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Abstract

Purpose: This study examines how experiential marketing influences user satisfaction and continued use intention on game distribution 

platforms. It also investigates the moderating role of platform interactivity between experiential dimensions and user satisfaction. 

Research Design, Data, and Methodology: Based on Schmitt’s (1999) Strategic Experiential Modules (SEMs) and the Expectation–

Confirmation Model (ECM), experiential marketing is conceptualized across five dimensions: Sense, Feel, Think, Act, and Relate. Data 

were gathered through an online survey using a structured questionnaire, yielding 394 valid responses. Structural equation modeling 

(SEM) was employed using AMOS 29.0 to test the proposed hypotheses, and moderation effects were analyzed using the SPSS 

PROCESS Macro (Model 1). Results: All five experiential dimensions significantly predicted user satisfaction, which, in turn, positively 

influenced continued use intention. Additionally, platform interactivity significantly moderated the relationships between satisfaction 

and four experiential components—Feel, Think, Act, and Relate—while no significant moderating effect was found for Sense. 

Conclusions: The findings emphasize the importance of interactive platform design in enhancing user satisfaction and retention. This 

study contributes to experiential marketing theory by validating its application in digital gaming contexts and offers practical implications 

for optimizing platform interactivity to drive user engagement and strengthen retention strategies.
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1. Introduction12

In today’s digital environment, psychological strain 
driven by information overload and demanding workloads 
has become increasingly common. In response, digital 
games have emerged as a popular medium for stress relief 
and emotional regulation (Pallavicini et al., 2021). 

According to Newzoo’s (2025) PC and Console Gaming 
Report, the global gaming market is expected to exceed 
$88.1 billion by 2025. Console and PC gaming are projected 
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to contribute $50.2 billion (+8.2% YoY) and $37.9 billion 
(+1.6% YoY), respectively. The report also indicates a 
steady rise in total gameplay hours, signaling broader trends 
in user engagement. As gameplay time increases, 
competition among platforms to attract and retain users has 
intensified. This highlights the strategic importance of 
enhancing user experience to drive satisfaction and long-
term usage intentions.

As the industry evolves, digital distribution platforms 
such as Steam, WeGame, and Origin have become key 
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facilitators of value co-creation between developers and 
users (Wan et al., 2017). Originally designed as transactional 
storefronts, these platforms now feature community-
building tools, personalized recommendations, and 
interactive service elements that shape richer and more 
engaging user experiences. 

Much like coworking spaces that create immersive 
brand experiences through interpersonal interaction (Arief 
et al., 2024), gaming platforms now operate as experiential 
hubs where users engage deeply with both content and 
community (Stecuła, 2024). These platforms have also 
evolved into essential digital infrastructures, enabling global 
content delivery via real-time analytics and multi-channel 
logistics. Among their core features, platform 
interactivity—referring to the extent of user engagement 
with system functions or with other users—has become a 
defining trait of contemporary gaming environments (Pellas 
et al., 2021).

Experiential marketing, which centers on immersive and 
emotionally engaging brand experiences, is widely 
recognized as a strategic approach to enhancing customer 
satisfaction and shaping user behavior (Urdea & Constantin, 
2021a). Schmitt’s (1999) framework identifies five 
experiential modules—Sense, Feel, Think, Act, and 
Relate—that work together to create comprehensive and 
memorable brand interactions. Although these dimensions 
have been thoroughly validated in sectors like retail, 
hospitality, and e-commerce (M. Kim, 2023; Schmitt, 1999; 
Xu et al., 2009), their relevance to game distribution 
platforms remains largely underexplored. Much of the 
existing research on digital service experiences has 
concentrated on online shopping, social media, or 
augmented reality, often overlooking the unique experiential 
characteristics of gaming environments (Chiang, 2023; Jang, 
2022).

Most existing research has treated platform interactivity 
as an independent or mediating variable affecting user 
attitudes, satisfaction, and behavioral intentions (Liu & 
Shrum, 2002; Song & Zinkhan, 2008; Yadav & Varadarajan, 
2005). Its potential as a moderator—especially in how 
experiential marketing drives user satisfaction—has 
received limited empirical attention. Yet, because 
interactivity shapes how users navigate content and engage 
within digital ecosystems (Yadav & Varadarajan, 2005), 
exploring its moderating role holds important theoretical 
and practical significance.

To bridge these gaps, this study proposes and 
empirically validates a theoretical model that integrates 
experiential marketing and platform interactivity within 
game distribution platforms. It explores how experiential 
marketing influences user satisfaction, how satisfaction 
drives continued use intentions, and how platform 
interactivity moderates this relationship. By framing 

interactivity as a contextual moderator, the study advances 
theoretical insights into digital user experience and provides 
practical guidance for enhancing platform engagement in 
increasingly competitive digital markets.

2. Theoretical Background

2.1. Game Distribution Platforms

Game distribution platforms function as critical 
intermediaries between game developers and consumers, 
offering a diverse array of services such as content delivery, 
community engagement, and user review systems. These 
platforms play a central role in the game industry by 
facilitating the global dissemination of game content and 
fostering deeper consumer interaction (Marchand & 
Hennig-Thurau, 2013; Tudón, 2022).

Historically, game distribution primarily relied on 
physical media such as CD-ROMs and cartridges. However, 
with the advancement of digital technologies, online 
platforms have become the dominant distribution channel. 
For instance, Steam—a globally prominent game 
distribution platform—has expanded beyond basic content 
delivery to include community forums, user-generated 
reviews, and real-time updates, thereby enriching the overall 
user experience (Joelsson et al., 2018; Sjöblom & Hamari, 
2017).

The growing diversity of distribution platforms has 
significantly broadened consumer choice while intensifying 
competition across PC, mobile, and console ecosystems
(Haki et al., 2024). This competitive landscape not only 
drives platform innovation to enhance user satisfaction but 
also opens the door to strategic partnerships through 
functional complementarity (Cennamo, 2018). In addition to 
core content delivery, modern platforms offer downloadable 
content (DLC), promote active community participation, 
and incorporate feedback mechanisms, all of which 
contribute to the commercial success and stickiness of game 
titles (Reyes-de-Cózar et al., 2022). These capabilities 
elevate platforms beyond mere delivery channels, 
positioning them as strategic facilitators of user experience 
and satisfaction (Reinartz & Saffert, 2013). 

In summary, game distribution platforms have evolved 
into complex digital environments that not only connect 
producers and consumers but also actively shape user 
engagement. A deeper investigation into platform 
characteristics and their influence on satisfaction-related 
outcomes can inform both academic discourse and practical 
strategies for sustainable growth in the gaming sector, laying 
the groundwork for subsequent examination of how specific 
platform features—such as interactivity and experiential 
design—affect user satisfaction and engagement outcomes.
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2.2. Experiential Marketing on Game Distribution 
Platforms

Schmitt (1999) systematized the theory of experiential 
marketing through five Strategic Experiential Modules 
(SEMs): Sense, Feel, Think, Act, and Relate.

Sense refers to a sensory experience that appeals to the 
five senses—sight, sound, touch, taste, and smell—to 
generate aesthetic and emotional stimulation. In digital 
environments where physical contact is limited, sensory 
experience—particularly visual stimuli—plays a crucial 
role in differentiating products, capturing user attention, and 
conveying hedonic or artistic value (Chen et al., 2008; 
Schmitt, 1999). Visual elements such as color, tone, graphics, 
and interface design have been shown to enhance users’ 
perceived attractiveness and strengthen brand 
distinctiveness. Petit et al. (2019) emphasized that sensory 
experience in digital contexts activates user motivation and 
serves as a key value delivery strategy. Zha et al. (2022)
further identified how sensory immersion is created by 
integrating basic sensory elements (e.g., color, sound, 
lighting) into thematic and stylistic design, reflecting 
cognitive consistency and sensory diversity. In this study, 
the analysis of Sense focuses specifically on visual 
experiences within game distribution platforms, examining 
how visual components provided by the platform—such as 
color, layout, and interface—affect user responses and shape 
user attitudes.

