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ABSTRACT 

	Aims: to systematically describe a phenomenon, situation, or population without attempting to establish causal relationships.
Study design:  This study used a quantitative descriptive comparative research design.
Place and Duration of Study: The study was conducted in the Municipality of Cateel, Davao Oriental. from September to December 2024.
Methodology: 	A total of 150 Generation Z individuals from Cateel, Davao Oriental, were selected through purposive quota sampling. Participants met the criteria of belonging to the Gen Z age group and being active online gamers with experience in making in-game purchases. Data were gathered using a validated, adapted survey questionnaire, which included indicators for social value, conditional value, emotional value, monetary value, visual quality, trendiness, and customization—all measured on a 5-point Likert scale.
Results: The results showed a very high level of purchasing behavior, with particularly high mean scores in emotional value (4.37), trendiness (4.20), and customization (4.25), indicating that respondents were strongly motivated by feelings of enjoyment, the desire to follow trends, and the ability to personalize their gaming experience. Social value (4.44) and visual quality (4.27) also received high ratings, suggesting that peer influence and aesthetic appeal played significant roles in their decision to purchase virtual items. These findings demonstrate that Gen Z gamers are highly engaged in in-game spending, driven by both emotional and social gratifications. The study further highlights that demographic factors such as age, gender, and educational attainment contribute to varying levels of purchase behavior. Male respondents were more likely to engage in in-game purchases, with most participants falling within the 17 to 21 age range and being college students. 
Conclusion: The findings of the study revealed that Generation Z in Cateel, Davao Oriental, exhibited a very high level of in-game purchase behavior, indicating strong engagement with virtual items in online battle royale games. Among the factors examined, emotional value, trendiness, customization, and social value were the most influential, suggesting that Gen Z gamers are highly driven by enjoyment, social recognition, personal expression, and staying aligned with current gaming trends. The implications of these findings are relevant for game developers, educators, and policymakers aiming to better understand and ethically navigate monetization practices targeting younger audiences in digital spaces.
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INTRODUCTION

Generation Z, often defined as individuals born between the mid-1990s and early 2010s, is the first generation to grow up in a fully digital world (Turner, 2015). This generation is highly immersed in technology, with access to the internet and smartphones from a young age, shaping their communication and social interactions (Williams & Page, 2015). They tend to be proficient with digital tools and platforms, preferring online interactions over traditional means (Turner, 2015). Generation Z is also known for its social awareness, as they are more likely to engage with global issues through digital media, such as climate change and social justice (Francis & Hoefel, 2018). This generation's consumer behavior is influenced by their desire for convenience and speed, often opting for online shopping and instant services (Priporas et al., 2017).
Generation Z spends money on online games primarily due to their strong digital immersion and the social aspect of gaming (Przybylski et al., 2017). This generation values customization and personalization, which online games offer through in-game purchases like skins, avatars, and other virtual items (Hamari et al., 2017). The sense of belonging and community in multiplayer games also drives Generation Z to spend, as these purchases can enhance their status and identity within the game environment (Lehdonvirta, 2009). Additionally, the instant gratification provided by microtransactions aligns with Generation Z's preference for quick and convenient solutions (Macey & Hamari, 2019). Furthermore, many of these in-game purchases are framed as limited-time offers, creating a fear of missing out (FOMO), which further encourages spending (Xu et al., 2017).
[bookmark: _Hlk189750808]One of the key issues surrounding the in-game purchase behavior of Generation Z is the tendency toward impulsive spending, driven by the design of microtransactions that offer instant rewards and gratification (King & Delfabbro, 2018). This generation is particularly susceptible to marketing techniques that exploit psychological triggers such as limited-time offers and fear of missing out (FOMO), which can lead to overspending (Mills & Nower, 2019). 
Additionally, concerns about problematic gaming behavior, including the potential for addiction to in-game purchases and loot boxes, have been raised, as these systems often mimic gambling mechanics (Zendle & Cairns, 2018). Another issue is the financial literacy gap among young gamers, which makes it difficult for them to manage their spending effectively in digital environments (Xiao & Henderson, 2021).
Despite growing interest in the motivations behind in-game purchases, there is a significant research gap in fully understanding the purchase behavior of Generation Z in online games. Much of the current literature focuses on general gamer populations without isolating the specific behavioral patterns and financial literacy traits unique to Gen Z, who are digital natives with distinct social and economic influences (Marder et al., 2019; Wohn, 2014). 
Furthermore, a research gap also exists in understanding how in-game social interactions, such as peer influence and competitive dynamics, impact Gen Z's decision-making when it comes to in-game purchases. While there is some focus on game mechanics, the role of social pressures in shaping purchase decisions within the gaming environment remains underexplored. Moreover, while some studies have examined general spending habits, there is a lack of specific focus on how these factors affect their spending decisions within the context of online gaming environments.  This study aims to address the growing phenomenon of in-game purchases among Generation Z in online games, focusing on their motivations, decision-making processes, and spending behaviors. Specifically, we aim to explore how Generation Z handles decision-making related to in-game purchases, the factors that make them willing to spend money, and their underlying motivations for these purchases.
 Despite extensive research on general gaming behaviors, there is a notable gap in understanding the unique characteristics of Generation Z's in-game purchase behavior within specific contexts, such as rural areas like the Municipality of Cateel. Most existing studies fail to capture the interplay between social, emotional, and contextual values that shape Gen Z's spending patterns, leaving a critical void in understanding how cultural, demographic, and regional factors influence their decision-making. By addressing these gaps, this study sought to provide insights into Generation Z's purchase behavior and motivations, offering valuable information for game developers, parents, and future researchers.

