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Abstract

Background This study aims to predict that donations through play will be different from usual
donations, because massively multiplayer online role-playing games(MMORPGs) are play for fun.
The purpose of this study is to investigate the influence of the perceived fun variables of donation
items on the intention to continue in-game donations via the player's donation utility.

Methods World of Warcraft, which has been steadily providing in-game donations since
2009, was selected as the experimental game, and an online survey was conducted to players who
experienced World of Warcraft. We analyzed the impact of the fun elements of Warcraft donation
items(pets) and player’s donation utilities on in-game donation intentions through regression
analysis.

Results Among the perceived fun variables, the sensory and imaginary variables had a
positive effect on maintaining donation intention. The challenging variables had a positive effect on
the demonstrable and emotional usefulness of the player, while the social variables had a positive
impact on the demonstrable donation utility. The imaginary variables positively influenced the
intention to continue donation through the intervention of the player's donation utility.

Conclusions World of Warcraft's donation items(pets) allowed us to continue in-game donations
from 2009 to present by applying in-game fun elements with no separation between the game and
in-game donation activities. By considering the sensory and imaginary fun variables and the player’s
demonstrable utility on the process of designing in-game donation items, we will be able to draw
consistent and positive in-game donations.
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Figure1 Donation items(pets) : Pandaren Monk, Brightpaw, Mischief
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Figure 2 Research model
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Table 4 Correlation by Factor

1 2 3 4 5 6 7

o4 42 1

E=ESES] .706** 1

cee 636 .690** 1

Are1H .653** .738%* VA Va. 1
J|RES THAH 507 .653** 578 .708** 1

M .382%* .533* L4437 4564 .603** 1
TR A& O TIR/EA 469% .339** 5447 4164 471 .299** 1

YEEATE0.01 +EOM FOIFLICHYS).
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Table 5 Regression Analysis of Independent Variables and Parameters

S OH7HH 4 BZESIE HERY 3k pak R
Molea  zzH JEE8 0116 -0.460 0.647 0.541
R dak 0.128 2.108 0.039
A 0.114 0.529 0.598
JUEES 0.111 3.585 0.001
Molga  zz J2E8 -0.050 -0.335 0.738 0.299
cay  OMA 0414 2.436 0.017
A 0.118 0.755 0.453
AFEIE 0.099 0.596 0.553
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