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In the modern world, the video game industry has become an integral part of entertainment and is be-
coming increasingly popular and large-scale. By competently developing a strategy for creating a game
and highlighting priorities, companies may be able to increase customer satisfaction and, as a result,
customer retention. This research aims to determine the impact of videogame elements on consumer
retention in Massively Multiplayer Online Games. The research results revealed that an audio-visual
group of elements provides the highest impact on the first impression of the casual player segment, while
a content group of elements provides the highest impact on the first impression of the hardcore player
segment. Insights from the research results might be applied by companies creating games and seeking
to enhance customer retention.
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Vaizdo zaidimy pramoné tampa vis populiaresne, neatsiejama pramoguy dalimi. Kompetentingai parengu-
sios zaidimo karimo strategija, iSryskindamos prioritetus, jmonés gali pakelti savo klienty pasitenkinimo
lygi, taigi, ir labiau juos i§laikyti. Siuo tyrimu siekiama nustatyti vaizdo zaidimy elementy poveikij vartotojy
islaikymui masiniuose keliy Zaidéjy internetiniuose zaidimuose. Tyrimo rezultatai atskleidé, kad audiovi-
zualiné elementy grupé daro didziausia poveikj atsitiktiniy zaidéjy pirmajam jspadziui, o turinio elementy
grupé — profesionaliy zaidéjy pirmajam jspudziui. Tyrimy rezultaty jzvalgas gali pritaikyti zaidimus ku-
riancios ir labiau i8laikyti klientus siekiancios jmoneés.

Raktiniai ZodzZiai: atsitiktiniai Zaidéjai, profesionaliis Zaidéjai, vartotojy iSlaikymas, vaizdo zaidimy ele-
mentai.

Introduction

In the modern world, the video game
industry has become an integral part of
entertainment and is becoming increas-
ingly popular and large-scale. Video
games have become much more com-
plex than they used to be due to tech-
nological progress and high levels of
investment. Modern trends with various

genres and the high level of competition
in the video game segment have become
a serious challenge for game developers
and marketing specialists, placing mul-
tiple difficulties and challenges before
them in meeting consumer expectations.
The Massively Multiplayer Online (fur-
ther - MMO) genre is unique due to the
continuity of interaction and cohesion
of completely different people playing
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the same game simultaneously. Games
in the MMO genre are commercially
difficult due to the need to constantly
retain consumers. The company’s finan-
cial models, such as free-to-play and
subscription models, rely on how many
consumers interact with the product
at the moment. The MMO genre is not
as popular as before, fewer people play
games of this genre due to the wide vari-
ety of different game genres on the mar-
ket, which does not entail the best con-
sequences. Using the example of one of
the cult MMO games, World of Warcraft
(further - WOW), one can note a sig-
nificant decrease in consumer retention.
Since the end of 2015, the creators of the
WOW company Blizzard, have stopped
sharing data regarding the number of
WOW subscribers. So according to the
forecast, in 2016 5.67 million subscribers
played the game, while in 2023 according
to the forecast, there were 4.46 million
subscribers (Statista, 2016). Thus, reten-
tion is one of the main challenges of the
Massively Multiplayer Online role-play-
ing game (further - MMORPG) genre.
Therefore, understanding how different
elements influence different consum-
ers is a primary goal in understanding
consumer trends and desires. With the
necessary and in-depth analysis of this
information, companies will be able to
properly prioritize among all the factors
of game elements that affect consumer
retention. By competently developing a
strategy for creating a game and high-
lighting priorities, companies will be
able to increase customer satisfaction
and, as a result, retention, which may di-
rectly affect their sales and revenue since
they will understand and meet the cus-
tomers’ expectations. Hence, the article

addresses a relevant scientific as well
as managerial problem: how videogame
elements impact consumer retention.
The aim of the research is to determine
the impact of videogame elements on
consumer retention in Massively Mul-
tiplayer Online Games. To achieve the
aim of the article, the research uses two
methods: a quantitative questionnaire
and a qualitative semi-structured inter-
view. The article is structured as follows:
Firstly, a conceptual framework reveals
videogame elements that impact con-
sumer retention on a theoretical level.
Further research methodology is pro-
vided. Finally, the research results are
presented, and based on the research re-
sults, the impact of different videogame
elements on consumer retention is de-
termined, and recommendations for the
companies are established.