material and methods
[bookmark: _Toc183512822]This Chapter outlines the research local, research design, research instrument, the responding of the study, and the analysis of data.

 Research Design

This study used a quantitative descriptive comparative research design. Descriptive research design is a type of research methodology that aims to systematically describe a phenomenon, situation, or population without attempting to establish causal relationships. It focuses on answering the “what,” “how,” and “who” questions, providing a detailed, factual, and accurate depiction of variables or behaviors in their natural settings (Siedlecki, 2020). The researchers used this design to gather information about the current state of the subject being studied, often employing tools like surveys and questionnaires. Descriptive research is valuable for exploring trends, identifying patterns, and understanding characteristics of a particular group or phenomenon (Aggarwal & Ranganathan, 2019). In the study, the descriptive research design was used to describe the level of in-game purchase behavior.

Research Instrument

[bookmark: _Toc182915180][bookmark: _Toc183168003][bookmark: _Toc178080214][bookmark: _Toc183171244][bookmark: _Toc178426515]This study utilized an adapted survey questionnaire that employed a five-point Likert scale, with five as the highest and one as the lowest. The survey questionnaire was adapted from Wang and Nabili (2021), entitled “Understanding In-game Purchase Behavior of Millennials in Mobile Battle Royale Games,” which reported Cronbach’s alpha values ranging from 0.738 to 0.877, indicating an acceptable level of internal consistency and reliability.


Respondents of the Study

The target population for this study was Generation Z individuals who were actively engaged in online games and had experience making in-game purchases. The study focused on players aged 12 to 27 years who were frequent participants in massively multiplayer online games and mobile games.
A non-probability sampling method, specifically purposive quota sampling, was used to select respondents who fit the study profile. This method was chosen because it ensured that only players who had made in-game purchases and belonged to Generation Z were included in the sample. A sample size of 150 was considered sufficient for achieving statistically meaningful results, particularly in descriptive research. According to Cohen (2013), this sample size enabled researchers to capture a diverse range of responses while maintaining manageability in terms of data collection and analysis. Additionally, this number provided enough diversity within the sample to capture different behaviors, preferences, and motivations among respondents, making the analysis more robust and representative of the target population (Field, 2018).

Data Gathering

The following steps were followed in gathering data:
Secure ethical clearance. Before conducting the study, the researchers secured ethical clearance from the University Research Ethics Board, which reviewed the research proposal to ensure that it complied with ethical guidelines, such as obtaining informed consent, ensuring confidentiality, and minimizing potential harm to participants. 
Permission letter. After securing ethical clearance, the next step in the data gathering process was to draft and submit a permission letter to the appropriate authorities or institutions. After receiving permission, a consent letter was prepared and sent to the respondents.
Distribution of the survey questionnaire. Once permission had been granted, the survey questionnaire was distributed to the respondents. This stage involved carefully planning how the questionnaires would be disseminated, collected, and managed to ensure a smooth and efficient data collection process. 
Retrieval of the survey questionnaire. After the distribution of the survey questionnaires (SQ), the next step was the retrieval of the survey questionnaires to ensure that the researchers collected the responses from the participants in an organized and timely manner.
Encoding and Analyzing. The data that were collected were then encoded and analyzed.
   The following steps were followed in gathering data:
Chart 1. Level of In-Game Purchase Behavior among Generation Z.
	Range of Means
	Description
	Interpretation

	5.00-4.21
	Very High
	The in-game purchase behavior is highly manifested.


	4.20-3.41
	High
	The in-game purchase behavior is manifested.

	3.40-2.61
	Moderate
	The in-game purchase behavior is moderately manifested.

	2.60-1.81
	Low
	The in-game purchase behavior is less evident.

	1.80-1.00
	Very Low
	The in-game purchase behavior is not evident.



 

results and discussion

This chapter presents the findings and discussion of the study. The presentation follows the order of the study’s statement of the problem. It begins with the demographic profile of the respondents, followed by an analysis of Generation Z’s in-game purchase behavior in terms of social value, conditional value, emotional value, monetary value, visual quality, trendiness, and customization. It also examines whether there are significant differences in in-game purchase behavior when respondents are grouped according to their demographic profiles. The discussion is based on data collected from a total of 150 respondents.