Feel refers to an affective experience that stimulates 
emotional responses such as joy, pride, or empathy during 
user–brand interactions (Schmitt, 1999). Affective 
experience is considered a core strategy for enhancing user 
satisfaction by establishing deep emotional bonds with the 
brand (Schmitt & Zarantonello, 2013). Brakus et al. (2009)
identified affective experience as one of the key dimensions 
that predicts brand loyalty, finding that emotional contact 
through flagship stores, product design, and atmosphere 
significantly affects brand attachment and purchase 
intentions. Ding and Tseng (2015) also emphasized that 
pride, excitement, and hedonic emotions generated through 
brand interaction help form trust and preference, reinforcing 
continued brand use. Furthermore, affective experience 
constitutes a critical component of user experience, bridging 
emotional differentiation and brand culture (Gentile et al., 
2007). With the evolution of digital environments, 
emotional stimuli have been shown to impact user 
engagement and differentiation even in the absence of 
physical contact (Petit et al., 2019). This study defines Feel
as an emotional driver that strengthens user–platform 
bonding through emotional resonance, thereby enhancing 
satisfaction and continued use intention.

Think involves a cognitive experience that encourages 
users to engage in intellectual activity such as creative 

thinking, problem-solving, and information processing. 
Beyond aesthetic appeal, cognitive experience triggers 
cognitive immersion, leading to deeper attitudinal change 
and user engagement (Schmitt, 1999). Brakus et al. (2009) 
emphasized that Think is shaped through conceptually 
stimulating interactions—such as slogans, brand philosophy, 
or innovative design—that spark curiosity and active 
thought. Bilgihan et al. (2016) found that online 
communities can generate cognitive satisfaction by enabling 
users to search for information and share knowledge. 
Functional elements such as reviews, recommendations, and 
forums support users’ information-processing need and 
cognitive involvement. In this study, Think is interpreted as 
a strategic mechanism to promote thoughtful engagement 
with the game platform, positively shaping user perceptions.

Act refers to behavioral experience that encourages 
users to engage physically or psychologically through 
interactions with the platform. This dimension emphasizes 
active participation that fosters repeated use and immersion 
(Schmitt, 1999). Rather than remaining passive recipients, 
users are guided toward goal-directed behavior, which 
contributes to user input and behavioral continuity. In offline 
contexts, behavioral experience has been shown to reflect 
self-expression and lifestyle adoption (Gentile et al., 2007). 
In digital environments, such behaviors are extended to 
include actions such as task completion, point accumulation, 
and interface navigation, which have been found to 
strengthen user participation and enhance platform loyalty
(Hamari et al., 2014). Additional empirical evidence has 
confirmed that digital behavioral routines—such as product 
searching, clicking, and transaction completion—positively 
influence user satisfaction and continued usage (Gao et al., 
2015). Moreover, augmented reality (AR)-based marketing 
applications demonstrate that interactive behavior, including 
spatial manipulation and virtual product placement, 
significantly enhances brand engagement by simulating 
real-world participation (Scholz & Duffy, 2018). Drawing 
upon this understanding, the present study focuses 
specifically on search behavior as the representative form of 
Act within game distribution platforms, considering it a key 
behavioral stimulus influencing satisfaction and continued 
use intention.

Relate encompasses relational or social-identity 
experiences, integrating the other four experiential 
dimensions to build social bonds between users and the 
brand (Schmitt, 1999). It fosters user connection within 
brand communities, enabling emotional solidarity and 
collective value through interaction and shared meaning
(McAlexander et al., 2002; Schau et al., 2009). Beyond 
interpersonal ties, relational experiences also shape cultural 
and national identities through symbolic engagement with 
the brand (Bulmer & Buchanan Oliver, 2010). On digital 
platforms, Relate plays a central role in strengthening social 
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ties via networked user interactions (Zaglia, 2013). Such 
platforms connect individuals to broader identity groups 
through symbolic and interactive elements, enhancing a 
sense of belonging and deepening brand experience 
(Khazraee & Novak, 2018; Zha et al., 2020). Recent 
research reinforces this perspective: Möller et al. (2024) 
found that on platforms like YouTube, the most valued user 
comments were those that shared personal experiences and 
fostered community connection. These findings underscore 
relational engagement—anchored in shared meaning and 
emotional resonance—as a central mechanism for 
enhancing user relevance and deepening platform affiliation.

To date, numerous studies have applied Schmitt’s (1999) 
SEM framework across both online and offline contexts. 
However, limited empirical work has examined these 
experiential dimensions in the context of game distribution 
platforms. This study aims to fill this gap by extending the 
literature on experiential marketing to a platform-based 
digital environment. While the study adopts the five core 
dimensions—Sense, Feel, Think, Act, and Relate—it further 
proposes virtual experiential variables specific to game 
platforms: visual interfaces (Sense), emotional exploration 
(Feel), information learning (Think), search behaviors (Act), 
and community participation (Relate). These 
reconceptualized dimensions contribute to a differentiated 
academic perspective.

Accordingly, this study investigates how these virtual 
experiential variables influence user satisfaction and 
continued use intention. The findings are expected to offer 
valuable strategic insights for the operation and user 
experience management of game distribution and other 
related digital platforms.

2.3. Platform Interactivity

Platform interactivity has emerged as a critical element 
in enhancing user experience within digital environments. It
plays a pivotal role by enabling real-time feedback and 
immediate system responses, thereby increasing user 
engagement and immersion (Islam et al., 2021). In web-
based contexts, moderate levels of interactivity have been 
found to elicit the most favorable user impressions, 
particularly by optimizing information retrieval and click-
based navigation (Sundar et al., 2003). Recent studies 
further confirm that platform interactivity constitutes a key 
design strategy that fosters immersion and satisfaction in 
digital cultural heritage platforms (Zhou et al., 2025). 
Similarly, in 3D-based virtual and augmented reality 
platforms, real-time responsiveness and interactive features 
significantly encourage active user participation and 
immersion (Pellas et al., 2021; D. Shin, 2019). Moreover, 
smartphone-based augmented reality platforms demonstrate 
that real-time data sharing and interactive connectivity 

enhance user immersion and sustained usage intention, 
highlighting the experiential benefits of device-level 
interconnectivity (Kim et al., 2016). Research on global 
platform economies has shown how Steam’s architecture 
enables multi-level interaction and player-driven markets, 
positioning interactivity not only as a UX enhancer but also 
as a strategic economic function (Thorhauge, 2024).

This study builds upon Schmitt’s (1999) experiential 
marketing framework by incorporating platform 
interactivity as a moderating variable that potentially shapes 
the relationship between experiential marketing and user 
outcomes, including user satisfaction and continued use 
intention. Specifically, it is posited that interactivity—
manifested through user feedback loops, system 
responsiveness, and dynamic interaction—moderates the 
effect of experiential dimensions (Sense, Feel, Think, Act, 
and Relate) on satisfaction. While previous studies on 
experiential marketing have largely focused on its direct 
effects in online and offline settings, there is a notable lack 
of empirical investigation into the moderating role of 
platform interactivity within the unique context of game 
distribution platforms. 

By addressing this gap, the present research explores 
how platform interactivity influences the experiential 
marketing–satisfaction linkage in platform-based 
environments. In doing so, it contributes to the advancement 
of theoretical understanding and offers differentiated 
strategic implications for practice. This dual contribution 
reinforces the significance of interactivity not only as a 
technical feature but also as a strategic experiential construct 
that amplifies marketing effectiveness in digital platform 
ecosystems.

2.4. Satisfaction

Satisfaction is defined as a consumer’s overall 
evaluation formed after experiencing a product or service, 
representing a psychological and emotional state based on 
the perceived gap between expectation and actual 
performance (Oliver, 1980). While early research 
emphasized cognitive evaluations, subsequent studies have 
expanded the construct to encompass emotional dimensions 
also. Oliver (1999) further distinguished between initial 
satisfaction and cumulative satisfaction developed over 
repeated usage, positioning satisfaction as a key determinant 
of brand attitude and behavioral intention. 

In online shopping contexts, multiple experiential 
attributes—such as interface design, sales promotion, 
customer service, and product information—interact 
dynamically to shape user satisfaction. Notably, all five 
experiential marketing dimensions—sensory, affective, 
cognitive, behavioral, and relational experiences—have 
been empirically shown to significantly influence 



Youjin XIAO, Moon Hong KIM / Journal of Distribution Science 23-7 (2025) 159-177                       163

satisfaction (Jia & Hwang, 2013). 
In digital platform environments, where user interaction 

occurs without physical contact, satisfaction functions as a 
critical psychological factor that drives continued usage (J. 
Kim & Yum, 2024). From the perspective of the extended 
Expectation–Confirmation Model (ECM), satisfaction is 
formed through the user’s post-usage comparison of 
expectations versus actual experiences and directly predicts 
continued use intention (Daragmeh et al., 2022). 