Conceptual framework

In the modern world, in most different
industries, including the video game
industry, the markets are oversaturated
with various products from companies
due to the high level of competition.
This is especially noticeable in the con-
text of profitable areas where investment
is sought. Therefore, it is deemed very
important for a business to understand
the challenges and develop competent
strategies to implement certain ideas and
fulfil assigned tasks to retain consumers.
In general, consumer retention is a com-
plex and systematic process that requires
a significant level of effort on the part
of companies, as well as an understand-
ing of the specifics of their products and
consumer needs. Retention is beneficial
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to businesses and critical to certain busi-
ness models. Retention can be achieved
with a high level of customer loyalty,
satisfaction, and experience. Thus, with
high performance and a good customer
experience, retention can manifest it-
self as the client’s desire to stay with the
company’s products, services, and games
(Malhotra, 2021). Thus, the importance
of consumer retention for business and
the specifics of a certain segment, for
which retention is key to survival, Addi-
tionally, globally, retention is defined as a
cheaper process than attracting new cus-
tomers, provided that the needs of exist-
ing customers are met (Fook & Dastane,
2021). Consumer retention is a complex
task of ensuring customer satisfaction by
providing an ideal consumer experience
as well as creating an emotional connec-
tion with the client by identifying the
needs and trends of the client in the case
where the interaction is comfortable,
pleasant, and interesting for the client so
that it leads to loyalty as well as retention
(Matsuoka, 2022).

Modern video games have become
very complex and detailed, including a
huge number of constituent elements
that can be defined as groups of elements.

Audio-visual group of elements
forms a visible and audible compo-
nent of the game for the consumer. The
graphics and style of the game are the
visual contact of the consumer with the
game and his perception of the game; the
development of graphics helps to create
the game world and implement other
elements by creating styles and images
for the characters and their character-
istics, as well as the visual appearance
of the game world and its components.
Good graphics can involve customers in

the process of perceiving the game, im-
mersing them in what is happening and
interacting with other elements. Thus,
graphics influence perception and user
experience (Friedman, 2014). Audio and
music, at the same time, influence sound
perception and complement the visual
range. The sound component also plays
a role in shaping the style of the game
and influences other elements, comple-
menting them by giving certain elements
of the world the manner of sound and
creating the character of the character
due to his manner of speech. Audio and
music can be immersive and influence
player interaction (Peerdeman, 2010).

Interaction groups of elements act
as levers of interaction with the game
using the interface, capabilities, and
many other components. Representing
the technical component of the game
through playability, which performs the
functions of being responsible for what
is pressed, how it is pressed, and how
interaction occurs, as well as the me-
chanics of the game that determine what
and how will work in the game world,
by creating a process of comfortable in-
teraction with the content of the game,
providing opportunities for the client, as
well as clarity and convenient interaction
(Paavilainen, 2020).

Content group of elements represents
the variability of what the player interacts
with, representing the history and lore of
the game world, characters, various tasks,
activities, and events that the client can
interact with. As well as providing the
consumer with certain challenges, dif-
ficulties, rewards, and achievements for
their completion. In addition, the system
of interaction with other players also
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complements the game’s content (Straat
& Verhagen, 2018).

Retention is a complicated and com-
plex marketing task, especially in the
MMO genre, where the influence of
game elements can shift depending on
the stage of the player’s interaction with
the game regarding the early stages and
later stages, where the scale of their in-
fluence changes for different elements.
Thus, it is determined that these changes
are associated with the fact that some
elements have a greater influence due to
the first impression and form involve-
ment, while other elements at the same
time can have a significant influence in
the process of interaction at a distance
(Park et al., 2017).

