alue bet\veen cusbrner value and online \\'ord-01-mouth of 2.66
(0rL = 0.69). rvhich is signilicant. so customer value all'ects online rvord-of'-nrorrth
signiticant positivell. Therefbre. the result suppofts I-12.

1.3.3 Brand awareness and custoner valLrc

lable 6 lists the T-value betrveen brand a\rareness and customer value o1' 15.56
(y11 :0.88). which is signiticant. so brand awareness afl'ects customer value signilicail
positively. Thercfbre- the result suppolts Il3.

4.3.4 Brqnd arvareness u1d repl 'chqse intention

Table 6 lists the T-value belrveen br-ancl arvareness and rcpurchase intention ol 3.2i
(y:r = -0.48), which is not signilicant. so brand a\lareness does not a1'f'ect repuchase
intention significant positivcly. The|elbre. the result does nol support H4.

1.3.5 Customer value and rcpurchase intention

Table 6 lists tlre'l-value bctween customer value and |epurchase intenlion ol 8.19

(B,r : 1.29). *'hich is signilioant. so custorlrcr value alJlcts repulchase intention

signilicant positively. Therelbre. the resull sLrpports H5.

1.3.6 Repurchase intention and online \tord-of-moLllj

Table 6 lists the T-value behveen repurchasc intention and online word-oi.rloutlr ol- l.2li
(01r:0.18). which is not signitlcant. so repurchase intcntion does not all'ect onlinc
word-of'-mouth signilicant positi\ ely. Therelbrc. the result clocs not snppofl Il6.

1.3.7 Brand awareness, ctrstonter t alue, and reptu'chqse intentiotl

Table 7 lists the total and indirect et]ect of cxogenous laliable-brand atvateness and

endogenous variables-cLrstoner !alue. repurchase. and olline of \vord-of-mouth basc oD

L,ISREL output. We flncl the total ettect of brand awareness lo repurchase intention is

0.66. but the indilect clhct lhrcugh customer laluc is Ll4. Thcrelbre. bmnd a\varcncss

afl'ects repurchase intention tluollgh cuslolrer value. which supports ll7.

1.3.8 Brand awareness, cuslouer t)ctlue, and online u,ord-of-ntoullt

We llnd the total ellect in Table 7 ofbrand arvareness to online rvorcl-ollmouth is 0.76.

but the indirect ell'ect through customer !aluc is 0.73. Therelire. brand a\vareness al]acts

online rvord-ol-mouth through customer value. which sUpporls II8.

4.3.9 Brand avtareness, cllstomer vqltte, repLtrchase inlenliott, ond online
word-of-mouth

-l-able T lists the ell'ect ol'repurchase intcntion to onliDe \r'old-ol'-nrouth of0.l8. uhich is

not signiflcant. not supporl 116. Accordingly. this resLrlt docs not suppolt Il9.
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Table 7 Direct and irdirect ef)'ect

Endogenous

l9l

Repltrcho\e tnLnttan

EjIect EJlect El:feLt

Exogenous

EDdogenous

Brand a\\'areness

Drrect 0 88++*

IDdircc!

Tolal 0 88***

Customer value

Direct

lndirect

l_otal

Repurchase irrlentio

Direct

IDdirect

Total

0.18++ -3.23++

I 14* *,'i 7 2133*

0 66i+* l0 66*++

I 29**+ 8 l9** *

I 29+** 8 I9**+

0.03 0.20

0 7l+*+ il 74**.:

0 76*+* t3 02ii*'i

0.69i * 2.66*+

0 23 1.32

0. r8 r .28

0 t8 t2il

l5 56***

l5 56* *+

Notes: T : 1.96. at p0.05 level*: T :.58. at p 0.01 lel,el**: and'l' 1 > 3.29.
a1p 0.001 levcl *+*

1.4 Medidtion test

Firstly. the hypothesis thal brand a\vareness aflbcls repurchase intcntion positi\cl]
is signilicant irr model liom analysis (I:r : -0.48. p <.01)- *hioh does rrot

support H4. Consistent rvith Baron and Kenn) (1986). this slud) lirld( rh,l llrc

relationship between b|and a\!arencss aDd r-epur-chase intention has negative correlatiorl.

Bmnd awaleness is supprcsscd b) customer lallle. and clrstolrer value is r,'hat callctl the

suppressor.
Secondly. the hypothesis that brand a\\iareness all'ccts online word-ofmotrlh

positivcly is not signiflcanl liom model analysis (1r = 0.03. p >.05). so it does

not support Hl. Alier testing. this sludl linds the leason is that drc nct c1Lcl ol'

customcr value to online rvord-oflmouth is larger than bland a\vareDess to onl;nc

word-ol'-mouth.
1'hildly. the h1'pothcsis that repurchase intention allocts 6nlinir no rl-nl'-nrorrl lr

positivcly isDo1 signilioanl (fi.:: 0.18" p >.0i). so it docs nol supl'ror'1 I-16. lhisstrrrll
linds the net cfl'cct of cllstooler value 10 onlinc \\ord-ol:moulh is largcr than rcpurchilse

intention.
Thefefble. the relationships of brand awareness to onlinc lvord-o1'-tDouth and

repurchase intertion have positively inUucnce. But whcn ctlslomer !alue is addcd lo Ihe

model. it afl'ecls online \vord-of-mouth more slrongl) thaD brand a\\'a,eness ilnd

lepurchase intention. Ieading 1() a non-signillcant result. ln this rega|cl. brand arvarcncss

and repurchase intention rvill allect online word-of-mouth. \'her-eas thcy orc nol the main

lactor's rvhcn considering customer !alue.
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5 Implications