Profile of the Respondents

Table 1 presents the age distribution of the 150 respondents involved in the study. The largest group belongs to the age bracket of 16 to 21 years old, comprising 87 individuals or 58.0% of the total sample. This indicates that a significant portion of the participants are late adolescents and young adults.
Table 1. Profile of Respondents in terms of Age
	Age
	Frequency
	Percent

	12 to 16 years old
	15
	10.0

	17 to 21 years old
	87
	58.0

	22 to 27
	48
	32.0

	Average 
	150
	100.00



This age range is often identified as the most active demographic in online gaming and digital media consumption, aligning with findings by Santos and Mercado (2021), who emphasized that individuals in this age group show high engagement in virtual entertainment and in-game spending behavior.Following the dominant group, 48 respondents, or 32.0% fall within the 22 to 27-year-old age bracket. This segment typically represents young professionals or college graduates, who may have more disposable income and therefore greater potential for in-game purchases. According to Velasco et al. (2022), this age group often values customization, social interaction, and competition in gaming environments—factors that significantly influence their purchasing behavior. Their substantial representation in the sample provides valuable insight into how older members of Generation Z interact with and financially support the online gaming ecosystem. Lastly, the smallest group consisted of 15 respondents aged 12 to 16 years old, accounting for only 10.0% of the sample. Although younger players are increasingly entering the gaming world, their limited representation in this study might reflect either parental restrictions on spending or access limitations to digital payment methods (Lopez & Ramirez, 2020). Despite being a smaller group, their inclusion remains important for understanding how early exposure to online games can shape future purchasing tendencies. Their lower frequency should be considered when analyzing age-related trends to avoid skewed interpretations of purchasing behavior across age segments.

Based on the data presented in Table 2, the largest group of respondents in the study consists of college students, totaling 81 individuals, or 54.0% of the 150 respondents in the sample. This majority indicated that more than half of the respondents were at the tertiary level of education, which may suggest a higher level of digital literacy and more autonomy in making purchasing decisions in online games. Studies have shown that college students are among the most active digital consumers, often motivated by social connection, customization, and competition in gaming environments (De Leon & Martinez, 2021).

Table 2. Profile of Respondents in terms of Education
	Educational Attainment
	Frequency
	Percent

	Junior High School
	14
	9.3

	Senior High School 
	36
	24.0

	College 
	81
	54.0

	Other
	19
	17.7

	Total
	150
	100.00



The second-largest group consisted of senior high school students, accounting for 36 respondents or 24.0% of the total. This group, generally aged 16–18, is typically highly active in online gaming communities but may have more limited financial resources. Nonetheless, their strong representation in the sample reflects their increasing involvement in digital ecosystems. According to Bautista and Reyes (2022), senior high students are becoming more aware of virtual economies and are beginning to participate in in-game purchases, often influenced by peer pressure or trends in gaming culture.
 Smaller portions of the respondents come from junior high school and those categorized as “Other,” with 14 (9.3%) and 19 (12.7%) individuals, respectively. The “Other” category may include working individuals, out-of-school youth, or those enrolled in vocational training. While these groups represent a smaller share of the sample, their inclusion adds diversity to the study and reflects broader user behavior. As noted by Cruz and Villanueva (2023), educational background can influence purchasing decisions, as it often correlates with digital skills, exposure to online environments, and understanding of in-game value systems. Therefore, educational attainment is an important variable to consider when analyzing patterns of in-game purchase behavior.

Level of in-game purchase behavior of Generation Z in online battle royale games in terms of Social Value

Table 3 presents the level of in-game purchase behavior among Generation Z in terms of social value. “Social value in gaming refers to how virtual items help users feel recognized, accepted, or aligned with a group or culture” (Chung et al., 2021). The average mean score of 4.44 for social value in in-game purchase behavior, with an interpretation of very high, indicates that players strongly associate in-game purchases with social and cultural identity. This suggests that buying virtual items, especially those that reflect personal or national symbols, contributes significantly to a player’s sense of belonging and social expression within the game.

Table 3. Level of in-game purchase behavior in terms of social value
	Indicators
	Mean
	Standard Deviation
	Interpretation

	Wear a game skin with my own national symbol.	
	4.61
	0.67
	Very High

	Paid items that give me a sense of cultural belonging.
	4.34
	0.66
	Very High

	Paid items that have my own national symbols.	
	4.40
	0.69
	Very High

	Using paid items helps to feel accepted by others.	
	4.40
	0.73
	Very High

	Average
	4.44
	6.70
	Very High



 According to Lin and Sun (2020), virtual goods that reflect one’s culture or identity can enhance self-representation and promote emotional attachment to the game environment. The high average also implies that in-game purchases are not purely functional but are deeply tied to social motivations, such as being recognized or accepted by others. As noted by Kim and Kim (2021), players often purchase items to improve their social status or to fit in with peer groups in multiplayer settings, which reinforces their participation and interaction within the gaming community. 
Based on the Theory of Consumption Values by Sheth et al. (1991), the result indicates that “players are strongly motivated to buy virtual items that allow them to express cultural identity, gain social acceptance, and feel a sense of belonging within the gaming community”. This implies that in-game items are not just functional or aesthetic, but also symbolic tools for social connection. Players tend to value paid items that represent national symbols or cultural traits, showing that digital self-expression through purchases is important. This aligns with the theory’s principle that social value contributes to consumer choices when the product enhances one’s image or social identity.
Additionally, this consistently very high average across all social value indicators reflects a shared behavior among players in using virtual items to express identity and build social connections. This supports the findings of Wu et al. (2023), who emphasized that players are more likely to spend on items that help communicate cultural values or social affiliation, making such purchases a form of social currency within digital worlds.

