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Abstrak  

Latar belakang: Kemajuan teknologi yang semakin berkembang dari waktu ke 

waktu membuat para developer game berlomba-lomba untuk menciptakan game-

game terbaru yang menarik perhatian para pecinta game. Munculnya berbagai genre 

game mendorong tingginya niat penggunaan dan perilaku penggunaan bagi pecinta 

game sejati. 

Tujuan: Penelitian ini bertujuan untuk menganalisis faktor-faktor yang 

mempengaruhi adopsi layanan mobile game pada kelompok Generasi Z dan 

Milenial di Indonesia. 

Metode: Instrumen penelitian menggunakan kuesioner online yang dibagikan 
kepada 210 responden yang tidak lain adalah pengguna layanan mobile game dari 
generasi Z dan generasi Milenial. Proses pengumpulan data dilakukan pada periode 
Maret hingga Mei 2021. Selanjutnya peneliti menguji hipotesis menggunakan 
Structural Equation Modeling (SEM) berbasis varian yang disebut Partial Least 
Square (PLS) dan aplikasi SmartPLS versi 3.0 sebagai alat bantu untuk 
menganalisisnya. 
Hasil: Penelitian ini menyimpulkan bahwa persepsi kemudahan penggunaan, 

persepsi kenikmatan, dan kondisi memfasilitasi berpengaruh positif dan signifikan 

terhadap niat penggunaan. Kemudian hasil penelitian ini juga mengkonfirmasi 

kondisi memfasilitasi, kebiasaan dan niat penggunaan juga memiliki pengaruh 

positif dan signifikan terhadap perilaku penggunaan. 

Kesimpulan: Kami percaya bahwa karakteristik Generasi Z dan Milenial adalah 

kelompok pengguna yang peka terhadap perkembangan teknologi, terutama pada 

genre game tertentu. Bagi pengembang game, hal ini dapat menjadi pertimbangan 

untuk perbaikan layanan game mobile kedepannya. 

Kata Kunci: Layanan Mobile Game, Usage Intention, User Behavior, Generasi Z, 
Generasi Milenial 
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Abstract 
Background: Technological advances that are growing from time to time make game 
developers vying to create the latest games that attract the attention of game lovers. 
The emergence of various game genres encourages high usage intentions and usage 
behavior for true game lovers. 
Objective: This study is here to analyze the factors that influence the adoption of 
mobile game services in the Generation Z and Millennial groups in Indonesia. 
Methods: The research instrument used an online questionnaire distributed to 210 
respondents who were none other than users of mobile game services from the 
Generation Z and Millennial generations. The data collection process was carried out 
in the period from March to May 2021. Next, the researchers tested the hypothesis 
using a variant-based Structural Equation Modeling (SEM) called Partial Least 
Square (PLS) and the SmartPLS version 3.0 application as a tool to analyze it. 
Results: This research concludes that perceived ease of use, perceived enjoyment, 
and facilitating conditions have a positive and significant effect on usage intention. 
Then the results of this research also confirm facilitating conditions, habit and usage 
intention also have a positive and significant influence on use behavior. 
Conclusion: We believe that the characteristics of Generation Z and Millennials are 
user groups who are sensitive to technological developments, especially in specific 
game genres. For game developers, this can be a consideration for improving mobile 
game services in the future. 
Keywords: Mobile Game Service, Usage Intention, User Behavior, Generation Z, 
Millennial Generation 
 
 
 