Furthermore, in digital contexts, satisfaction is 
influenced by antecedents such as platform interactivity, the 
quality of the information search process, and the 
responsiveness of system feedback. Recent findings in 
digital education platforms indicate that service quality 
dimensions—specifically content and service quality—
significantly influence user satisfaction, with perceived 
consistency and personalization acting as mediating factors 
(Kang, 2024). Research on web and mobile platforms has 
demonstrated that real-time interaction and user 
responsiveness enhance both information-processing 
efficiency and emotional bonding, thereby contributing to 
increased overall satisfaction (Anand et al., 2023). 

In summary, satisfaction serves as a core indicator for 
evaluating user experience in digital platforms, shaped by 
the degree of alignment between expectations and actual use, 
and influenced by a variety of cognitive and emotional factors.
Given that the composition and drivers of satisfaction can 
differ depending on platform type and functionality, context-
specific analyses of satisfaction are essential. 

Building on Schmitt’s (1999) strategic experiential 
marketing framework, this study investigates how the five 
experiential dimensions—Sense, Feel, Think, Act, and 
Relate—influence satisfaction. In this context, satisfaction 
is conceptualized as a global evaluation of the platform 
experience and positioned as the key mediating variable that 
explains the formation of continued use intention. 
Additionally, platform interactivity is incorporated into the 
theoretical model as a moderator that influences the strength 
of the relationship between experiential marketing and 
satisfaction. 

While prior research has examined the role of satisfaction
across various platforms, empirical investigations into the 
relationship between experiential marketing and satisfaction 
within immersive game distribution environments remain 
scarce. Moreover, studies that incorporate platform 
interactivity as a moderating condition in the formation of 
satisfaction are limited. This study addresses these two gaps 
by integrating both elements to advance theoretical 
understanding and offer practical insights.

2.5. Continued Use Intention

Continued use intention refers to a user’s psychological 

tendency to engage with a specific platform or service over 
the long term. It is considered a key variable in predicting 
platform survival, profitability, and user loyalty (Oliver, 
1999). In digital environments where physical contact is 
absent, users’ initial experience and level of satisfaction 
serve as core prerequisites for sustained engagement 
(Anderson & Srinivasan, 2003). Continued usage goes 
beyond mere revisits and is instead characterized by 
voluntary participation and emotional connection that result 
in repeated engagement.

Major antecedents of continued usage include user 
satisfaction, perceived information usefulness, system 
quality, emotional involvement, and platform interactivity
(Sharabati et al., 2022). Satisfaction, particularly when user 
expectations are met or exceeded, has consistently been 
shown to positively influence behavioral intention across 
various platform types (Daragmeh et al., 2022). In diverse 
domains such as mobile healthcare, online communities, 
educational platforms, food delivery services, knowledge-
sharing platforms, and short-form video services, 
satisfaction has been widely confirmed as a central mediator 
of continued usage (Obeid et al., 2024; Pang & Ruan, 2024).

In addition, platform interactivity has been identified as 
a factor that fosters sustained usage by encouraging user 
participation and amplifying emotional responses to content 
and systems (Bae & Koo, 2016). In high-immersion 
platforms such as metaverse and augmented reality (AR)-
based services, affective involvement and technological 
novelty have been found to play a significant role in 
sustaining user engagement (Hwang et al., 2022).

Continued use intention is a higher-order construct that 
reflects the outcome of multiple variables—including 
satisfaction, expectation confirmation, interactivity, and 
content quality—rather than a simple repetition of use (Lee, 
2011). Recent research in omnichannel services indicates 
that both emotional and functional consumption values 
significantly influence continuous use intention, with 
emotional value directly affecting continued usage and 
functional value impacting service satisfaction, which in 
turn influences continued usage (Lee & Kim, 2021). In 
digital platforms, satisfaction and psychological immersion 
serve as core mechanisms underlying attitudinal loyalty, 
thereby enabling long-term user involvement (K.M. Kim et 
al., 2014). As such, identifying structural pathways that 
promote continued usage is a critical strategic task in both 
theory and practice.

In this study, Continued use intention is conceptualized 
as the dependent variable, representing users’ long-term 
engagement with the platform. It is positioned as the 
downstream outcome of experiential marketing and a 
subsequent response to user satisfaction. Specifically, the 
study proposes that the five experiential dimensions—Sense, 
Feel, Think, Act, and Relate—trigger satisfaction, which in 
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turn leads to continued use intention. This structural 
pathway reflects an integrative perspective based on both 
Expectation–Confirmation Theory (ECM) and the Affective 
Response Model. Moreover, platform interactivity is 
incorporated as both a moderating and mediating construct, 
with the potential to amplify or condition the relationship 
between experience and evaluation. This mechanism is 
expected to be particularly salient in immersive 
environments such as game distribution platforms.

While previous studies have repeatedly confirmed that 
satisfaction influences continued use intention across 
various services and platforms, most of these investigations 
have focused on conventional e-commerce contexts. 
Empirical analysis of this relationship remains limited in 
game distribution platforms, where emotional immersion 
and interactive experiences are central.

To fill this theoretical gap, the present study empirically 
examines how experiential marketing influences continued 
use intention via satisfaction within the specific context of 
game distribution platforms. By incorporating platform 
interactivity as a moderating condition, the study further 
investigates how the relationship between user experience 
and continued usage varies under different platform 
configurations. These findings are expected to offer 
actionable insights for user retention strategies, emotion-
driven marketing implementations, and immersive platform 
experience design.

3. Research Model and Hypotheses

3.1. Research Model

The primary objective of this study is to investigate how 
experiential marketing on game distribution platforms 
influences user satisfaction and, subsequently, continued use 
intention. In particular, the study empirically examines the 
moderating role of platform interactivity, one of the 
platform's key features, in shaping this relationship. 

Grounded in Schmitt’s (1999) Strategic Experiential 
Modules (SEMs) framework, this study conceptualizes 
experiential marketing as a higher-order construct 
composed of five dimensions: sensory experience (Sense), 
affective experience (Feel), cognitive experience (Think), 
behavioral experience (Act), and relational or social-identity 
experience (Relate). It is hypothesized that these 
experiential dimensions exert a positive influence on 
satisfaction, which in turn significantly predicts continued 
use intention. 

To explain post-adoption user behavior in the digital 
platform context, this study adopts the Expectation–
Confirmation Model (ECM) proposed by Bhattacherjee 
(2001), positioning satisfaction as a mediating variable that 

links experiential inputs with behavioral continuance. 
Additionally, acknowledging the immersive nature of 

game distribution platforms, this study posits that platform 
interactivity may function as a moderator in the relationship 
between experiential marketing and satisfaction. 
Specifically, in environments with high interactivity, the 
impact of experiential elements may be amplified, 
indicating that platform-specific user experiences can 
condition the strength of these effects.

Accordingly, the research model is illustrated in Figure 
1, and the hypotheses are derived based on this framework. 

Figure 1: Research Model

By extending the conventional linear pathway models to 
include both mediating and moderating mechanisms, this 
study seeks to provide theoretical novelty and practical 
insights that are particularly relevant to platform experience 
design and user retention strategies in the digital 
entertainment domain.

3.2. Hypothesis Development

3.2.1. Relationship Between Experiential Marketing and 
Satisfaction on Game Distribution Platforms

Experiential marketing is a multidimensional strategy 
that delivers sensory, affective, cognitive, behavioral, and 
relational/social-identity stimuli to consumers to foster 
brand immersion, cultivate favorable perceptions, and 
ultimately enhance satisfaction (Brakus et al., 2009; Schmitt, 
1999). Numerous studies have demonstrated that 
experiential marketing induces both emotional and 
cognitive responses that translate into positive evaluations 
and psychological gratification (Ding & Tseng, 2015; 
Gentile et al., 2007). These effects are often mediated by 
psychological mechanisms such as emotional resonance, 
expectation fulfillment, and the desire for self-expression—
mechanisms that are particularly pronounced in emotionally 
driven digital services (Li et al., 2025).