An important aspect is that the con-
sumer segments in the context of video
games are defined as casual and hardcore
players. Each segment has certain pref-
erences, behavioral patterns, and trends.
Casual games prefer an easy game in
which they spend little time and fully re-
lax in the game. At the same time, hard-
core consumers want a more detailed,
complex, and challenging game that
challenges them and rewards them for
completing that challenge. Therefore, the
marketing difficulty is how to provide
enough in one game to fulfil the desires
and preferences of players from both
segments, since both segments are im-
portant components of an MMO (Morin
et al., 2016).

Hence, there is a gap in the literature
determining which elements - audio-
visual, interaction, or content — are the
most influential for different segments of
players and in which game stage (early
or late) they are the most influential.

Research methodology

To research customer retention changes
through the different elements of video-
games and determine which elements of
the videogames in the MMO genre are
more influential for consumer retention,
quantitative questionnaire and qualita-
tive semi-structured interview research
methods were chosen.

The initial task was clarified as defin-
ing the population and sample. For this
research, the representation consists of
average consumers of videogames, so-
called “casual” players. The diverse sam-
ple has players of different genders, ages,
education, and employment. Creating a
representative sample would be bene-
ficial for providing valuable insights re-
garding the impact of various videogame
elements on the retention of “casual” vid-
eogame consumers.

The sample of the quantitative ques-
tionnaire consists of 400 “casual” players.
Participants for the questionnaire were
found through various social media
channels and forums related to games
and gaming-related topics, as well as
among potential consumers of video
games. The main tool for quantitative
data collection is a structured question-
naire designed meticulously. The ques-
tions cover a broad spectrum of factors
related to videogame elements: visual
and audio effects (graphics, visual style,
sound design, and music); interaction
elements (playability, gameplay, user in-
terface, controls, and training elements);
elements of content (quests, story, chal-
lenges, events, tasks, social interaction,
rewards and achievements). All these
elements were asked to be evaluated
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twice — for the importance of the ele-
ment and for its interaction with reten-
tion within first impressions and long-
term gaming. All the statements were
evaluated on a Likert-scale. The ques-
tionnaire research was carried out on a
European sample of English, Lithuanian
and Ukrainian-speaking respondents.
The questionnaire is available from the
authors upon request.

To supplement the quantitative data
and provide rich qualitative insights,
semi-structured interviews were con-
ducted. These interviews were with a
sample of hardcore players, who have
been playing MMO segment games
since the release of the WOW game in
2004 and have achieved certain results.
Therefore, their extensive experience
and achievements emphasize an under-
standing of its elements, including those
that influence the retention of players,
including them. These interviews allow
for discussion of the various elements
regarding the MMO genre games with
participants to provide examples, discuss
experiences, and explore reasons behind
their choices, giving the researchers a
comprehensive understanding of player
perspectives, insights and opinions. The
questions are aimed at revealing the ex-
pert’s opinion on how different groups
of elements impact consumer retention,
first impression and decision to stop
playing game.

Within the above-designed method-
ology, the following research statements
based on the conceptual framework
were tested:

RSI: Audio-Visual elements are the
most influential in retaining casual play-
ers segment in the MMO genre during
the early stage of playing.

RS2: Interactions elements are the
most influential in retaining casual play-
ers segment in the MMO genre during
the later stage of playing.

RS3: Content elements are the most
influential in retaining hardcore players
segment in the MMO genre during the
early stage of playing.

RS4: Interactions elements are the
most influential in retaining hardcore
players segment in the MMO genre du-
ring the later stage of playing.