Introduction  
The digital era provides convenience with various available technologies, but not all 
the latest technology can be easily accessed by the public, because this way of 
recognizing the newest technology requires time and adaptation [1]. The gaming 
industry is the core industry of the highly value-creating cultural content business. 
Based on advanced wireless communication and device technology development, the 
market for mobile content business is growing at an unprecedented rate [2]. One of 
the most popular internet applications is online games. Online games include 
entertainment to relieve fatigue from activities that have been carried out, besides 
that online games can also increase user confidence [3]. As one of the fastest growing 
mobile content businesses, many research institutes predict the mobile game market 
will grow faster [4]. The game genres also vary by offering various exciting visuals 
and sometimes even playing them requires quite capable skills. The game business is 
one of the entertainment businesses that creates high value based on interactivity and 
soul-stimulating game characters. Online games have developed because of the 
significant advances in network technology via the internet, a combination of 
entertainment and network technology [5] 
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Manufacturers, retailers, and service providers make up the gaming business. Game 
developers produce game material that enables players to play pre-programmed 
story-driven games [6]. Offline and online channels are used by game merchants to 
distribute games, and the development of sophisticated network infrastructure 
makes the process easier [7]. Gaming accessories and value-added services such as 
game platforms, game characters, and avatars are available from game service 
providers [2]. Of course, the rapid development of game content cannot be separated 
from the increasing number of users of mobile game services today. We recognize 
that Generation Z and Millennials have an essential role in the rapid growth of these 
mobile game services [8]. Generation Z likes more practical problem solving. They 
are reluctant to take a long process to examine a problem. This is because they were 
born in an instant world. Therefore, the instantaneous characteristics are very 
suitable for the need for instant services, such as the features provided by mobile 
game services [6]. Furthermore, the Millennial generation is also susceptible to 
technological developments [9]. The millennial generation is considered a generation 
that is easy to adapt to many things. They see that everything is easy to change 
quickly, one of which is technological developments [10]. Therefore, it takes the 
ability to adapt to not lag behind others, including adaptation to using mobile game 
services [11]. 
 
Several previous research results have examined and studied how usage behavior 
adopts mobile game applications. Research [11] concludes that someone's behavior is 
addicted to playing mobile game services based on users' diverse lifestyles and have 
different attitudes. The findings show that playing games is not just a matter of 
playing games on mobile devices, but a mindset that supports mobility to change the 
nature of the game from its social aspect. Further, research results [12] by using the 
TAM approach, we estimate the adoption of mobile game service usage due to the 
enjoyment of playing the game and the individual's attitude to accept the game. 
Research [9] research focus on obtaining massively multiplayer online games argues 
that continuance intentions have been influenced by perceived enjoyment. This 
condition shows that the main construction of a person's willingness to accept 
multiplayer online games is based on the convenience and enjoyment factors 
provided by the mobile game service features. Research from [13] also conveyed that 
facilitating conditions significantly shape usage behavior within a certain period. 
Furthermore, the habits that arise from within users of using mobile game services in 
everyday life are triggers for high usage intentions and will ultimately affect future 
usage behavior [14]. 
 
This research is here to facilitate previous research relevant to the substance of the 
study of the adoption of mobile game services in the generation Z and Millennial 
generation groups. We believe that the characteristics of Generation Z and 
Millennials are user groups who are sensitive to technological developments, 
especially in specific game genres. This study explores the impact of the convenience 
offered by several mobile game service applications, the implications of perceived 
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comfort when using mobile game services, additional features provided by mobile 
game services, and internal factors of users such as habits of using mobile game 
services. This construction is believed to form strong usage intentions and usage 
behaviors for Generation Z and Millennials for the adoption of mobile game services. 
The urgency of this research is to find out what factors are dominantly influencing 
usage intention and use behavior of mobile game services in terms of perceived ease 
of use, perceived enjoyment, facilitating conditions and habit aspects. It is hoped that 
the research findings will contribute to the development of the homeland game 
industry for the development and improvement of mobile game services in the 
future. 

1. Perceived Ease of Use 
The new technology is intended to offer consumers convenience and ease of 

transacting, as well as satisfaction [8]. The game application's system 

compatibility, usability, and simplicity of use are all important elements in 

the acceptance of mobile gaming services [15]; [16]. Individuals' 

performance expectations may be defined as the degree to which they think 

that utilizing the system will assist them in achieving the desired results 

(Angelina & Aswin Rahadi, 2020). Ease of use perceived by consumers 

refers to how the use of a system obtains additional information based on 

the suitability of the user's skill level and knowledge [17]. Based on the 

results of previous research [18] with the research theme understanding of 

behavioral intentions to use 3G mobile phones, it is concluded that 

Perceived ease of use has a positive and significant relationship with usage 

intention. Then the results of research from [5] with a research focus 

examining job seekers' intentions with online games as an alternative to 

finding new jobs concluded that Perceived ease of use has a positive and 

significant relationship with usage intention. Therefore, based on several 

previous research results, this study is carried out in developing hypotheses: 