In the context of digital platforms, where physical 
interaction is limited, the experiential impact on user 
satisfaction becomes even more significant (Petit et al., 
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2019). Touchpoints such as product discovery, 
recommendation algorithms, interface design, and 
community engagement constitute key channels for 
delivering experiential value, thereby shaping perceptions of 
overall service quality and user satisfaction (Bilgihan et al., 
2016).

Specifically, the sensory experience encompasses visual 
design, content layout, loading speed, and multimedia 
elements that stimulate functional and aesthetic satisfaction. 
Affective experience triggers emotions such as enjoyment, 
curiosity, and interest. Cognitive experience supports 
knowledge acquisition and intellectual engagement through 
exploration and comparison. The behavioral experience
reflects users’ autonomous navigation and decision-making 
behavior. Finally, relational or social-identity experience
arises from social interaction and emotional connection via 
community forums, reviews, and comment sections.

The survey items constructed for this study are grounded 
in these five experiential dimensions, with each item 
operationalizing one of the core modules—sensory, 
affective, cognitive, behavioral, or relational experience—
in the specific context of game distribution platforms.

Drawing upon the theoretical framework and empirical 
precedents, the following hypotheses are proposed:

H1-1: Sensory experience positively influences satisfaction.
H1-2: Affective experience positively influences satisfaction.
H1-3: Cognitive experience positively influences satisfaction.
H1-4: Behavioral experience positively influences satisfaction.
H1-5: Relational/social-identity experience positively 

influences satisfaction.

3.2.2. Relationship Between Satisfaction and Continued 
Use Intention

Continued use intention refers to the psychological 
tendency of users to engage repeatedly with a specific 
platform or service over time. It is considered a key 
performance indicator that is directly related to platform 
loyalty, resistance to switching, and long-term profitability 
(Oliver, 1999). This concept is especially salient in digital 
platforms, where user satisfaction following the initial use 
plays a pivotal role in determining sustained engagement 
(Bhattacherjee, 2001). Satisfaction is defined as a cognitive 
and affective response formed when users evaluate a 
platform’s performance against their initial expectations 
after use (Oliver, 1980, 1999). In the information systems 
domain, it has been consistently positioned as a central 
explanatory variable in models such as the IS Continuance 
Model and the Expectation–Confirmation Model (ECM).

Numerous empirical studies have validated this 
relationship across various digital service contexts. For 
example, in OTT platforms, content diversity and user 
agency enhance satisfaction, which in turn positively affects 

long-term usage intention (Jang, 2022). In food delivery 
platforms, service quality serves as a reinforcing factor 
linking satisfaction to sustained use (Ahmad et al., 2025). 
On streaming platforms, the perceived quality of 
information and interface design foster satisfaction, which 
contributes to continued engagement (Kuo & Hsu, 2022). 
Research on mobile game users has shown that affective 
experiences mediate the link between satisfaction and usage 
continuity, and that platform features interact with 
individual experience to form the core mechanism of 
behavioral persistence (Zheng, 2019).

However, most existing studies have focused on general 
e-commerce, education, and media consumption platforms. 
Empirical research on how satisfaction influences continued 
usage specifically within game distribution platforms—
which are characterized by high user immersion, emotional 
engagement, and interactivity—remains limited. Given the 
unique nature of these platforms, the mechanisms 
underlying satisfaction and sustained use may differ from 
those in other digital environments.

Accordingly, the following hypothesis is proposed:

H2: Satisfaction has a positive effect on continued use 
intention.

3.2.3. Moderating Role of Interactivity in the Relationship
Between Experiential Marketing and Satisfaction

Experiential marketing, structured around the five 
strategic experiential modules—sensory, affective, 
cognitive, behavioral, and relational experiences—serves as 
a pivotal strategy for enriching user experience and 
enhancing both satisfaction and platform loyalty (Schmitt, 
1999). Within digital environments, one of the most 
influential platform attributes for amplifying the effects of 
experiential marketing is platform interactivity (Urdea et 
al., 2021b).

In this context, platform interactivity refers to the degree 
to which a system allows real-time feedback, reciprocal 
communication, and user-system responsiveness. It is 
considered a core functional mechanism that fosters user 
autonomy, active participation, and immersive engagement 
(Liu & Shrum, 2002). A high level of interactivity can 
deepen the experiential impact by enhancing emotional 
absorption in sensory and affective modules, as well as 
increasing the efficiency and responsiveness of cognitive 
and behavioral components.

In the context of game distribution platforms, interactiv
ity is particularly salient due to the immersive nature of ga
meplay environments and the dynamic interaction loops be
tween users and platform interfaces.

Based on the above reasoning, this study hypothesizes t
hat platform interactivity positively moderates the relations
hip between each experiential dimension and user satisfacti



166                    User Experience and Satisfaction on Chinese Game Platforms: An Interaction Perspective

on, amplifying the effects of experiential marketing under 
high-interactivity platform conditions.

Accordingly, the following hypotheses are proposed:

H3-1: Platform interactivity positively moderates the 
relationship between sensory experience and user 
satisfaction.

H3-2: Platform interactivity positively moderates the 
relationship between affective experience and user 
satisfaction.

H3-3: Platform interactivity positively moderates the 
relationship between cognitive experience and user 
satisfaction.

H3-4: Platform interactivity positively moderates the 
relationship between behavioral experience and user 
satisfaction.

H3-5: Platform interactivity positively moderates the 
relationship between relational (social-identity) 
experience and user satisfaction.  

3.3. Operational Definitions and Measurement Items

This study measured four core constructs relevant to the 
game distribution platform context: experiential marketing, 
platform interactivity, satisfaction, and continued use 
intention.

First, experiential marketing was conceptualized based 
on Schmitt’s (1999) Strategic Experiential Modules (SEMs), 
comprising five dimensions: sensory, affective, cognitive, 
behavioral, and relational/social-identity experiences. 
Guided by previous studies (Schmitt, B. 1999; Schmitt & 
Zarantonello, 2013; H.S. Shin & Kim, 2021; Zha et al., 
2022), a total of 20 measurement items were developed to 
reflect these five experiential domains.

Second, platform interactivity was defined as the degree 
to which users can engage in real-time interaction with the 
system, other users, and platform operators. This construct 
draws upon prior frameworks by Sundar et al. (2003) and 
Zhou et al. (2025), and was measured using six items
capturing system responsiveness, bidirectional 
communication, and user-system engagement.

Third, satisfaction refers to users’ subjective evaluation 
of their overall experience with the platform (Anand et al., 
2023; Kim et al., 2014; Oliver, 1999). Four items were 
developed to capture satisfaction within the specific context 
of game distribution platforms.

Fourth, continued use intention represents users’ 
willingness to continue using the platform in the future, 
reflecting a long-term behavioral orientation toward 

platform engagement (Bae & Koo, 2016; Oliver, 1999; Pang 
& Ruan, 2024). This construct was assessed using six items
based on validated scales from prior studies.

3.3.1. Experiential Marketing on Game Distribution 
Platforms

To measure experiential marketing, this study adopted 
Schmitt’s (1999) Strategic Experiential Modules (SEMs), 
which include five dimensions: sensory, affective, cognitive, 
behavioral, and relational/social-identity experiences. The 
measurement items for each sub-dimension were developed 
based on prior literature and tailored to the characteristics of 
game distribution platforms. 

First, the sensory experience dimension was designed to 
capture visual stimulation and system-related perceptions 
during platform use. While Schmitt (1999) originally 
proposed sensory experience as encompassing all five 
senses—sight, sound, smell, touch, and taste—this study 
focused specifically on visual design and navigational ease, 
given the inherently visual nature of game distribution 
platforms. Four items were developed based on the works of 
Schmitt (1999), Shin and Kim (2021), and Zha et al. (2022). 

Second, the affective experience dimension measures 
emotional responses such as enjoyment, interest, and 
emotional satisfaction during service usage. Items were 
selected based on Schmitt (1999) and Petit et al. (2019), with 
an emphasis on positive emotional reactions triggered 
during platform navigation.