Table 4. Level of in-game purchase behavior in terms of conditional value
	Indicators
	Mean
	Standard Deviation 
	Interpretation

	Satisfied when more holiday/restricted skin seasons.
	4.33
	0.65
	Very High

	Paid items coming up on the New Year.	
	4.25
	0.78
	Very High

	Paid items in different seasons. For example, prefer summer concept game skins when it is summer.	
	4.29
	0.76
	Very High

	Average 
	4.29
	0.58
	Very High



 According to Lim and Kim (2021), seasonal and event-exclusive items trigger impulse buying behaviors due to their perceived scarcity and time-limited availability. The high average also reflects how contextual alignment (e.g., holiday themes or seasonal aesthetics) enhances the desirability of virtual goods. Players are more inclined to buy items that resonate with current events or cultural moments. As supported by Yang and Lee (2022), gamers tend to respond positively to in-game content that reflects real-world celebrations or themes, which increases their emotional engagement and spending intention.
Based on the Theory of Consumption Values by Sheth et al. (1991), the result means that players’ purchasing behavior is strongly influenced by situational or contextual factors. Specifically, the theory defines conditional value as the perceived benefit a consumer derives from a product in a specific time or circumstance. 
 In addition, the consistency in high scores across all conditional value indicators and the relatively low standard deviation show that this behavior is widespread among players. Most gamers find value in purchasing items tied to special times or themes, confirming that conditional marketing strategies are highly effective. This supports the findings of Zhang et al. (2023), who concluded that seasonally themed content significantly boosts in-game sales due to enhanced player relevance and excitement.

Table 5.Level of in-game purchase behavior in terms of emotional value
	Indicators
	Mean
	Standard Deviation
	Interpretation

	Paid items that remind me of my childhood.		
	4.45
	0.68
	Very High

	Paid items create happiness.	
	4.36
	0.68
	Very High

	Paid items make my real-life dream come true in the game	
	4.27
	0.72
	Very High

	It is fun to use paid items in the games.
	4.35
	0.74
	Very High

	Paid items that make the play enjoyable.
	4.41
	0.68
	Very High

	Average 
	4.37
	0.47
	Very High



According to Choi and Kim (2021), emotional engagement is a powerful motivator for digital consumption, and players are more likely to spend when virtual items evoke personal memories or fulfill fantasy-related desires. The high average also shows that in-game purchases go beyond functionality and serve as a form of emotional satisfaction or escapism. 
As noted by Wang et al. (2022), when paid items make gameplay more enjoyable or simulate real-life aspirations (such as dressing up characters or owning dream items), players perceive greater value, which justifies their spending. 
 Based on the Theory of Consumption Values by Sheth et al. (1991), emotional value, as defined in the theory, is the perceived utility derived from a product’s ability to arouse feelings or emotional responses. In this case, the high ratings suggest that players purchase in-game items because they make them feel happy, nostalgic, entertained, and emotionally satisfied. Moreover, the low standard deviation reflects a strong agreement among respondents, suggesting that this emotional response to in-game purchases is consistent across players. This supports the findings of Zhang and Liu (2023), who emphasized that “emotional gratification, such as fun, joy, and sentimental value, significantly contributes to the popularity of in-game purchases, particularly among highly engaged gamers”.

Table 6 presents the level of in-game purchase behavior in terms of monetary value, referring to how Generation Z players perceive the pricing and cost-effectiveness of paid virtual items. The average mean score of 4.19 with a standard deviation of 0.50 in Table 6 reflects a high level of in-game purchase behavior in terms of monetary value. This indicates that players generally perceive the pricing of paid items as fair, reasonable, and aligned with the value they receive.

Table 6. Level of in-game purchase behavior in terms of monetary value
	Indicators
	Mean
	Standard Deviation
	Interpretation