H1: Perceived ease of use affects usage intention 

2. Perceived Enjoyment 
According to [19], the first researcher to explore the impact of enjoyment of 

adopting a new technology with an intention-oriented behavior with the 

TAM model explaining enjoyment is a performance consequence obtained 

when using a technology service. In adopting mobile game service 

technology, every user expects satisfaction that comes from enjoyment in 

playing the game [6]. When someone feels satisfaction when playing a 

game, then that person tends to play it again in the future, because the 

higher the perception of the pleasure that a person feels, the higher the 

intention to repurchase [20]. This situation reflects the greater the amount of 

time a person spends playing games where virtual products are sold, the 

more likely that person will buy the products offered [21]. Studies that 
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examine the relationship of perceived enjoyment tousage intention has 

previously been investigated, as in the [22] with a research focus on the role 

of enjoyment on the adoption of virtual games found a positive and 

significant relationship between the two. Then study [7] with a research 

focus on why paying premium in freemium services in free-to-play games, 

concluded perceived enjoyment has a significant relationship withusage 

intentions. Therefore, based on several previous research results, this study 

is carried out in developing hypotheses: 

H2: Perceived enjoyment affects usage intention 

3. Facilitating Conditions 
Facilitating conditions are described by the ability of a system to meet its 
needs such as expertise, knowledge, and money directed at the adoption of 
an information technology [23]. In the context of mobile game services,a 
state that reflects the facilitating process is defined as a specific state of a 
system that supports use based on user perceptions [24] and generally 
relates to the degree to which an individual believes that the organizational 
and technical infrastructure of a system has adequate facilities available [25]. 
Someone will feel in a mobile game service if there is availability that 
supports the system, such as device availability and easy-to-understand 
instructions for use [26]. According to research results [3] with the research 
context towards the acceptance model of educational games, it is concluded 
that facilitating conditions have a significant relationship with usage 
intention. More research results [27] with the research focus extending the 
UTAUT2 model based on the role of personalization in the continuous use 
intention of mobile news applications in India, it is concluded that 
facilitating conditions have a significant relationship with usage intention. 
In the context of the relationship between facilitating conditions and use 
behavior, research results from [28], examine the determinants of students' 
intentions to use a simulation game business, concluding that facilitating 
conditions have a significant relationship with use behavior. Then research 
[13] with the theme of online game acceptance research on mobile devices: 
Applications based on the UTAUT2 model, conclude that facilitating 
conditions have a significant relationship with use behavior. Therefore, 
based on several previous research results, this study is carried out in 
developing hypotheses: 
H3: Facilitating conditions affect usage intention 

H4: Facilitating conditions affect use behavior 

4. Habit 
The habit factor in a technology-based information system service is 

oriented to how individuals tend to automatically adopt behavior based on 

previous experience of use [29]. In the context of customers, habits are 

critical in the use of technology, particularly in a variety of circumstances 
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[30]. Individual routines or technology-assisted behavior are referred to as 

user habits [31]. The user's habitual construction of perceptions that reflect 

the results of previous experiences are generally associated with knowledge, 

age, and gender with intentional behavior and usage behavior [32]. Research 

result [33] with the research on the impact of gaming habits on motivation to 

achieve game goals, it shows that habit has a significant influence on use 

behavior. Further research results from [34], concluded that the habit factor 

is the most crucial element of a person to shape the behavior of the use of a 

technology in the subsequent use. Therefore, based on several previous 

research results, this study is carried out in developing hypotheses: 