Third, the cognitive experience dimension reflects 
experiences related to information processing and judgment, 
such as diversity of information, ease of access, and 
comprehensibility. Measurement items were developed with 
reference to Schmitt (1999), Bilgihan et al. (2016), and Shin 
and Kim (2021).

Fourth, the behavioral experience dimension assesses 
user behavior change resulting from platform engagement, 
such as shifts in information-seeking patterns or purchase 
behavior. Items were constructed based on Schmitt (1999) 
and Scholz and Duffy (2018), with a focus on capturing 
tangible behavioral outcomes after platform usage.

Finally, the relational/social-identity experience 
dimension captures social connectedness and emotional 
resonance experienced through interactions with other users, 
user-generated reviews, and participation in community 
features. Four items were developed in reference to Schmitt 
(1999) and Khazraee and Novak (2018), emphasizing users’ 
sense of belonging and formation of collective identity 
within the platform. A detailed summary of the items used 
in this study is presented in Table 1.
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Table 1: Operational Definitions of Experiential Marketing Constructs

Dimension Operational Definition References

Sensory Experience
Refers to visual stimuli such as platform design, product display, search speed, and 
multimedia composition, which offer visually centered sensory cues to users and 
contribute to forming overall visual satisfaction and aesthetic perception.

Schmitt, B. (1999)
H.S. Shin & Kim. (2001)
Zha et al. (2002)

Affective Experience
Involves emotional responses such as enjoyment, interest, and curiosity elicited 
during game navigation, serving to enhance users’ emotional immersion and 
positive affective experiences.

Schmitt, B. (1999)
Petit et al. (2019)

Cognitive Experience
Includes diverse game information, user reviews, images, and explanations 
provided through the platform, improving accessibility and comprehension while 
promoting users’ cognitive satisfaction and knowledge acquisition.

Schmitt, B. (1999)
Bilgihan et al. (2016)
H.S. Shin & Kim. (2021)

Behavioral Experience
Captures behavioral changes such as information search, game comparison, and 
repeated usage patterns, encouraging active participation and leading to a shift in 
users’ perceptions of existing consumption behavior.

Schmitt, B. (1999)
Scholz & Duffy. (2018)

Relational Experience
Encompasses interactions through reviews, communities, and comments that 
facilitate interest-based communication among users, forming the foundation for 
social bonding and collective identity within the platform.

Schmitt, B. (1999)
Khazraee & Novak. (2018)

3.3.2. Platform Interactivity in Game Distribution
Platforms   

Platform interactivity was defined within the experiential 
marketing context of game distribution platforms and 
measured based on prior literature. As shown in Table 2, the 
construct was operationalized to capture key interactive 
features that enhance immersive user experiences.

Table 2: Platform Interactivity Variable: Construct and 
Operational Definition

Variable Operational Definition References

Interactivity

Refers to the platform’s two-way 
communication features, such as 
opinion exchange, experience 
sharing, and user input reflection, 
which enhance engagement, 
control, and immersive experience.

Sundar 
(2003)
Zhou et al. 
(2025)

3.3.3. Satisfaction

The variable satisfaction was defined based on prior 
research and adapted to the experiential marketing context 
of game distribution platforms. As shown in Table 3, this 
construct was operationalized to reflect users’ overall 
psychological and emotional evaluations of their platform 
experience, following interactions with various experiential 
dimensions.

Table 3: Operational Definition of the Satisfaction Variable

Variable Operational Definition References

Satisfaction

Satisfaction is defined as the user’s 
overall cognitive and emotional 
evaluation of the game distribution 
platform during use. This includes 
perceived quality of information, 
ease of search, content diversity, 
and the bidirectional communication 
system among users. The level of 
satisfaction is determined by the 
degree to which user expectations 
are met.

Oliver 
(1999)
Anand et 
al. (2023)
K.M. Kim et 
al. (2014)

3.3.4. Continued use intention 

The variable Continued use intention was defined and 
operationalized based on prior studies in alignment with the 
experiential marketing context of game distribution 
platforms. As shown in Table 4, this construct was measured 
to capture users’ ongoing intention to continue using the 
platform following their experiential engagement.

Table 4: Operational Definition of the Continued use 
intention Variable

Variable Operational Definition References

Continued 
use intention

Based on users’ prior 
experiences with the platform, 
this construct refers to the 
psychological tendency to 
continue using the service in 
the future. It includes 
intentions such as repeated 
usage, recommendation 
behavior, continued use 
despite others’ opinions, and 
voluntary review contributions.

Oliver (1999)
Bae & Koo
(2016)
Pang & Ruan 
(2024)

4. Abstract Research Methodology and Empirical
Analysis 

4.1. Research Design

This study employed a structured survey methodology 
to collect empirical data. The survey instrument was 
organized into three main sections. The first section 
collected demographic information from respondents, 
including gender, age, education level, occupation, and 
residential type. The second section consisted of items 
measuring experiential marketing dimensions—namely, 
sensory, affective, cognitive, behavioral, and relational 
experiences—associated with platform-based services. The 
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third section measured user perceptions of satisfaction, 
continued use intention, and platform interactivity. 

The questionnaire items were adapted from established 
measures in prior studies, with minor modifications made to 
suit the specific context of this research. All responses were 
recorded using a 7-point Likert scale, ranging from 1 
("strongly disagree") to 7 ("strongly agree"). All items were 
framed as positively worded statements to reduce 
respondent bias and ensure clarity.

4.2. Data Collection and Research Procedures

This study aimed to empirically investigate the impact 
of experiential marketing on user satisfaction and continued 
use intention within game distribution platforms, with a 
particular focus on testing the moderating role of platform 
interactivity. 

The survey was administered via the Chinese online 
survey platform Wenjuanxing from March 29 to April 11, 
2025. A total of 515 responses were initially collected. 

Regarding the participant recruitment process, this study 
adopted a convenience sampling strategy to recruit 
participants. The questionnaire was distributed via gaming-
related online communities and social media platforms, 
including WeChat, QQ groups, and digital forums. 
Participation was voluntary, and to enhance engagement and 
reduce attrition, each valid respondent received a nominal 
incentive of approximately USD 0.5 (RMB 3.5). Given the 
exploratory nature of the study and the absence of a 
comprehensive user registry, this approach was deemed both 
pragmatic and appropriate for accessing active users of 
game distribution platforms.

To ensure the reliability of the empirical analysis, a 
rigorous data screening process was conducted, resulting in 
a final valid sample of 394 responses. The following 
exclusion criteria were applied: First, respondents who 
selected option “2” in the demographic filter question (Q1) 
were removed, as their profiles did not align with the target 
population. 

Second, responses with a standard deviation below 0.2 
across key measurement items (Q10 to Q45) were 
considered insufficiently varied and indicative of low 
response consistency, and thus excluded. 

Third, any case in which the same extreme value (e.g., 
all 1s or all 7s) was selected across all items was identified 
as exhibiting extreme response bias and removed from the 
dataset. 

Fourth, responses with missing or unidentifiable 
demographic data such as gender or age were either 
excluded or processed as missing data, depending on their 
severity. 

Lastly, surveys completed in an abnormally short 
amount of time were assumed to reflect a lack of thoughtful 

engagement and were excluded from further analysis. 
Through this data-cleaning process, a final sample of 

394 valid and reliable responses was secured. All subsequent 
empirical analyses were conducted using this dataset.

4.2.1. Demographic Characteristics

The demographic characteristics of the valid sample (n 
= 394) are summarized in Table 5. Among respondents, 57.7% 
identified as male, 32.7% female, and 9.6% as other genders, 
indicating a predominantly male user base. Regarding age 
distribution, the largest group comprised individuals aged 
15–25 (41.6%), followed by 26–35 (25.1%) and 36–45 
(14.5%), reflecting a high concentration within Generation 
Z and Millennials. 

Concerning educational attainment, 34.0% of 
respondents held a bachelor’s degree, 27.2% had graduated 
from junior college or vocational institutions, 18.0% 
possessed a master’s degree or higher, and 20.8% had 
completed secondary education, suggesting a relatively high 
educational profile among platform users.

Regarding employment status, students, including 
university students, represented the largest group (39.8%), 
followed by full-time employees (24.6%) and freelancers 
(20.8%). These findings indicate that game distribution 
platforms are primarily used by individuals engaged in 
academic pursuits or flexible employment. 

