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A Study of Intentions to Participate in Online Game Open Tests

Abstract

Open testing can provide an objective and independent view of the online game to allow
the business to appreciate and understand the risks of game implementation. Beta versions of
online games can be made available to the open public to increase the feedback field to a
maximal number of future users as an approach of trial marketing. This study is to investigate
the effects of attraction of celebrity endorsers and emotional message appeals of
advertisement on the players’ attitude and intentions to participate in the open test of online
games.

The study employed questionnaire survey and 216 valid questionnaires were collected. The
results indicate that both the attraction of celebrity endorsers and emotional message appeals
of advertisement will positively affect players’ attitude and intention to participate in the open
test of online games no matter what their involvement with online games. The result of this
study can be served as a guide for online game producer to develop their advertising strategies
for promoting open tests.

Keywords: online game, open test, celebrity endorser, emotional message appeal
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