	Prices for paid items are acceptable.
	4.20
	0.65
	High

	Virtual items in the games are cost-effective.
	4.22
	0.69
	Very High

	Paid items are reasonably priced.
	4.15
	0.71
	High

	Paid items are variable priced.
	4.19
	0.72
	High

	Average 
	4.19
	0.50
	High



According to Chen and Lin (2021), when players feel that the prices of virtual goods are acceptable and cost-effective, they are more willing to make purchases, which positively influences their buying behavior.
 The high interpretation also suggests that while players recognize the monetary investment required, they find the pricing flexible enough through variable pricing models, such as discounts or bundles, to fit their budget and preferences. Studies by Park et al. (2022) support this by highlighting that varied pricing strategies encourage spending by catering to different player segments and financial capacities.
According to the Theory of Consumption Values by Sheth et al. (1991), players consider paid in-game items to be reasonably priced, acceptable in terms of cost, and worth their money. The fact that users perceive these items as offering value for the price suggests that economic considerations are an important part of their decision-making process when purchasing virtual goods.
Additionally, the relatively low standard deviation indicates a moderate consensus among players regarding price perceptions. This suggests that most players share similar views on the fairness and reasonableness of prices, reinforcing the idea that well-balanced pricing is critical for sustaining high purchase behavior in games (Lee & Kim, 2023).
The table reflects the level of in-game purchase behavior in terms of visual quality, which refers to the aesthetic appeal and graphical resolution of virtual items that influence purchasing decisions. The average result is 4.27, which is a very high interpretation, indicating that visual quality is a highly influential factor in in-game purchase behavior. Players place great value on high-resolution graphics, superior design, and visually appealing game content, which significantly enhance their gaming experience. This suggests that users are more likely to buy in-game items that look aesthetically pleasing and contribute to the overall visual satisfaction during gameplay.
Table 7. Level of in-game purchase behavior in terms of visual quality
	Indicators
	Mean
	Standard Deviation
	Interpretation

	Appreciate paid items having high resolution.
	4.39
	0.65
	Very high

	Seeing displays of products that have superior designs.
	4.36
	0.64
	Very high

	High-quality graphics are an important part of high-quality paid items.
	4.16
	0.70
	Very high

	High resolution of the game can bring a high-quality playing experience.
	4.21
	0.80
	Very high

	Wearing skins with superior designs makes the game enjoyable.
	4.25
	0.71
	Very High

	Average
	4.27
	0.53
	Very High



This supports research showing that visual aesthetics significantly influence online consumer decisions, especially in digital environments where visual stimuli play a central role (Kim et al., 2021; Wang & Chang, 2022). Thus, the finding emphasizes that in-game items with strong visual appeal not only satisfy players’ expectations for quality but also enhance their overall satisfaction and engagement, reinforcing the relevance of value-based motivations in virtual purchasing behavior.
 According to the Theory of Consumption Values by Sheth et al. (1991), this result aligns with the concept of aesthetic or functional value, depending on the purpose served. In this case, visual quality contributes to both: it provides functional value by improving the gaming experience through better graphics and design, and it provides emotional and social value when players enjoy using impressive skins that may enhance their status among peers (Sheth et al., 1991). High visual quality increases the perceived utility of virtual items, making players feel that their purchases are more rewarding and immersive.

The table outlines the level of in-game purchase behavior among Generation Z in terms of trendiness, which refers to the influence of current trends, popularity, and social exposure on purchasing decisions. The average mean score of 4.20 for in-game purchase behavior in terms of trendiness indicates that players generally have a high tendency to buy items that are considered trendy within the gaming community.
Table 8. Level of in-game purchase behavior in terms of trendiness
	Indicators
	Mean
	Standard Deviation
	Interpretation

	Paid items promoted by influencers are catchy.	
	4.22
	0.71
	Very High

	Paid items become popular and are purchased by the majority of players.	
	4.21
	0.69
	Very High

	Paid items are played by online influencers.		
	4.16
	0.75
	High

	It is cool to have a game item that has been a trend among the majority of players.
	4.21
	0.73
	Very High

	Average 
	4.20
	0.54
	High



According to Kim & Lee (2020 this reflects the importance of social influence and popularity in shaping consumer decisions, particularly in online gaming environments where status and image play a crucial role. The high average score also highlights the significant impact that influencers have on purchase behavior. Items promoted or used by popular online gaming personalities tend to attract attention and increase demand, as players often emulate these figures to enhance their own gaming experience or social standing (Park et al., 2022). This aligns with findings from recent studies showing that influencer endorsements can effectively boost consumer interest and perceived value of virtual goods, making trendiness a powerful driver in the in-game economy (Choi & Lee, 2023).
 Based on the Theory of Consumption Values by Sheth et al. (1991), which suggests that consumers’ decisions are influenced by multiple types of value, including social and emotional values. In this context, trendiness provides a strong social value, as purchasing popular or influencer-endorsed items helps players gain acceptance and recognition within their gaming communities.
The findings mean that players are more likely to purchase in-game items that are considered popular, endorsed by influencers, or widely used by the majority of other players. Specifically, the data shows that players value being part of current trends, and they find it appealing to own items that reflect what is currently popular in the gaming community. It indicates that social influence and visibility are strong motivators; players are influenced not just by the functional use of items, but by how those items are perceived socially.
The table displays the level of in-game purchase behavior in terms of customization, highlighting how the ability to personalize a game character’s physical traits influences the purchasing behavior of Generation Z players. The average mean score of 4.25 and standard deviation of 0.61, interpreted as very high, suggests that customization plays a major role in influencing in-game purchase behavior. Players highly value the ability to personalize their characters’ physical attributes, such as hairstyle, skin color, and eye color, which aligns with the idea that self-expression in virtual environments enhances user satisfaction.
Table 9. Level of in-game purchase behavior in terms of customization
	Indicators
	Mean
	Standard Deviation
	Interpretation