Monthly income data revealed that 40.9% earned 
between 3,000 and 5,999 RMB, 9.6% fell into the high-
income category (7,000 RMB or above), and 6.3% earned 
less than 1,000 RMB, suggesting that most users possess 
moderate purchasing power. 

In terms of platform usage, the most frequently used 
platform was WeGame (41.4%), followed by Steam (29.9%) 
and Epic Games (14.5%), indicating a relatively 
decentralized usage pattern. Usage frequency showed that 
30.2% of users played 2–6 times per week, 26.4% played 
once weekly, and 11.7% reported daily gameplay, with over 
half of the respondents regularly engaging in gaming. 

Regarding residential distribution, 28.9% resided in 
“new first-tier” cities (e.g., Hangzhou, Xi’an, Wuhan), 
followed by second-tier or lower-tier cities (30.5%) and 
first-tier metropolitan areas (21.1%). This suggests users of 
game distribution platforms primarily concentrate in 
medium to large urban centers.

The sample’s demographic and behavioral profile aligns 
well with the study’s theoretical model. A majority of 
respondents are young adults (66.7% aged ≤35), a group 
associated with higher cognitive, emotional, and behavioral 
engagement on digital platforms (Hollebeek et al., 2014). 
The prevalence of students and freelancers (60.6%) reflects 
user types inclined toward exploratory, hedonic, and socially 
motivated technology use (Leung, 2009; Turel et al., 2010). 
Additionally, the dominance of moderate-income, urban 



Youjin XIAO, Moon Hong KIM / Journal of Distribution Science 23-7 (2025) 159-177                       169

users matches the typical digital entertainment consumer 
profile in emerging markets—users who value immersion 
and interactivity while remaining cost-conscious (Chen et 
al., 2008). These attributes strengthen the model’s relevance 
and enhance the external validity of the findings. 

Table 5: Characteristics of Participants

Characteristic n %

Gender

Male 227 57.7 

Female 129 32.7 

Others 38 9.6 

Age

<15 37 9.4 

15∼25 164 41.6 

26∼35 99 25.1 

36∼45 57 14.5 

Above 45 37 9.4 

Education

Junior school and below 43 10.9 

High school/Technical secondary 
school

39 9.9 

College 107 27.2 

Bachelor's degree 134 34.0 

Master's degree and above 71 18.0 

Job title

Junior / High school student 76 19.3 

University / Graduate student 105 26.6 

Employed 97 24.6 

Freelancer 82 20.8 

Housewife / Househusband 32 8.1 

Others 2 0.5 

Monthly 
Salary (¥)

<1000 10 2.5 

1000 - 1999 25 6.3 

2000 - 2999 78 19.8 

3000 - 3999 65 16.5 

4000 - 4999 35 8.9 

5000 - 5999 34 8.6 

6000 - 6999 29 7.4 

>7000 38 9.6 

Others 80 20.3 

Game 
Distribution 
Platform

Steam 118 29.9 

Epic Games 57 14.5 

PlayStation Store 24 6.1 

Xbox Store 21 5.3 

Nintendo eShop 22 5.6 

WeGames 163 41.4 

UPLAY 22 5.6 

Battle.net 24 6.1 

Others 33 8.4 

Usage 
Frequency

More than once a day 46 11.7 

2–6 times per week 119 30.2 

Once a week 104 26.4 

2–3 times per month 38 9.6 

Less than once a month 40 10.2 

Irregularly / Occasionally 47 11.9 

Characteristic n %

Place of 
Residence

Tier 1 cities (e.g., Beijing, 
Shanghai, Guangzhou, Shenzhen)

83 21.1 

New Tier 1 cities (e.g., Hangzhou, 
Chengdu, Xi’an, Wuhan)

114 28.9 

Tier 2 and lower-tier cities 120 30.5 

Rural areas / County-level towns 38 9.6 

Others 39 9.9 

4.3. Analytical Strategy

This study employed the two-step approach to stru
ctural equation modeling (Anderson & Gerbing, 1988). 
In the first step, a confirmatory factor analysis (CFA) 
was performed using AMOS 29.0 to evaluate the relia
bility, construct validity, and overall model fit of the 
measurement model. In the second step, the structural 
model was tested to examine the hypothesized relation
ships among experiential marketing dimensions, user sa
tisfaction, and continued use intention.

Given the technical complexity and limited flexibili
ty of AMOS in modeling latent interaction effects, the

moderating hypotheses (H3-1 to H3-5) related to plat
form interactivity were tested separately using the PR
OCESS Macro (Model 1) in SPSS 30.0. This dual-met
hod approach enables a robust validation of the theory
-driven structural framework while addressing condition
al moderation effects through a widely accepted compl
ementary analysis technique.

4.4. Empirical Analysis

Evaluating the goodness-of-fit of the measurement 
model is an essential procedure for determining how well 
the multidimensional constructs specified by the researcher 
align with the observed data (Sarstedt et al., 2014). In this 
study, confirmatory factor analysis (CFA) was employed to 
assess the model fit, using several representative fit indices 
including the Absolute Fit Index, Incremental Fit Index, and 
Parsimonious Fit Index.

The analysis revealed that all fit indices met the 
recommended thresholds, as detailed in Table 6. Specifically, 
the root mean square error of approximation (RMSEA) was 
0.02, well below the conventional cutoff of 0.08, indicating 
an excellent level of fit. The comparative fit index (CFI), 
Tucker–Lewis index (TLI), and incremental fit index (IFI) 
all exceeded 0.90 (CFI = 0.992; TLI = 0.992; IFI = 0.993), 
demonstrating strong explanatory power and a high degree 
of concordance with the data. Additionally, the χ²/df value 
was 1.16, comfortably within the accepted range of 1.00 to 
3.00, further supporting the model’s statistical adequacy.

Collectively, these results confirm that the measurement 
model exhibits robust validity and reliability, thereby 
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providing a solid foundation for subsequent structural model 
analysis.

Table 6: The Summary of Fitness Indexes for Measurement 
Model

Name of
category

Name of
index

Index
value

Standard
criteria

Comments

Absolute fit RMSEA 0.020 <0.08 Achieved

Incremental fit

CFI 0.992 >0.9 Achieved

TLI 0.992 >0.9 Achieved

IFI 0.993 >0.9 Achieved

Parsimonious fit Chisq./df 1.160 1.00-3.00 Achieved

4.5. Reliability and Convergent Validity Analysis

Following confirmation of the measurement model’s 
overall goodness-of-fit, this study conducted reliability and 
convergent validity analyses to assess whether the 
measurement items functioned consistently within each 
construct. Reliability was evaluated using Cronbach’s alpha 
(α) and composite reliability (CR), while convergent 
validity was assessed based on factor loadings and average 
variance extracted (AVE), in accordance with established 
guidelines (Bagozzi & Yi, 1988; Fornell & Larcker, 1981). 

The results indicated that all constructs demonstrated 
strong internal consistency, with Cronbach’s α coefficients 
exceeding 0.875 and CR values surpassing 0.876. 
Furthermore, all factor loadings exceeded the threshold of 
0.70, and AVE values for each construct were above 0.639, 
thereby satisfying the criteria proposed by Fornell and 
Larcker (1981), which recommend a minimum of 0.50 for 
both loadings and AVE. These findings suggest that the 
observed indicators effectively capture the underlying latent 
constructs. 

In addition, CR values for all constructs were above 0.70, 
indicating strong inter-item consistency and construct 
reliability. The detailed results are presented in Table 7, 
confirming that the major constructs in this study meet both 
reliability and convergent validity requirements. These 
results provide a solid basis for ensuring the validity of 
subsequent structural model testing. 

Table 7, which is presented on the following page, 
provides a comprehensive summary of the construct-level 
reliability statistics and convergent validity estimates. 
Including factor loadings, Cronbach’s alpha, composite 
reliability, and AVE values, this table ensures full 
methodological transparency and facilitates empirical 
traceability across all measurement indicators. Importantly, 
all constructs were measured using four to six items, each 
yielding strong standardized loadings, which further 
confirms the robustness of the measurement model.