Findings

The empirical analysis within the con-
ducted reliable survey revealed that
Audio-Visual elements group has the
highest mean values among the other
videogames elements groups in the con-
text of the first impression on the casual
player. The data shows that: graphics
mean value 5.9; style mean value 5.9;
sound mean value 5.4; music mean value
5.5; The following mean data indicative
of the fact that the casual player consid-
ering these elements are considered to
provide higher influence in the gaming
process which is forming their first im-
pression regarding the video game (see
Table 1).

Among the group of interactions ele-
ments, the highest value of 5.1 stands out
for technical quality and stability which
is an indication of the exceptional im-
portance of the technical condition of a
video game for consumers (see Table 2).

In the context of content group, the
most important is story of the game with
an indicator of 4.9. Identifying that in
order to form a first impression and en-
gage in the gaming process, the story of
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Table 1. Descriptive Statistics Mean (First impression regarding the game audio-visual group)

Audio-visual group of elements Mean
Graphics 5.9
Style 5.9
Sound 5.4
Music 55
Average 5.6

Table 2. Descriptive Statistics Mean (First impression regarding the game interactions group)

Interactions group of elements Mean
User-friendly interface 4.8
Technical quality and stability 5.1
Amount and quality of possibilities 4.8
Control systems 4.7
Helpfulness of the tutorial system 4.2
Average 4.7

what is happening is important for the
consumer (see Table 3).

In comparison with other groups of
video game elements where average value
of groups in terms of mean value are in-
teractions elements group 4.7; content
elements group 4.2; while audio-visual
elements group 5.6.

Thus, it turns out that the visual and
audio components of the game have the
greatest impact on the formation of the
first impression of casual players.

Delivering further into empirical
analysis within the survey revealed that
Audio-Visual elements group in addi-
tion to first impression also show strong
correlations between casual player in-
volvement, engagement and their desire
to return to the company games, there-
fore willingness to repurchase of com-
pany products.

The analysis revealed that correlation
coefficients between audio-visual ele-
ments group indicate a positive relation-
ship between elements within the group.
The data shows significant correlation at
the 0.01 level between graphics and style
variables: “How do graphics affect your
involvement in the game?” and “How
does style affect your involvement in the
game?” significant correlation was re-
vealed: 0.542. As well as sound and music
variables: “How does sound affect your
involvement in the game?” and “How
does music affect your involvement in
the game?” significant correlation was
revealed: 0.717.

These correlations are shows that
audio-visual group of elements are in-
terconnected between each other and if
a casual player has a positive assessment
of the influence of one of the elements
of the group, then he is inclined to have
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Table 3. Descriptive Statistics Mean (First impression regarding the game content group)

Content group of elements Mean
Quests 4.5
Story 4.9
Challenges 4.1
Amount and quality of events and tasks 4.4
Social interaction 3.7
Reward and achievements 4.0
Average 4.2

a high influence of other elements of the
group.

Moreover, the analysis revealed that
correlation coefficients between audio-
visual elements group impact on in-
volvement and willingness to return to
the company games, which is indicative
of repurchase desire.

The data shows significant correla-
tion at the 0.01 level between audio-vis-
ual impact on involvement and audio-
visual impact on returning to the com-
pany games: “How do graphics affect
your involvement in the game?” and
“How likely would you return to com-
pany’s games if graphics are attractive?”
significant correlation were revealed:
0.672; “How does style affect your in-
volvement in the game?” and “How likely
would you return to company’s games if
style is attractive?” significant correlation
were revealed: 0.380; “How does sound
affect your involvement in the game?”
and “How likely would you return to
company’s games if sound is attractive?”
significant correlation were revealed:
0.583; “How does music affect your in-
volvement in the game?” and “How likely
would you return to company’s games if
music is attractive?” significant correla-
tion were revealed: 0.542.

These correlations show that the
causal consumers who find the audio-
visual elements important for them are
more likely to return to company’s games
in the future which is deemed to increas-
ing of retention and loyalty.

