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Abstract

In this independent study, consumption values con-
cepts and theories are used as literatures review for a research
framework to investigate consumption behaviors about online
games revenue strategies. The study found that price utility,
aesthetics, and satisfaction with the game were factors affecting
purchase intention for the Battle Pass to consume virtual goods
in online games. The results can be used to guide companies
in establishing consumer-responsive marketing strategies for
virtual-related businesses.
Keywords: consumer behavior, online games, revenue model,

purchase intention, virtual goods
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