H5: Habit affects use behavior 

5. Usage Intention 
Intention to use is an indicator used to measure the portrait of individual 

behavior based on the influence of the desired behavior [35]. Individuals 

who adopt a technology service will consider the impact of actual behavior 

before they decide to take action related to engaging in future usage 

behavior [36]. Therefore, use intention is a cognitive representative of a 

person to perform a specific behavior based on experience from previous 

use [37]. A person who considers the consequences of their actions before 

deciding whether or not to engage in particular activities is a component of 

the past use intention experience [38]. Research results from [39], concluded 

that the role of usage intentions in encouraging a person's behavior to reuse 

a technology service is enormous. Someone will tend to reuse due to high 

usage intentions for the experience gained while using the service. Research 

from [40] also confirmed the same results regarding the significant effect of 

usage intention on use behavior. Therefore, based on several previous 

research results, this study is carried out in developing hypotheses: 

H6: Usage intention affects use behavior 

6. Use Behavior 
Consumers who are more inclined to embrace a new technology and 
promote it to others are more likely to become adopters [41]. The frequency 
of actual use by users is reflected through the ability to shape future solid 
usage behaviors [42]. Usage behavior is reflected through the ability to 
predict appropriate behavior as long as the person can take action 
voluntarily [43]. Furthermore [44], states that user behavior reflects the state 
of a person to perform a behavior based on a willingness to try and be 
motivated to do so. If a person intends to perform a behavior, then the 
person will do it [45]. If users feel great benefits from using a technology 
service, then in the future these users will form more assertive usage 
behaviors and continue to use them repeatedly [29]. 
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Method 
Causality quantitative approach is used in this study to answer the formulation of 
research problems and research hypotheses. The process and mechanism of data 
collection was carried out from February to April 2021 and then a questionnaire was 
used as an instrument of this research which was then distributed to respondents 
online. The population choice in this study is mobile game service users among 
Generation Z and Millennials in Indonesia. The sample size was determined by 
purposive sampling method with a sample size of 210 respondents. Next, the 
researcher tested the hypothesis using Structural Equation Modeling (SEM) based on 
a variant called Partial Least Square (PLS) and the SmartPLS version 3.0 application 
as a tool to analyze it. The operational definition of this research variable consists of 
endogenous variables and exogenous variables (See Table 2). 
 
Results and Discussion 
The questionnaire was distributed online via social media of WhatsApp and 
Telegram. Social media was chosen because many of the target respondents actively 
use social media in their daily lives. Of the 254 responses received, only 210 data 
(82.68%) were considered valid for the study. A total of 145 male respondents 
(69.05%) and 65 female respondents (30.95%). Then it is known that Generation Z 
dominates most mobile game service users with 133 users (63.34%). After that, it is 
known that users who have a professional background as students dominate the use 
of mobile game services (40.48%) with the most widely played type of game being 
Multiplayer Online Battle Arena (24.76%), such as Mobile Legends (See Table 1). 

Table 1. General Profiles Of The Respondents 

Category Details Frequency Percentage (%) 

Sex 
Male 145 69.05 

female 65 30.95 

Age (years) 

15-19  64 30.48 

20-24  69 32.86 

25-29  42 20 

30-34  25 11.90 

35-39  10 4.76 

 
Occupation 

Student 85 40.48 

College Student 66 31.43 

Employee 38 18.09 

Entrepreneur 12 5.71 

Others 9 4.29 

Game Genre 

Battle Royale Games 25 11.90 

Multiplayer Online Battle Arena 52 24.76 

First Person Shooter 10 4.77 

Real-Time Strategy 22 10.48 

Vehicle Simulation 11 5.23 

Fighting Games 26 12.39 

Life Simulation Game 14 6.67 

Sports Games 21 10 
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Role-Playing Game 12 5.71 

Adventure Games 17 8.09 

Source: Data Processing Results (2022) 

Outer Model Measurement 

Table 2. Validity, reliability and R-Square test 

Variables Items 
Outer 

Loading 

Average 
Variance 

Extracted (AVE) 