The empirical analysis within the
conducted reliable survey revealed that
interactions elements group has the high-
est mean values among the other video-
games elements groups in the context of
assessing casual player engagement and
retention within the later stages of play-
ing. In other words, causal players need
technically stable game, with well-deve-
loped intuitive control system and good
and easy user interface because they will
lose desire to play the game.

The data shows that: interface mean
value 5.5; technical quality mean value
6,.3; possibilities limitation mean value
5.4; control system mean value 5.5; tuto-
rial system mean value 4.7. The following
mean data indicative of the fact that the
casual player considering these elements
as an element that providing higher im-
pact in the gaming process on the long
perspective which is forming their desire
to continue or to stop playing the video
game (see Table 4).
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Table 4. Descriptive Statistics Mean (Desire to stop playing due to poor quality of interaction group)

Interactions group of elements Mean
Interface 5.5
Technical quality 6.3
Possibilities limitations 5.4
Control systems 5.5
Tutorial system 4.7
Average 5.4

In the context of the group of audio-
visual elements, respondents pay par-
ticular attention to the quality of style
with a score of 4.4, identifying style as
an important component for long-term
gaming (see Table 5).

In the group of content elements, the
story stands out with a score of 4.5 show-
ing its importance not only in forming
the first impression but also preferences
of consumers in long-term gameplay
(see Table 6).

In comparison with other groups of
video game elements where average val-
ue of groups in terms of mean value are
audio-visual elements group 3.8; content
elements group 4.0; while interactions
elements group 5.4; It is important for
players that the game works well, the user
interface is clear and friendly, the control
system is easy and not overloaded, and
the game is feature-rich and tutorial sys-
tem is helpful.

Delivering further into empirical
analysis within the survey revealed that
Interaction elements group in addition
to desire to continue playing also show
strong correlations between casual play-
er involvement, engagement and their
desire to return to the company games,
therefore willingness to repurchase of
company products.

The analysis revealed that correla-
tion coefficients between interactions
elements group indicating a positive re-
lationship between elements within the
group. The data shows significant cor-
relation at the 0.01 level between inter-
actions elements variables: “How does
user friendly interface affect your in-
volvement in the game?” and “How does
technical quality and stability of the vid-
eogame affect your involvement?” sig-
nificant correlation were revealed: 0.498;
“How does technical quality and stability

Table 5. Descriptive Statistics Mean (Desire to stop playing due to poor quality of audio-visual group)

Audio-visual group of elements Mean
Graphics 3.8
Style 4.4
Sound 3.5
Music 3.5
Average 3.8
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Table 6. Descriptive Statistics Mean (Desire to stop playing due to poor quality of content group)

Content group of elements Mean
Quests 4.2
Story 4.5
Challenges 4.1
Amount of events and tasks 4.0
Quality of events and tasks 4.1
Social interaction 3.5
Reward and achievements 3.7
Average 4.0

affect your involvement in the game?”
and “How do the amount and quality of
possibilities affect your involvement in
the game?” significant correlation were
revealed: 0.544; “How does user friendly
interface affect your involvement in the
game?” and “How do control system af-
fect your involvement in the game?” sig-
nificant correlation were revealed: 0.511;
“How does the helpfulness of the tutorial
system affect your involvement in the
game” and “How do control system af-
fect your involvement in the game?” sig-
nificant correlation were revealed: 0.517;
“How do the amount and quality of pos-
sibilities affect your involvement in the
game?” and “How do control system af-
fect your involvement in the game?” sig-
nificant correlation were revealed: 0.377.
These correlations show that inter-
actions group of elements are intercon-
nected between each other and if a casual
player has a positive assessment of the
influence of one of the elements of the
group, then he is inclined to have a high
influence of other elements of the group.
Moreover, the analysis revealed that
correlation coeflicients between interac-
tions elements group impact on involve-
ment and willingness to return to the

company games, which is indicative of
repurchase desire.

