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ABSTRACT

Character identification is illustrated in terms of game players’ altered self-perception
during gameplay. Research has shown that players’ identification with game characters
resulted in game players aligning their attitude with game character. This study
investigates the relationships among control, ownership, character customization,
identification, flow with game charater, and the impact on game players behavior toward
item purchase and play intention. Empirical results showed that character ownership and
character customization significantly predicted use-character identification, but the impact
of character control was not supported. In addition, the positive relationships between
identification and flow was supported.
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[Table 1] Construct & Measurement
Cons
Item
—truct
al. I can personalize my character
CO a2. I know how to effectively control my
[29] character
a3. I an adapt at managing my character
ow a4. The character game belong only to me
[19] ad. I want to own the character in the game
ab. The character is nothing but an alter ego
a7. I can customize my character
CU a8. I can match character’s outfit in color and
[30 style
-31] a9. I can differentiate character looks from other
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al0. I consider game character as my other—self
D all. The goals of character became my own
(32 goals when I play
33 al2. I feel like the game character when I play
al3. I take game character as my equivalent
~being
al4d I am absorbed in the game
FL al5. I don’t know how time flies when I'm
(34] playing the game
al6. I forget all about the outside world when
I'm playing the game
al7. I intend to purchase game items
PC o . L
[35] al8. My Wllhr_lgness to buy game. 1tems_ is hlgh
al9. The likelihood to buy game items is high
IN a20. I will play the game
a2l. 1T will prefer this game over other games
[32] ’ . . .
a22. 1 will continue to play this game
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[Table 2] Reliability and Validity

Cronbach’s Composite
Construct Alpha | Reliability AVE
CcO 0.817 0.885 0.723
oW 0.757 0.854 0.666
CcU 0.881 0.926 0.807
D 0.916 0.941 0.799
FL 0.874 0.923 0.799
IN 0.953 0.970 0.914
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[Table 3] Confirmatory Factor Analysis

Cons Item Co_effl T-value | p-value
—truct —clent

al 0.904 29.944 0.000
CO a2 0.925 37.811 0.000
a3 0.704 7.835 0.000
a4 0.631 14.095 0.000
ow ad 0.899 68.562 0.000
a6 0.890 73.314 0.000
a7 0.890 56.295 0.000
CU a8 0.906 61.929 0.000
a9 0.899 31.887 0.000
al0 0.899 85.199 0.000
D all 0.897 79.073 0.000
al2 0.866 52.295 0.000
al3 0.913 99.750 0.000
al4 0.853 45.248 0.000
FL ald 0.914 108.809 0.000
al6 0.913 91.308 0.000
al7 0.957 137.535 0.000
PC alg 0.960 167.497 0.000
al9 0.951 125.514 0.000
a20 0.936 122.029 0.000
IN a2l 0.945 118.174 0.000
a22 0.944 119.857 0.000
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