	The game where it is possible to customize the physical characteristics (i.e., hair style, skin color, eye color) of my character.		
	4.31
	0.74
	Very High

	It is important to customize my character’s physical (i.e., hair style, skin color, eye color) characteristics.
	4.21
	0.66
	Very High

	The game has a high-quality playing experience if it is possible to customize the physical characteristics of the game.
	4.24
	0.71
	Very High

	Average 
	4.25
	0.61
	Very High



This high average also indicates that players see customization not only as an aesthetic feature but as a core part of the gaming experience. According to Kim and Lee (2023), the ability to control the appearance of characters leads to greater immersion, which in turn raises the perceived value of the game. When games offer more detailed customization options, players are more likely to view the experience as high quality and worth spending money on.
According to the Theory of Consumption Values (Sheth et. al, 1991), customization significantly contributes to multiple consumption values, particularly functional, emotional, and social value. It suggests that players are not only interested in gameplay mechanics but also highly value the ability to express themselves through character design, such as changing hairstyles, skin tones, or other physical features. This personalization helps create a sense of identity, ownership, and immersion in the game, which increases the emotional and functional satisfaction they derive from playing.

Significant difference on the level of in-game purchase behavior when respondents are grouped according to profile.
Table 10 presents a comparison of the mean levels of in-game purchase behavior between male and female participants across various dimensions. The results from Table 10 reveal that there are no statistically significant differences in the level of in-game purchase behavior according to gender across all value dimensions, as all p-values are greater than 0.05. This suggests that male and female gamers in the study exhibit similar motivations and behaviors when it comes to making in-game purchases.  

Table 10. Mean comparison of the level of in-game purchase behavior according to gender.
	Independent Samples Test

	
	t-test for Equality of Means

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	Lower
	Upper

	Social Value
	.490
	148
	.625
	.04077
	.08320
	-.12365
	.20518

	Conditional Value
	-.702
	148
	.484
	-.07703
	.10976
	-.29393
	.13987

	Emotional Value
	.153
	148
	.879
	.01353
	.08838
	-.16112
	.18819

	Monetary Value
	.663
	148
	.508
	.06285
	.09474
	-.12436
	.25007

	Visual Quality
	-.111
	148
	.912
	-.01109
	.10002
	-.20874
	.18656

	Trendiness
	-.227
	148
	.821
	-.02291
	.10088
	-.22226
	.17644

	Customization
	-.835
	148
	.405
	-.09527
	.11408
	-.32071
	.13017



More specifically, value categories such as social, emotional, and monetary value show no significant gender-based differences, implying that the reasons why players purchase in-game items, whether for social recognition, emotional satisfaction, or perceived financial worth, are consistent regardless of gender. This supports the view that shared digital experiences and exposure to similar game mechanics lead to comparable consumer behavior among male and female gamers (Kim & Lee, 2023). Emotional engagement, which is often considered a personal and subjective factor, also appears to have a uniform impact across genders in influencing purchase behavior (Chen et al., 2024).
According to Nguyen et al. (2022), both male and female gamers are equally likely to engage in microtransactions when the game design emphasizes social interaction and community. Similarly, Kim and Lee (2023) emphasized that in immersive online environments, motivations such as achievement, social belonging, and aesthetic enjoyment are not significantly influenced by gender. These findings suggest that contextual and experiential factors are more influential than demographic variables in shaping in-game purchasing behavior.
 According to the Theory of Consumption Values Sheth et al. (1991), this result is an indication that the core consumption values influencing in-game purchase behavior, namely social value, emotional value, conditional value, and functional value (represented here by monetary considerations), are perceived similarly by both male and female gamers. The lack of significant gender differences across these dimensions suggests that the motivations behind in-game purchases are value-driven rather than gender-driven.
This suggests that game developers and marketers should focus on enhancing emotional, social, and functional elements of in-game content to influence purchasing behavior, rather than segmenting their strategies based on gender. As digital experiences continue to evolve, understanding what players value rather than who they are demographically will be essential to designing more effective and inclusive monetization models.
 The results presented in Table 12 show that age plays a significant role in influencing in-game purchase behavior among Generation Z gamers. Specifically, a significant difference was found between the 17–21 and 22–27-year-old groups, with the older group showing higher purchasing behavior (p = .028). This suggests that individuals in the 22–27 age range are more likely to engage in in-game spending compared to those slightly younger. However, there were no significant differences between the youngest group (12–16 years old) and either of the older groups, which implies that purchasing behavior may begin to stabilize or increase notably after early adolescence, particularly as players enter young adulthood.    
The results presented in Table 12 show that age plays a significant role in influencing in-game purchase behavior among Generation Z gamers. Specifically, a significant difference was found between the 17–21 and 22–27-year-old groups, with the older group showing higher purchasing behavior (p = .028). This suggests that individuals in the 22–27 age range are more likely to engage in in-game spending compared to those slightly younger. However, there were no significant differences between the youngest group (12–16 years old) and either of the older groups, which implies that purchasing behavior may begin to stabilize or increase notably after early adolescence, particularly as players enter young adulthood.    
Table 11. Mean comparison of the level of purchase behavior according to age
	Multiple Comparisons