The data shows significant correla-
tion at the 0.01 level between interac-
tions impact on involvement and in-
teractions impact on returning to the
company games: “How does user friend-
ly interface affect your involvement in
the game?” and “How likely would you
return to companies games if user in-
terface is friendly?” significant correla-
tion were revealed: 0.452; “How does the
technical quality and stability affect your
involvement in the game?” and “How
likely would you return to companies
games if game technical quality is good
and stable?” significant correlation were
revealed: 0.305; “How does the amount
and quality of possibilities affect your in-
volvement in the game?” and “How likely
would you return to companies games if
amount and quality of possibilities in the
game is good?” significant correlation
were revealed: 0.434; “How do control
system affect your involvement in the
game?” and “How likely would you re-
turn to companies games if control sys-
tem in the game is good and easy?” sig-
nificant correlation were revealed: 0.359;
“How does the helpfulness of the tutorial
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system affect your involvement in the
game?” and “How likely would you re-
turn to companies games if tutorial sys-
tem in the game is helpfull?” significant
correlation were revealed: 0.621.

These correlations are shows that the
causal consumers who find the interac-
tions elements important for them are
more likely to return to company’s games
in the future which is deemed to increas-
ing of retention and loyalty. To achieve
this, the interface of the game should be
user friendly, the technical quality and
stability of the game perfect, the game
consists of a lot of interaction opportu-
nities, the control system is easy- intui-
tive and tutorial system is helpfulness.

The analysis of the survey data re-
veals valuable insights with significant
evidence confirming that audio-visual
group of elements is the most influential
in forming the first impression of casual
players. As well as the fact that interac-
tion elements are the most influential
within the later stages of playing. In
addition, the audio-visual and interac-
tion groups of videogame elements are
showing significant correlations between
involvement of the causal players in the
gaming process and their desire to return
to the company’s products. Therefore, it
is indicative of a positive relationship be-
tween these elements’ groups and player
retention. These findings reveal that
audio-visual and interactions elements
groups forming gaming experience of
the casual consumers and influencing
on their desire in terms of consuming
companies products. In terms of first
impression casual players are mostly
influenced by audio-visual group of el-
ements such as graphics, style, sound
and music. While within the process of

gaming interactions elements becomes
increasingly important as well as their
influence on the consumer desire to con-
tinue to play due to user friendly inter-
face, technical stability of the game, easy
control system, good game possibilities
and helpful tutorial system.

Overall, emphasizes the significance
of importance of both audio-visual and
interactions element groups to enhance
casual consumer involvement, engage-
ment as well as retention and loyalty.

The empirical analysis within the
conducted reliable semi-structured ex-
pert interview revealed that audio-visual
group of elements has very little or no
impact on their involvement in the en-
gagement and retention of hardcore
consumers. At the same time, clarified
that the audio-visual group could be a
good addition to other more important
groups of elements.

At the same time, the interviewer
asked experts about specific elements of
the game that formed the first impres-
sion of the hardcore players’ segment.
The analysis of the interviewees’ answers
revealed that content elements group the
most important in formulation of the
first impression and attracting of a hard-
core segment into the process of gaming.
The experts agreed on the fact that for
them content elements group playing a
key role to form first impression and im-
merse into gaming.

Therefore, it is deemed that, first im-
pression of hardcore segments of con-
sumers mostly formed by content ele-
ments group with well developed: story,
characters and interesting and challeng-
ing tasks, quest as well as other type of
activities.
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The experts were asked regarding the
elements of video games that play an im-
portant role in maintaining the retention
of players. Overall, an important point
was made, since all of the experts agreed
that the technical stability of the game
was critical to keeping both consumer
segments in the long-term perspective
of videogame consumption. At the same
time interviewees provided valuable in-
sights regarding the fact that in addition
to stability, other components of the in-
teraction group of elements also have a
significant impact on both consumer seg-
ments, but in different ways. According to
experts, for casual consumers, in addition
to stability and the absence of various er-
rors, it is important to have an easy and
balanced gameplay, which will include:
a user-friendly interface, a simple con-
trol system and helpful tutorial system
on how to interact with the game. While,
for the hardcore segment, the interviewee
stated that in addition to stability, it is
important to ensure that the interaction
with the game is balanced, the gameplay
is moderately complex and interesting.