Composite 
Reliability 

Cronbach'
s Alpha 

Perceived Ease 
of Use 

  0.631 0.872 0.805 

Easy to learn mobile games 0.789    
Easy to understand mobile games 0.816    

Easy to effortless mobile games 0.848    
Easy to use mobile games 0.719    

Perceived 
Enjoyment 

  0.712 0.908 0.863 

Playing mobile games is enjoyable 0.901    
Playing mobile games is fun 0.857    

Playing mobile games is 
entertaining 

0.870    

Playing mobile games is pleasant 0.738    

Facilitating 
Conditions 

  0.778 0.913 0.858 

Resources necessary to use mobile 
games 

0.875    

Knowledge necessary to use mobile 
games 

0.929    

Mobile games compatible with other 
technologies 

0.840    

Habit   0.767 0.907 0.843 

Mobile games is one of my habits 0.902    
Mobile games is quite automatic 0.954    

Mobile games are natural 0.759    

Usage Intention   0.753 0.901 0.836 

Given the chance mobile games 0.878    
Continue use in the future mobile 

games 
0.885    

Intention to use mobile games 0.838    

Use Behavior   0.741 0.919 0.883 

Regularly play mobile games 0.789    
Every day play mobile games 0.822    

Often play mobile games 0.923    
Prefer to play mobile games 0.903    

Discriminant Validity 

 Facilitating 
Conditions 

Facilitating 
Conditions 

Perceived 
Ease of Use 

Perceived 
Enjoyment 

Usage 
Intention 

Use 
Behavior 

Facilitating Conditions 0.882      
Habit 0.347 0.876     

Perceived Ease of Use 0.506 0.301 0.794    

Perceived Enjoyment 0.342 0.334 0.631 0.844   

Usage Intention 0.547 0.378 0.567 0.476 0.868  
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Use Behavior 0.435 0.437 0.634 0.721 0.610 0.861 

R-Square 

 R-square R-square Adjusted 

Usage Intention 0.433 0.424 

Use Behavior 0.429 0.421 

Source: Data Processing Results (2022) 

The value of each loading factor and AVE on the variable indicators of perceived 
ease of use, perceived enjoyment, facilitating conditions, habit, usage intention and 
use behavior is above 0.7 for the loading factor and above 0.5 for AVE. Furthermore, 
the value for each of the above reliability values obtained for each research variable 
is above 0.7 and for Cronbach's alpha values obtained values for each variable are 
above 0.60 this indicates that all research variables have good reliability value. 
Judging from the R-square value of the endogenous variables, the value obtained is 
0.433 for usage intention, this shows that the overall ability of exogenous variables to 
explain usage intention is moderate [46]. 

Hypotheses Test 
Furthermore, to prove the hypothesis testing, a significance test was carried out to 

determine the relationship between the exogenous variables and the endogenous 

variable. The significance criterion was seen from the p-value. With a significance 

level of 5%, if the p-value between the exogenous variables and the endogenous 

variable is less than 0.05, the exogenous variables significantly affect the endogenous 

variable. In contrast, if the value is higher than 0.05, it means that the exogenous 

variables do not have a significant effect in building the endogenous variable. The 

results of the hypothesis test are presented in table 3 below: 

Table 3. Hypotheses Result 

Hypoteses Coefficients t-
Statistics 

P-Value Result 

Perceived Ease of Use→ Usage Intention (H1) 0.277 4.038 0.000 Accepted 

Perceived Enjoyment→ Usage Intention (H2) 0.184 3.4345 0.001 Accepted 

Facilitating Conditions→ Usage Intention (H3) 0.344 5.255 0.000 Accepted 

Facilitating Conditions→ Use Behavior (H4) 0.100 1,634 0.103 Accepted 

Habit→ Use Behavior (H5) 0.224 4.753 0.000 Accepted 

Usage Intention→Use Behavior (H6) 0.471 7,681 0.000 Accepted 

Source: Data Processing Results (2022) 

Discussion 
Following the test results on the first hypothesis (H1), the results of data analysis 

concluded that perceived ease of use had a positive and significant effect on usage 

intention. This indicates that the ease of enjoying mobile game services encourages 
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strong usage intentions in the future. The majority of mobile game service users who 

come from generation Z consider that the current existence of mobile game services 

has met their expectations. The ease of accessing additional features in mobile game 

services has formed a paradigm that leads to justifying from within them that mobile 

game services are an alternative to fill their vacant time. Furthermore, the second 

hypothesis (H2), stated that perceived enjoyment has a positive and significant effect 

on usage intention. These results prove that the convenience factor when using 

mobile game services is very important to encourage usage intentions, so the 

implication is someone who wants to continue playing online games that spend a lot 

of time and the individual concerned may be unable to control or control it. The 

comfort factor when playing online games becomes the most important activity in an 

individual's life and dominates thoughts, feelings (always feel like doing it), and 

behavior (doing too much). 

