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ABSTRACT

Mobilegameshavebecomeonlineleisureandcommunicationactivities,soinrecentyears,different
generationplayershavegraduallybecomemoreinvolvedinmobilegamesandthemarkethasgrown.
Onlinestreamingreferstoentertainmentandcommunicateintheformofareal-timebroadcaston
the internet, such asmobilegamingappswhich create aone-stopgameaudio-visual interactive
onlinemarketingandsocialmedia/networkplatforms.UsingamarketsurveyonTaiwanplayers,
atotalof1,020questionnairesdataareincorporatedintoarelationaldatabase.Bigdataanalytics,
includingclusteranalysisandassociationrules,areusedtodeterminegameplayers’profilesandtheir
preferencepatternsandrules.Usingclusteranalysis,theauthorsdivideTaiwanmobilegameplayers
intothreeclustersandthenfindeachgroup’sprofiles.Inaddition,thisstudydevelopsarule-based
recommendationapproach,associationrules,forinvestigatingmobilegamesplayers’onlinestreaming
andpurchasingbehaviorsintermsofonlinemarketingrecommendations.
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INTROdUCTION

Mobilegamesoftwareisexecutedonamobiledevice,suchasamobilephone,tabletorahand-held
gamingdevice.Becauseofthepopularityofmobiledevices,mobilegameshavequicklycapturedthe
electronicmarket(Browne&Anand,2012).Similarlytoamassivemultiplayeronlinegame(MMO)
onadesktopcomputer,mobilegamedevicessupportonlinemultiplayergames(suchasPRGand
co-fightinggame)orsingleplayergames(match-threepuzzlegame)(Feijooetal.,2012).Agood
adhesionstrategygetsthemostoutofthecrowdbymakingtheplayerstayaslongaspossibleinthe
mobilegame(Laine&Suk,2015).Usingmainlinetasks,emergencyreplicas,gamesandservice
design,samsaraandhelllevelsandothergiftsorrewardsmeansthatplayerstologintothegame
manytimesaday,thegamesinfiltrateeverymomentofdailylifeandmobilegamesbecomedaily
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necessities,reducingthepossibilitythatplayersarelost(Chang&Chin,2011).Withthepopularity
oftouchdevicesandwirelessnetworks,movingonlinegamesfrombulkycomputerstolightweight
mobiledevicesallowsplayerstobeonlineatanypointintime,makingiteasyorevennecessaryto
participateineachtask(Penttinenetal.,2019).Whenthegameistiedtoasocialnetworksuchas
Facebook,themobilityofthegameisincreasedandonlinestreaminggamingandsocialnetwork
activitiesbecomeubiquitous(Evans&Saker,2019).Stressreliefandtheneedforentertainment
alsocreateaninstantaneousreactionandfocus.Mobilegamesalsogiveplayersself-confidencerole
(Balakrishnan&Griffiths,2018).Mobilegameshavebecomealeisureandrecreationactivity,so
inrecentyears,differentgenerationplayershavegraduallybecomemoreinvolvedinmobilegames
andthemobilegamemarkethasgrown(Civeleketal.,2018).

Onlinestreaminghasbecomeincreasinglypopularwiththeavailabilityofbroadbandnetworks
and the increase in computing power and electronic distribution (Wang & Nadda, 2015). Only
electronicmediaandenterprisescanbebroadcastandinformationsystems(IS)isavailabletogeneral
Internetusersandfamilies(Al-Weshah,2018).Onlinestreamingreferstoentertainmentintheform
ofareal-timevideobroadcastontheInternetonanonlineaudioandvideo(AV)platform(Payneet
al.,2017).Mobilegamingapps,suchasYouTubeGamingandGooglePlay,createaone-stopgame
audio-visualinteractiveonlinestreamingplatform.Mobilegamingappsalsoprovideasocialnetwork
withamechanisminwhichplayers,moderator,fansandwebcelebritiescaninteractandchatonline
inrealtime(Koukopoulos&Styliaras,2013).Mobilegamingappsallowplayerstosupporttheir
favoritegamersthroughinteractionsbetweenplayersandmoderatorsinarealstreamingenvironment.
Thesponsorshipfunctionforprofessionalplayersandadvertisinggeneratedifferenttypesofincome,
whichimprovesthequalityofcreation(Hasanetal.,2018).Gamesusingatraditionaljoystickor
videogameconsolesallowplayeralliancesandinteractionbetweenmobilegames.Mobilegaming,
onlinestreaming,socialnetworksandonlinepurchasesare technologicaldevelopments thatgive
onlinemarketingopportunities(Hsiao&Chen,2016).

Personalizedrecommendationsystems(PRS)usetheuser’sinterestsandpurchasingbehavior,
torecommendinformationandmerchandiseforusers.Withtheexpansionofe-commerceand
thenumberofgoodsavailableonline,customersrequiretimetofindthegoodsthattheywant
tobuy(Chang&Jung,2017).Browsingofalargenumberofirrelevantinformationsources
and product processes means that consumers experience information overload. Therefore,
PRSwasproposed(Modarresi,2016).Apersonalizedrecommendationsystemisahigh-level
business intelligenceplatform thatusesmassdatamining to allowe-commercewebsite to
provideacompletepersonalizeddecisionsupportandinformationserviceforitscustomers
(Xuetal.,2016).Therecommendationsystemforashoppingwebsiterecommendstheproduct
forthecustomerandautomaticallycompletestheprocessofpersonalizedselectionofgoods
tomeet thepersonalizedneedsof customers (Guan et al., 2005).Themain algorithms for
e-commercerecommendationsystemincludeassociationrule-basedrecommendation(Santos
etal.,2018),content-basedrecommendation(Zhengetal.,2018)andcollaborativefiltering
recommendation(Xiaoetal.,2018).Thebiggestadvantageofpersonalizedrecommendationis
thatitcollectsuserdataandmakespersonalizedrecommendationsforonlineusersbasedonuser
characteristics,suchasinterestsorpreferences(Lee&Brusilovsky,2017).Inanincreasingly
competitive environment, personalized recommendation systems can retain customers and
improvetheserviceofe-commercesystems.Asuccessfulrecommendersystem(RS)canbring
greatbenefitsusingprecisebigdataanalytics(Gaoetal.,2019).Withinelectronicmarkets
moreandmorerecommendationsystemsareemployedinordertoimprovethepreselection
of available products and services (Adomavicius & Tuzhilin, 2005). Determining a user’s
preferencesisanimportantconditionforeffectivelyrunningtheseautomaticrecommendation
systems(Xiao&Benbasat,2007).Thisstudydevelopsarule-basedrecommendationapproach
forinvestigatingmobilegamesplayers’onlinestreamingandpurchasingbehaviorsinterms
ofonlinemarketingrecommendations.
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