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Abstract

This study investigated the correlation and mutual effect of the “game
attribute-personal results-target value” of gamers and constructed a value structure and
value clusters for gamers from the viewpoint of community online gamers. The research
results showed that gamers obtain personal results including friendship improvement,
missions and difficulty challenges, stress release and relaxation, and game motivation
elevation from game attributes including communication interaction, simulated
scenarios, mission design, and animation effect to pursue the joy of life, sense of
fulfillment, sense of security, and warm internal personal relationships. In addition, the
joy of life and sense of fulfillment are the most and second most valued clusters in
gamers among all four value clusters. The significance of correlations and mutual effect
among all factors varies. This study found that these findings not only facilitate game
developers to improve game design and marketing strategies, but also help them

enhance corporate value.

Keywords: means-end chains theory, social network games, hierarchical value map,

value cluster
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Total C1 C2 C3 C4 C5 C6 C7 C8 C9 C10C11C12V1 V2 V3 V4 V5 V6 V7 V8 V9

Al 41 1 1 3 1 2 3 2 28

A2 24 5 7 1 2 7 1 1
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A4 12 2 3 5 2

A5 33 7 3 1 2 5 4 4 2 4 1

A6 7 1 6
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