 

The result of the next hypothesis, namely the third hypothesis (H3), concludes that 

facilitating conditions have a positive and significant effect on usage intention. In 

online-based games, facilities are often presented with content that stimulates the 

adrenaline of the players. In addition, some challenges are constantly increasing at 

each level of the game. This is certainly an attraction and a risk for people who are 

psychologically happy to seek challenges. In addition, maximum facilities such as 

television, game consoles and others are factors that cause users of mobile game 

services to intend to use them in the future. Then this study also confirmed the fourth 

hypothesis (H4), which states that facilitating conditions have a positive and 

significant effect on use behavior. This condition proves that the facilities offered by 

mobile game services are very vulnerable to the formation of subsequent usage 

behavior. If users feel high expectations for the mobile game service, they will 

automatically form strong usage behavior. Players will be brought into a new 

atmosphere that is presented through a game plot and then immersed in it so that 

they can forget for a moment the burdens that exist in their daily lives. Then the 

availability of freemium types of mobile game services, causes a high download 

spike in mobile game services and will ultimately encourage high usage behavior. 

This condition proves that the facilities offered by mobile game services are very 

vulnerable to the formation of subsequent usage behavior. If users feel high 

expectations for the mobile game service, they will automatically form strong usage 

behavior.  

 

Furthermore, the fifth hypothesis (H5) results confirm that habit has a positive and 

significant effect on use behavior. These results prove that someone addicted to 

playing mobile game services will apply long-term habits to form strong usage 

behavior. The majority of users when playing online games make them feel happy 

because they get psychological satisfaction. Most games are designed in such a way 
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as to keep gamers curious and chasing high scores, so that they often lose track of 

time and even pause for a moment. Playing mobile game online services excessively 

causes the emergence of an obsession to win and become a figure of imagination in 

the game as desired, so this is what causes the habit factor to trigger the behavior of 

its use. Then the results of this study also confirm the sixth hypothesis (H6), which 

states that usage intention has a positive and significant effect on use behavior. Of all 

the hypotheses developed in this study, the use intention factor is the most powerful 

element to encourage the formation of mobile game service usage behavior. The 

majority of users from Generation Z and Millennials think that playing mobile game 

services makes them feel better and will eventually eliminate boredom from within 

themselves. The majority of users think that playing games can escape from the real 

world to another world they want. This is characterized by players who sometimes 

get lost or feel like they are in the world of the video game which is present in the 

game story itself and also gives a feeling of pleasure. This is what triggers strong 

usage behavior to adopt mobile game services continuously. 

 

Conclusions and suggestions 
This study confirms that the six hypotheses developed are acceptable by showing 

significant results between perceived ease of use, perceived enjoyment and 

facilitating conditions on usage intention and significant results between facilitating 

conditions, habit and usage intention on use behavior. Furthermore, based on the 

characteristics of the respondents, it is known that Generation Z dominates the 

majority of mobile game service users with a total of 133 users (63.34%). After that, it 

is known that users who have a professional background as students dominate the 

use of mobile game services (40.48%) with the most widely played type of game 

being Multiplayer Online Battle Arena (24.76%). This research illustrates that 

Generation Z and Millennials can well receive the acceptance of technology in the 

form of mobile game services. The availability of game services, free and without 

paying any service fees, makes mobile game services one of the prima donna choices 

for users to fill empty time in everyday life. Suggestions for further research to 

increase the number of samples that are able to represent mobile game users as a 

whole and for further studies to use other approaches in predicting mobile game 

usage behavior, for example with the TRA, TPB, and UTAUT2 models. 
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