Therefore, it is deemed that, for ca-
sual player retention and engagement
in long term perspective mostly formed

by seamlessly functioning videogame,
free from glitches and errors with an in-
tuitive control, user friendly-interface,
helpful tutorial system and easygoing
interaction. While, for retention and
engagement of hardcore player in long
term perspective the game should be
seamlessly functioning free from glitches
and errors. However, instead of easy and
relaxed interaction, hardcore consumers
need well-developed captivating control
as well as interesting challenging mis-
sions and tasks that intriguing and re-
warding consumer for overcome.

Accordingly, interaction group of ele-
ments has the greatest impact on long-
term engagement and retention of casual
and hardcore player segments.

As the results the following could be
concluded all research statements of the
paper were substantiated (see Table 7).

The results of the quantitative ques-
tionnaire and qualitative semi-struc-
tured interview revealed that the audio-
visual group of elements provided the
highest impact on the first impression
of the casual player segment, while the
content group of elements provided the
highest impact on the first impression
of the hardcore player segment. At the

Table 7. Research statements results

Research statements

Audio-visual elements are the most influential in retaining casual players segment in
the MMO genre during the early stage of playing.

Accepted

Interactions elements are the most influential in retaining casual players segment in
the MMO genre during the later stage of playing.

Accepted

Content elements are the most influential in retaining hardcore players segment in
the MMO genre during the early stage of playing.

Accepted

Interactions elements are the most influential in retaining hardcore players segment
in the MMO genre during the later stage of playing.

Accepted
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same time, it was identified that the in-
teraction group of elements provided the
highest impact on the long-term reten-
tion of both player segments. The ana-
lyzed data results showed the differences
between casual and hardcore segment
preferences. The insights reveal that
graphics, style, sound, and music pre-
dominantly impact the first impression
of casual consumers, while quests, sto-
ries, challenges, tasks, social interaction,
and rewards predominantly impact the
first impression of hardcore consumers.
Moreover, for both segments, interac-
tions are crucial for long-term retention.

This research underlines the fact that
videogame technical conditions must be
smooth and gameplay experiences must
be immersive to meet the specific needs
of both categories of consumers. There-
fore, when developing a game, the main
emphasis should be on its stability, tech-
nical components, and a competent mar-
keting strategy, which will be included in
the development process by providing
each segment of consumers with the
needs that correspond to their expecta-
tions and needs. The provided insights
from research results might be applied
by companies creating games and seek-
ing to enhance customer retention.

Conclusions

The conducted research revealed that
each group of video game elements im-
pacts consumer involvement, retention,
and engagement, as well as forming the
first impression and fostering long-term

sustainable retention of consumers.
The obtained findings explain the con-
sumer behavioral profiles of different
segments of players. As well as their dis-
tinct preferences, needs, and trends in
the videogame segment. For the casual
consumer, the first impression is most
often formed by the audio-visual group
of elements. For the hardcore consumer,
the main thing for the first impression is
content. Also, in the process of interact-
ing with the game for both segments, the
elements of interaction are critically im-
portant, which will include a stable game
and calm, easy, and understandable con-
tent for the casual consumer. As well as
complexity, challenges, and competitions
with rewards for completion for the
hardcore consumer.