I FIom ernpirical analysis. custoner valuc all'ecls online rvord-of:nroulh positivel).
which is consislent uith Cruen at al. (2006). Althongh our sample sub-iccts are

diff'erent llom that work. rve find thc same conclusion that customer value positivell

afl'ects the recommendalion ofcustomers. Ptcviously. via indilecl inf'erence flom thc

research pa1h, researchers lbund customer value \rould clcatc word-o1'_mouth

through salislaclion (Pctrick.200,l: Chiou et a1..2002: llennig- l-hurnu et a1..2002:

Wi z and Mattila. 2004: Kau and Loh. 2006). llut this stlld) shoNs that customer
value and online rvord-ot-mouth arc dircctly invoh'ed in the sanrc modcl. In adclilion.

Baek (2005) c\plored online gamers prelatencc b! mcasuring their WTP
(willingncss to pay) lbr online games. More speciiicalll. dris stud) c\plores ho\\ thc

interaction attributes olan online gane all'ect customer preLrenccs b) crcatil1g

customer value. Tho|etbre. ifan online gatne lirm wants to create t'avourable onliDc
gaming word-ofmouth. il must pay much rrore attention to oustomcr value. Ftom

the customers' perspectivc. a business must realise their e\act nccds and pcrceptiorrs-

and prcvide the prcducts or service \\'hich llt customer !alue. OIrl) b) doing so. can

onlinc game lims tbstcr t'avourable onlinc gaming \vord-ol'-moLlth.

2 Research reslrhs sho\\,that custoncr value afl'ects repurchase intentiorl positivcl)
which is consistent \\,ith Oh ( 1999). Pen ick (2004) and Cluen el al.. (2006). In thc

increasing competitivc business environmcnt. any ptodtrct or scl'ricc can be copied

so that every enterprise lnust create ne\\'distinguishing lbaturcs in order to naintain
leading advantage. Thal is ne$ custon'rer value. Businesscs tnust understand

clrstomers' exact needs. and provide new customer value b)' taking ditierentiatior
stmtegy. and thus obtain the repurchas€ intention. ln these rcgrircls. strch as thc help

to customers tbr producls/services to sol\,c consunlption-related Iroblcnls. thc

sensory plcasule and/or cognitive slilrlulation. ard the sell'-etlhatlccment are possiblc

ways to clcatc and sLlstain cuslonlcr value b) online game llmls.

3 Baldaufet al. (2003) tind that bland arlareness allects custonrel value positivell
based on 154 managels in Chinese nanul'actuling 1irms. we ohlain ll'lc same resulls

in this study based on the very dili'erent sanrple. ofplayels in Wolld ol'WarCraf't
online game. So. brand arvareness is extremely in1poftant nol onl)' Ibr traditional

industries br.rt also lbr online gamcs prcducels. Aside liorr marketitrg acls. online
game lirms must creale custolllcl' value through brand a\ areness in order to build tlP

their rcputation b) sen'ice. Thus players can provide positive valuation. and prolrote

or retain their lo)'altl to onlinc ganles procluoer-s.

4 Research results show that br?rnd a\!areness does not atl'ect online word-o[moulll
positively. Nhich is not consistent \vilh thc rcsulls o1'Dsch et al. (2006). Cremlcr
et al. (2001). and Chiou et al. (2002). Brand a\\'areness does nol atl'ect repurchasc

inlention positivel). which is not consislent with the tesults ol Baldaul ct al. (2003)-

Pet|ick (2004). Chiou et al. (2002). and Wirlz et al.. (200'l). Fuflhermorc. the resulls

show that rcpurchase intenlion does not all'ect onlinc rr ot d-o f'-nlor.rth- rrhich rliffirs
fiom the results ol Pctrick (2004). and Oh (2000). Although somc authors suppoftcd

those three h) potheses in thc past with diU'erent research suhiccts (no online ganr.

players). the paths and samples in our stlrd) arc tolally dif'terent lictnt prer ioLrr

research" and so the three h}'potheses ale not sllppo ed in our model.
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In addition, afler testing this study finds that customer !alue suppresses the efI'ect ol'
brand awareness, and repurchase intenlion to online \rord-of'-mouth; brand
awareness to repurchase intention leading not supported the hypotheses. Thus. 1br

players, obtaining lLnctional. experiential. and symbolic value creates much morc
word-o1'-mouth than bmnd awareness and [epurchase intention. lhis shoNS that il'
online game tirms can satisfi the core values oftheir pla)ets. thc playcrs will be

willing to lecom,nend ancj share this with others on the online garning con']nrunil]'.

5 From eopilical evidence. this study linds that brand a\\arcrcss allicts onlinc
\\,ord-of-mouth through customer value and repurchase intentiou. This delronstratcs
the impoftant role ofcLlstomer value in oLu model. Thus bmnd a\rareness caD

provide many more advantages and much nrorc loyalt) fiom customeIs. ln these
regards. onlinc game flms can consider to creale and suslain sonle ways- such as

marketing. new product development. and customer relatior'lship iranagcmeut ill
order to keep customers' identiflcation on its brand characteristics. symbol. logo. and
image.
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