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Abstract
Since the pandemic, a greater flexibility to work and study from home led to increased 
opportunities for online gaming. This resulted in the resilience of the online game industry 
in times of weakened individual purchasing power caused by the economic downturn. 
Following a new trend in customer behaviour to invest in better game play experience 
and performance, revenue from the online game industry reached new heights, particularly 
revenue from the purchase of viqueryrtual items. Therefore, it is crucial to investigate the 
repurchase intention of gamers towards virtual items. This article reports on the compari-
son of the effect of aesthetic design towards overall perceived value and gamers’ satisfac-
tion among console and mobile gamers using the Stimulus-Organism-Response Model. 
In addition, findings highlight the relationship between the overall perceived value and 
user satisfaction toward the repurchase intention of virtual items among online gamers. 
A cross-sectional study involving a snowball sampling method was conducted to collect 
data online from 498 respondents. Results from Partial Least Squares Structural Equation 
Modelling (PLS-SEM) supported all hypotheses for direct effects. For the MGA analysis, 
all hypotheses were supported except for the relationship between perceived value and 
repurchase intention which showed no significance difference between console gamers 
on mobile gamers. All other hypotheses show that console gamers have a strong effect 
compared to mobile gamers. Therefore, the study contributes to online gamers’ behav-
ioural literature, while providing online game developers with meaningful information on 
appropriate strategies to support the repurchase intention of virtual items.
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1 Introduction

With its revenue escalating throughout the years, the video game industry is steadily grow-
ing into a primary entertainment business (Macey et al. 2020). According to Wijman (2022), 
video game market revenue reached over USD 200 billion worldwide with USD 96.3 bil-
lion generated within the Asia-Pacific region. In Southeast Asia, Malaysia’s game indus-
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