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ABSTRACT 

The emergence of advanced wireless network 
and the popularity of mobile devices have created a 
new application paradigm – the Digital Content 
Industry (DCI). Of DCI applications, the mobile 
gaming has shown great potential as one of the killer 
applications in mobile commerce. Before companies 
invest resources into the mobile gaming market, an 
understanding of factors affecting teenagers’ 
satisfaction towards mobile gaming is worthwhile.
Our research model extended the TAM model and 
studied many literature regarding users’ satisfaction 
models. Eight factors that might influence teenagers’ 
satisfaction were constructed. Questionnaires 
collected from 750 teenagers were analyzed and six 
out of the eight factors showed significance. They are 
“system interface”, “information quality”, “game 
play”, “convenience”, “uniqueness”, and “degree of 
immersion”. Results and implications were discussed, 
and future studies were suggested. 
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