Thus, the conducted empirical re-
search fills the gap in the scientific litera-
ture by detailed analysis of the preferenc-
es of different segments of video game
consumers in the context of the influ-
ence of video game elements on the re-
tention of casual and hardcore segments
of consumers at various stages of playing
the game, determining the first impres-
sion and desire to continue playing in
the long term. Hence, valuable scientific
findings regarding the consumption pat-
terns of gamers within interactions with
videogames are provided. Moreover, the
provided insights from research results
might also be applied by companies cre-
ating games and seeking to enhance cus-
tomer retention.
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VAIZDO iAIl?IML} ELEMENTU POVEIKIS VARTOTOJUY ISLAIKYMUI MASINIUOSE
KELIY ZAIDEJY INTERNETINIUOSE ZAIDIMUOSE

Santrauka

Vaizdo zaidimy pramoné tampa vis populiares-
ne, neatsiejama pramogy dalimi. Vaizdo Zaidimai
pasidaré daug sudétingesni nei anksc¢iau dél tech-
nologinés pazangos ir dideliy investicijy. Dide-
lé konkurencija vaizdo zaidimy rinkoje - rimtas
issukis zaidimy karéjams ir rinkodaros specialis-
tams, siekiantiems patenkinti vartotojy lukescius.
Kompetentingai parengusios zaidimo karimo
strategija, iSry$kindamos prioritetus, jmonés gali
padidinti savo klienty pasitenkinima, taigi, ir la-
biau juos ilaikyti. Siuo tyrimu siekiama nusta-
tyti vaizdo zaidimy elementy poveikj vartotojy

islaikymui masiniuose keliy Zaidéjy internetiniuo-
se zaidimuose.

Tyrimo tikslui pasiekti pirmiausia atlikta
mokslinés literataros analizé ir sintezé, leidusi nu-
statyti vaizdo zaidimy elementus, teoriniu lygme-
niu turincius jtakos vartotojy islaikymui. Empiri-
niam tyrimui atlikti taikyti du metodai: kiekybiné
anketiné apklausa ir kokybinis pusiau struktiruo-
tas interviu.

Tyrimas atskleidé, kad kiekviena vaizdo Zaidi-
my elementy grupé daro poveikj vartotojy isitrau-
kimui, taip pat formuoja pirmajj jspudj ir skatina
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ilgalaikj tvary vartotojy islaikyma. Tyrimo rezulta-
tai leidzia teigti, kad audiovizualiné elementy grupé
padaré didziausia poveikj atsitiktiniy zaidéjy pir-
majam jspudziui, o turinio elementy grupé - profe-
sionaliy zaidéjy pirmajam jspadziui. Taip pat nusta-
tyta, kad saveikos elementy grupé padaré didZiausia
poveiki ilgalaikiam abiejy zaidéjy segmenty islai-
kymui. Remiantis tyrimo rezultatais, atsitiktiniam
vartotojui svarbiausi saveikos elementai yra stabilus
zaidimas ir ramus, lengvas bei suprantamas turinys,
o profesionaliam vartotojui — uzduotys, istorijos, i$-
$ukiai, socialiné saveika ir apdovanojimai.
Remiantis tyrimo rezultatais, vaizdo Zzaidi-
my techninés salygos turi bati aiskios, be trik-
dziy, o zaidimo patirtis - jtraukianti, kad atitikty

specifinius abiejy vartotoju segmenty lakescius.
Taigi, kuriant Zaidima, pagrindinis démesys turé-
ty buti skiriamas jo stabilumui bei techniniams
komponentams.

Atliktas empirinis tyrimas uzpildo mokslinés
literatiros spraga: i$samiai i$analizuoti skirtingy
vaizdo zaidimy vartotojy segmenty likesciai, atsi-
zvelgiant j vaizdo zaidimy elementy jtaka atsitik-
tiniy ir profesionaliy zaidéjy islaikymui jvairiuose
zaidimo etapuose. Remiantis tuo, pateikiamos ver-
tingos mokslinés i$vados apie zaidéjy vartojimo
jprocius zaidziant vaizdo zaidimus. Be to, pateik-
tas jzvalgas apie tyrimy rezultatus gali pritaikyti
ir Zaidimus kuriancios bei labiau islaikyti klientus
siekian¢ios jmoneés.