Table 7: Reliability and Convergent Validity of Constructs

Construct Items Estimate
Cronbach’s 

α

Composite 
Reliability 

(CR)

Average 
Variance 
Extracted 

(AVE)

Sense

SE1 0.737

0.875 0.876 0.639
SE2 0.829

SE3 0.778

SE4 0.848

Feel

FE1 0.875

0.922 0.922 0.747
FE2 0.868

FE3 0.844

FE4 0.870

Think

TH1 0.862

0.921 0.921 0.746
TH2 0.858

TH3 0.884

TH4 0.850

Act

AC1 0.872

0.922 0.923 0.750
AC2 0.846

AC3 0.864

AC4 0.881

Relate

RE1 0.867

0.925 0.926 0.757
RE2 0.869

RE3 0.874

RE4 0.870

interactivity

IN1 0.837

0.924 0.884 0.718

IN2 0.812

IN3 0.846

IN4 0.793

IN5 0.802

IN6 0.826

Satisfaction

SA1 0.883

0.923 0.923 0.749
SA2 0.874

SA3 0.857

SA4 0.847

Continued 
use 
intention

CO1 0.870

0.952 0.952 0.768

CO2 0.881

CO3 0.870

CO4 0.872

CO5 0.871

CO6 0.894

4.6. Correlation Analysis 

A Pearson correlation analysis was conducted using SP
SS 30.0 to examine the interrelationships among the main c
onstructs. As summarized in Table 8, most correlation coeff
icients were statistically significant at the p < 0.01 level.
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Table 8: Discriminant Validity

Sense Feel Think Act Relate Interactivity Satisfaction Usage Intention

Sense 0.799

Feel 0.357** 0.864

Think 0.340** 0.674** 0.864

Act 0.049 0.565** 0.564** 0.866

Relate 0.377** 0.527** 0.585** 0.556** 0.870

Interactivity 0.048 0.466** 0.578** 0.505** 0.459** 0.820

Satisfaction 0.452** 0.606** 0.638** 0.505** 0.699** 0.437** 0.865

Usage Intention 0.279** 0.600** 0.677** 0.645** 0.652** 0.485** 0.702** 0.876

Note: N=394.**p<0.01

Notably, relatively strong correlations were observed 
between Feel and Think, Relate and Satisfaction, and 
Satisfaction and Continued use intention. In contrast, no 
significant correlation was found between Act and Sense or 
between Interactivity and Sense, indicating potential 
structural independence among certain subdimensions.

Overall, the results support the hypothesized theoretical 
linkages among the key constructs and provide preliminary 
empirical justification for the subsequent structural model 
analysis.

4.7. Hypothesis Testing 

A structural equation modeling (SEM) analysis was 
conducted using AMOS 29.0 to examine the causal 
relationships among the key variables. As shown in Table 9,
all hypothesized paths were found to be statistically 

significant, thereby supporting the proposed model. 
First, each subdimension of experiential marketing—

sensory experience (Sense), affective experience (Feel), 
cognitive experience (Think), behavioral experience (Act), 
and relational experience (Relate)—had a significant 
positive effect on satisfaction, with all path coefficients 
statistically supported at conventional significance levels 
(H1-1 to H1-5). Among these, relate exhibited the strongest 
effect (β = 0.339). 

Furthermore, satisfaction was found to have a strong 
positive influence on continued use intention (H2), with a 
path coefficient of β = 0.757 and a critical ratio (C.R.) of 
15.576, indicating high statistical significance. 

These findings empirically validate the theoretical 
assumptions of the proposed model and confirm the 
presence of robust causal linkages among the core
constructs. 

Table 9: Regression Weight

Hypotheses Path Estimate S.E. C.R. P Supported

H1-1 Sense → Satisfaction 0.227 0.047 4.815 *** Yes

H1-2 Feel → Satisfaction 0.111 0.055 2.023 * Yes

H1-3 Think → Satisfaction 0.190 0.058 3.285 ** Yes

H1-4 Act → Satisfaction 0.265 0.054 4.932 *** Yes

H1-5 Relate → Satisfaction 0.339 0.052 6.488 *** Yes

H2 Satisfaction → Usage 0.757 0.049 15.576 *** Yes
Note: *p<0.05, **p<0.01, ***p<0.001

Table 10: Regression Weight

Hypotheses coeff se t p LLCI ULCI Supported

H3-1

constant 3.544 0.503 7.047 *** 2.555 4.533

No
Sense 0.435 0.046 9.438 *** 0.345 0.526

Interactivity 0.462 0.053 8.767 *** 0.358 0.565

Int_1 -0.028 0.031 -0.885 0.377 -0.089 0.034

H3-2

constant 3.473 0.488 7.119 *** 2.514 4.433

Yes
Feel 0.492 0.046 10.641 *** 0.401 0.583

Interactivity 0.223 0.057 3.947 *** 0.112 0.335

Int_1 0.084 0.031 2.769 ** 0.025 0.144

H3-3

constant 3.920 0.481 8.152 *** 2.975 4.865

Yes
Think 0.530 0.048 11.068 *** 0.435 0.624

Interactivity 0.150 0.059 2.542 * 0.034 0.266

Int_1 0.092 0.032 2.895 ** 0.030 0.154



172                    User Experience and Satisfaction on Chinese Game Platforms: An Interaction Perspective

Hypotheses coeff se t p LLCI ULCI Supported

H3-4

constant 4.259 0.484 8.800 *** 3.307 5.210

Yes
Act 0.493 0.048 10.339 *** 0.399 0.587

Interactivity 0.214 0.057 3.755 *** 0.102 0.325

Int_1 0.162 0.031 5.170 *** 0.100 0.223

H3-5

constant 4.319 0.438 9.871 *** 3.459 5.179

Yes
Relate 0.649 0.043 15.215 *** 0.565 0.733

Interactivity 0.156 0.051 3.069 ** 0.056 0.255

Int_1 0.147 0.029 5.166 *** 0.091 0.203

Note: *p<0.05, **p<0.01, ***p<0.001 

To examine whether platform interactivity moderates 
the relationship between the subdimensions of experiential 
marketing and satisfaction, the present study employed 
SPSS PROCESS Macro (Model 1). The moderation analysis 
results are presented in Table 10. 

The results show that the interaction terms (Int_1) for 
H3-2 (Feel), H3-3 (Think), H3-4 (Act), and H3-5 (Relate) 
were statistically significant, with p-values of .006, .004, .000,
and .000, respectively. Additionally, the 95% confidence 
intervals for each path did not include zero, indicating the 
presence of significant moderation effects. Accordingly, 
these hypotheses were supported. 

In contrast, for H3-1 (Sense), the p-value of the 
interaction term was .377, and the confidence interval 
ranged from [-0.089, 0.034], which includes zero. This 
suggests that the moderation effect was not statistically 

significant, and therefore, H3-1 was rejected. 
These findings indicate that platform interactivity 

significantly moderates the relationships between affective, 
cognitive, behavioral, and relational experiences and user 
satisfaction, whereas no significant moderation was 
observed for sensory experience.

Figure 2 (presented on the following page) visually 
illustrates how platform interactivity moderates the 
relationship between the four experiential marketing 
dimensions—Feel, Think, Act, and Relate—and user 
satisfaction. Across all graphs, the slopes under the high 
interactivity condition (dotted lines) appear steeper than 
those under the low interactivity condition (solid lines), 
suggesting that platform interactivity amplifies the effect of 
experiential dimensions on satisfaction. 

Figure 2: Interaction Plots for Interactivity × Experiential Dimensions
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In particular, the Act and Relate dimensions exhibit 
more pronounced differences in slope and satisfaction 
change between high and low interactivity conditions, 
indicating relatively stronger moderation effects. In contrast, 
although moderation is also present for Feel and Think, the 
magnitude of change is more gradual. These results 
highlight that behavioral and relational experiences, when 
combined with high platform interactivity, exert a more 
substantial influence on enhancing user satisfaction.

5. Discussion

This study empirically examined the impact of 
experiential marketing on user satisfaction and continued 
use intention in the context of game distribution platforms, 
while also exploring the moderating role of platform 
interactivity. Experiential marketing was conceptualized 
into five core dimensions—Sense, Feel, Think, Act, and 
Relate—serving as independent variables, with continued 
use intention as the dependent variable. Platform 
interactivity was incorporated as a moderator to address the 
limited empirical attention given to moderation effects in 
prior studies. 