	

	Dependent Variable
	(I) Age
	(J) Age
	Mean Difference (I-J)
	Std. Error
	Sig.
	95% Confidence Interval

	
	
	
	
	
	
	Lower Bound
	Upper Bound

	 Purchase behavior
	12-16 years old
	17-21 years old
	.15862
	.13008
	.444
	-.1494
	.4666

	
	
	22-27 years old
	-.05833
	.13763
	.906
	-.3842
	.2675

	
	17-21 years old
	12-16 years old
	-.15862
	.13008
	.444
	-.4666
	.1494

	
	
	22-27 years old
	-.21695*
	.08366
	.028
	-.4150
	-.0189

	
	22-27 years old
	12-16 years old
	.05833
	.13763
	.906
	-.2675
	.3842

	
	
	17-21 years old
	.21695*
	.08366
	.028
	.0189
	.4150

	



According to Garcia and Tan (2022), gamers in their early to mid-twenties are more likely to invest in games that provide value through customization, convenience, and aesthetic upgrade features that enhance both emotional and functional values. Similarly, Zhang et al. (2023) found that older Gen Z players engage more in microtransactions due to their increased purchasing power and deeper in-game involvement. These studies affirm that as players age, the value they derive from digital purchases becomes more meaningful, resulting in increased spending behavior. According to the Theory of Consumption Values (Sheth, Newman, & Gross, 1991), consumer behavior is influenced by multiple perceived values, such as monetary value, conditional value, emotional value, and social value. As individuals age, their financial capability often increases, which enhances the monetary and conditional values associated with making purchases in a game.
The results underscore that in-game purchase behavior strengthens with age, particularly among players transitioning from late adolescence to early adulthood. This shift is likely driven by an increase in perceived value, financial autonomy, and emotional connection to the gaming experience. These insights suggest that game developers and marketers should target older segments of Gen Z with value-based features—such as personalized content, exclusive bundles, and time-limited offers—that align with the consumption values most relevant to this age group. Understanding these value-driven behaviors can help optimize in-game monetization strategies while enhancing the overall player experience.
The ANOVA results in Table 12 indicate that there are no significant differences in in-game purchase behavior across education levels for all dimensions measured—social value, conditional value, emotional value, monetary value, visual quality, trendiness, and customization. The p-values for these variables all exceed the conventional significance level of 0.05, suggesting that educational attainment does not significantly impact how Generation Z gamers perceive or engage in in-game purchasing behavior.
	

Table 12. ANOVA. Mean comparison of the level of purchase behavior to education.
	
	

	Social Value
	Between Groups
	.524
	3
	.175
	.892
	.447
	No significant difference
	

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.
	
	

	
	Within Groups
	28.593
	146
	.196
	
	
	
	

	
	Total
	29.117
	149
	
	
	
	
	

	Conditional Value
	Between Groups
	.508
	3
	.169
	.492
	.688
	No significant difference
	

	
	Within Groups
	50.249
	146
	.344
	
	
	
	

	
	Total
	50.758
	149
	
	
	
	
	

	Emotional Value
	Between Groups
	.416
	3
	.139
	.625
	.600
	No significant difference
	

	
	Within Groups
	32.390
	146
	.222
	
	
	
	

	
	Total
	32.806
	149
	
	
	
	
	

	Monetary Value
	Between Groups
	.180
	3
	.060
	.233
	.873
	No significant difference
	

	
	Within Groups
	37.622
	146
	.258
	
	
	
	

	
	Total
	37.802
	149
	
	
	
	
	

	Visual Quality
	Between Groups
	.676
	3
	.225
	.796
	.498
	No significant difference
	

	
	Within Groups
	41.335
	146
	.283
	
	
	
	

	
	Total
	42.011
	149
	
	
	
	
	

	Trendiness
	Between Groups
	.186
	3
	.062
	.213
	.887
	No significant difference
	

	
	Within Groups
	42.564
	146
	.292
	
	
	
	

	
	Total
	42.750
	149
	
	
	
	
	

	Customization
	Between Groups
	.802
	3
	.267
	.722
	.541
	No significant difference
	

	
	Within Groups
	54.107
	146
	.371
	
	
	
	

	
	Total
	54.909
	149
	
	
	
	
	



Supporting this, Kim and Park (2022) found that gaming motivations are largely driven by emotional and social gratifications rather than socio-demographic characteristics, including education. Similarly, Lopez and Choi (2023) demonstrated that player engagement and spending patterns were more strongly predicted by psychological factors such as game involvement and identity expression than by formal education. Nguyen et al. (2021) also emphasized that the immersive and social nature of games creates a shared platform of value for players across educational statuses, which leads to similar in-game purchasing behaviors.
Garcia and Lee (2024) highlighted that digital consumption among Gen Z is highly influenced by peer networks and emotional attachment to virtual experiences, factors that tend to transcend educational differences. These studies collectively reinforce the idea that value perceptions rooted in emotional and social experience are more significant drivers of in-game purchases than education level.
This finding is consistent with the Theory of Consumption Values (1991), which posits that consumer decisions are primarily influenced by perceived product or experience value rather than demographic factors such as education. In gaming contexts, players are motivated by intrinsic values such as emotional satisfaction, social connection, and personalization, which are generally experienced similarly regardless of educational background.
 The research reinforces the idea that gaming culture is an equalizing environment where perceived value drives behavior more than personal background. This has important implications for developers and marketers, suggesting that marketing strategies and in-game offerings should focus on delivering emotionally engaging, socially interactive, and personalized content to appeal broadly across educational demographics. Instead of targeting players based on their academic status, efforts should be directed toward enhancing the intrinsic value of the gaming experience for all users.




4. Conclusion

Findings of the study revealed that Generation Z in Cateel, Davao Oriental, exhibited a very high level of in-game purchase behavior, indicating strong engagement with virtual items in online battle royale games. Among the factors examined, emotional value, trendiness, customization, and social value were the most influential, suggesting that Gen Z gamers are highly driven by enjoyment, social recognition, personal expression, and staying aligned with current gaming trends. Visual quality, monetary value, and conditional value also played important roles. The high score in monetary value indicates that Gen Z considers affordability and perceived value when making purchases, while the strong influence of conditional value shows that limited-time offers and seasonal items effectively trigger spending decisions. Furthermore, significant differences were found when respondents were grouped by age, gender, and educational attainment, confirming that demographic factors impact spending behavior. These results support the Theory of Consumption Values, demonstrating that when in-game elements satisfy users’ emotional, The social, financial, and contextual needs, they are more likely to engage in purchase behavior.
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APPENDIX
Appendix A
[bookmark: _Toc7349]SURVEY QUESTIONNAIRE

Please choose the most suitable answers to the following. Put a check (✓) on the table.
STRONGLY AGREE- 5, AGREE- 4, NEUTRAL- 3, DISAGREE- 2, STRONGLY DISAGREE- 1 

	Statement
	5
	4
	3
	2
	1

	
Social Value
	
	
	
	
	

	[bookmark: _GoBack]I like to wear a game skin having my own national symbol.
	
	
	
	
	

	I like paid items that give me a sense of cultural belonging.
	
	
	
	
	

	I like paid items that have my own national symbols.
	
	
	
	
	

	I think using paid items helps me to feel accepated by others.
	
	
	
	
	

	
Conditional Value
	
	
	
	
	

	I feel satisfied when I have more holiday/season-restricted skins.
	
	
	
	
	

	I like the paid items coming up on New Year.
	
	
	
	
	

	I like paid items in different seasons. For example, I prefer summer concept games skins when it is summer.
	
	
	
	
	

	
Emotional Value
	
	
	
	
	

	I like paid items that remind me of my childhood.
	
	
	
	
	

	I think paid items create happiness.
	
	
	
	
	

	I believe paid items make my real-life dream come true in the game
	
	
	
	
	

	It is fun to use paid items in the games.
	
	
	
	
	

	I like paid items that make the play enjoyable.
	
	
	
	
	

	
Monetary Value
	
	
	
	
	

	I think prices for  paid items are acceptable.
	
	
	
	
	

	I like virtual items in the game because they are cost-effective.
	
	
	
	
	

	I don't think paid items are reasonably priced. 
	
	
	
	
	

	I believe paid items are variable at fair prices.
	
	
	
	
	

	
Visual Quality
	
	
	
	
	

	I appreciate paid items having high resolution.
	
	
	
	
	

	I enjoy seeing displays of products that have superior designs.
	
	
	
	
	

	High quality graphics is an important part for high quality paid items.
	
	
	
	
	

	I believe high resolution of the game can bring high quality playing experience.
	
	
	
	
	

	Wearing skins with superior designs makes me enjoy the game.
	
	
	
	
	

	
Trendiness
	
	
	
	
	

	Paid items promoted by influencers are catchy.
	
	
	
	
	

	I like the paid item when it becomes popular and purchased by the majority of players.
	
	
	
	
	

	I like the paid items played by online influencers.
	
	
	
	
	

	It is cool for me to have a game item that has been a trend among majority of players.
	
	
	
	
	

	
Customization
	
	
	
	
	

	I like the game where it is possible to customize the physical characteristics (i.e. hair style, skin color, eye color) of my character.
	
	
	
	
	

	To me, it is important to customize my character’s physical (i.e. hair style, skin color, eye color) characteristics.
	
	
	
	
	

	I think the game has high quality playing experience if it is possible to customize physical characteristics of the game.
	
	
	
	
	



"
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