Structural equation modeling (SEM) using AMOS 
showed that all five experiential marketing dimensions 
positively predicted user satisfaction (H1-1 to H1-5 
supported). Satisfaction, in turn, significantly influenced 
continued use intention (H2 supported). These results 
indicate that platform environments designed around 
experiential principles can effectively boost user satisfaction 
and foster sustained user engagement. 

Moderation analysis using SPSS PROCESS Macro 
(Model 1) revealed that interactivity significantly moderated 
the effects of the Feel, Think, Act, and Relate dimensions on 
satisfaction (H3-2 to H3-5 supported), while no significant 
moderating effect was found for Sense (H3-1 rejected). The 
absence of a moderating effect for the Sense dimension may 
be explained by the static nature of visual design in digital 
game platforms. Prior studies suggest that visual elements 
such as color, layout, and typography are processed 
passively and primarily support basic usability (Zha et al., 
2022; Petit et al., 2019). Consequently, these sensory 
components are less susceptible to real-time interactivity—
especially in standardized environments like Steam or 
WeGame, where interface design remains largely consistent. 
This result implies that sensory experience may be less 
responsive to interactive enhancement than other 
experiential dimensions. Notably, the strongest moderating 
effects were observed for Act and Relate, underscoring the 
role of interactivity as a powerful amplifier of behavioral 
and relational engagement in shaping user satisfaction. 

6. Conclusion 

6.1. Theoretical Implications

This study advances experiential marketing theory 
(Schmitt, 1999) by extending its application to the context 
of game distribution platforms. Prior research has 
predominantly focused on experiential marketing’s 
influence within traditional offline retail, hospitality, and e-
commerce environments. In contrast, this study empirically 
validates how sensory, affective, cognitive, behavioral, and 
relational experiences contribute to user satisfaction and 
behavioral intention within digital gaming platforms, such
as WeGame and Steam. These findings demonstrate that 
experience-driven marketing strategies are not limited to 
product or service content, but are critically relevant to the 
holistic design of digital platform environments. 

The research also contributes to the literature by 
positioning platform interactivity as a moderating variable 
in the experiential marketing–satisfaction relationship. 
While prior studies have primarily conceptualized 
interactivity as an independent or mediating factor, this 
study highlights its role as a contextual amplifier of 
experiential effects. The empirical validation of 
interactivity’s moderating influence expands the theoretical 
understanding of environmental variables in shaping digital 
user experiences and underscores the need to consider 
platform design features as integral components of 
experiential value delivery. 

In addition, the study enhances methodological rigor by 
employing a dual analytical approach—structural equation 
modeling (SEM) via AMOS and moderation analysis via 
SPSS PROCESS Macro. By combining these techniques, 
the research not only validates the direct experiential 
pathways but also captures the interaction effects embedded 
within the user experience process. This multi-method 
strategy provides a comprehensive and multidimensional 
framework for understanding user responses in technology-
mediated environments, offering a robust foundation for 
future behavioral research in digital platform contexts.

6.2. Practical Implications

This study provides actionable insights for platform 
marketers by demonstrating how experiential marketing 
strategies (Schmitt, 1999) can be effectively applied within 
the game distribution platform environment. While 
experiential marketing has traditionally been implemented 
in offline retail, hospitality, and e-commerce settings, this 
research empirically confirms its relevance in digital 
platforms such as WeGame and Steam. Specifically, the 
study shows how the five experiential dimensions—sensory, 
affective, cognitive, behavioral, and relational—
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significantly enhance user satisfaction and continued use 
intention. These findings suggest that immersive marketing 
tactics should extend beyond game content to encompass the 
entire platform interface and user journey. 

The identification of platform interactivity as a 
significant moderating factor provides clear strategic 
guidance for platform designers and managers. 
Interactivity—defined as real-time feedback, system 
responsiveness, and user-to-user communication—can 
amplify the effectiveness of experiential inputs, particularly 
in enhancing satisfaction through behavioral and relational 
experiences. The findings highlight the importance of 
designing interactive environments that foster user agency 
and emotional connection, especially in highly immersive 
platforms like gaming ecosystems. 

Building on these findings, this study proposes 
dimension-specific platform design strategies to enhance 
existing experiential content via interactive mechanisms. 
These suggestions do not redefine the experiential 
dimensions themselves but aim to amplify user perception 
and satisfaction by embedding responsive interaction layers 
into the platform experience.

For affective experience, platforms can add interactive 
emotional feedback such as real-time emoji responses, 
personalized greetings, or animated reactions to enhance 
emotional resonance.

For cognitive experience, AI-powered recommendation 
engines, searchable FAQs, and dynamic tooltips can 
facilitate two-way information flow and encourage deeper 
cognitive engagement.

Behavioral experience, which showed the strongest 
moderating effect, can be reinforced through gamified 
feedback such as task cues, progress indicators, and 
achievement badges to boost user autonomy and 
participation.

For relational experience, features such as co-play 
invitations, threaded comments, or in-app voting can foster 
community connection and strengthen social identity.

While many of these mechanisms are already 
technologically feasible, future designs may benefit from 
deeper integration with artificial intelligence (AI). 
Nonetheless, it is essential to first understand the logic of 
interaction amplification before embedding AI-powered 
features strategically.

The study’s dual-method approach—employing both 
structural equation modeling (SEM) and moderation 
analysis using SPSS PROCESS Macro—offers a replicable 
analytical framework for platform operators seeking to 
evaluate and optimize user experience. The integrated 
modeling of experiential marketing → satisfaction → 
continued usage, moderated by interactivity, allows 
practitioners to identify high-impact pathways for user 
engagement and retention. As such, the study provides a 

diagnostic toolkit for managers to assess the strength of 
experiential touchpoints and strategically adjust platform 
design elements to strengthen user satisfaction and optimize 
continued use intention. In this regard, aligning experiential 
strategies with efficient platform-level distribution flows 
may further enhance user stickiness and optimize content 
delivery across digital ecosystems.

In sum, this research provides a comprehensive 
blueprint for experience-driven growth strategies in the 
digital platform industry, extending its implications to 
platform marketing, strategic service innovation, and user 
interface design.

6.3. Limitations and Future Research Directions

This study is based on a cross-sectional online survey 
conducted with Chinese users during a specific period, 
which limits the generalizability of the findings. Given the 
dynamic nature of user engagement on game platforms, a 
cross-sectional design restricts the ability to observe 
temporal changes in perceptions and behaviors. It also limits 
causal inference regarding the relationships among key 
variables. To address these issues, future research could 
adopt longitudinal designs with panel data to track how 
experiential variables and behavioral outcomes evolve over 
time. Alternatively, experimental approaches could 
manipulate platform interactivity conditions to assess their
causal effects on satisfaction and continued use intention, 
particularly in testing moderation effects.

The sample was drawn from users of specific domestic 
platforms, primarily composed of younger Chinese 
individuals. This demographic concentration may not reflect 
the full diversity of gaming behavior across age groups, 
regions, or cultural contexts. Additionally, the limited 
platform diversity constrained our ability to examine 
structural differences—such as centralized versus 
decentralized distribution models—which may shape user 
experience and retention patterns. Comparative studies 
across varied platform types could offer more generalizable 
insights into the mechanisms driving continued use intention.

Although this study examined the moderating effect of 
platform interactivity on the relationship between the five 
experiential marketing dimensions and user satisfaction, it 
did not include psychological constructs such as emotional 
response, perceived value, or personal motivation. 
Incorporating these factors in future models could enhance 
our understanding of the experiential process and its 
downstream outcomes.

Furthermore, the analysis focused on satisfaction as the 
sole mediating variable, excluding other potential outcomes 
like brand attitude or detailed retention behavior. Expanding 
the outcome framework would contribute to a more holistic 
view of platform-based consumer engagement.
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While the study employed robust statistical tools—
including structural equation modeling (SEM) and the 
PROCESS Macro—some methodological limitations 
remain. In particular, the model did not account for nested 
data structures or nonlinear relationships, which may 
obscure the complexity of user experience formation. Future 
work could utilize multilevel or nonlinear modeling to better 
capture these patterns.

Finally, the current research centers on system-level 
interactivity, without addressing user-to-user interaction or 
community-based engagement. Including these social 
mechanisms—perhaps through multi-path models—could 
provide valuable insights into the participatory dimensions 
of gaming platforms.
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