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This study aims to analyze the effect of storytelling as a digital marketing strategy on
players’ willingness to pay (WTP) for cosmetic items in the game Valorant. In the free-to-
play model, revenue depends on microtransactions, making it crucial to understand
how narrative elements influence player purchasing behavior. A quantitative survey
approach was used involving 31 active Valorant players in Indonesia aged 18–30, selected
through purposive sampling. The instruments consisted of validated storytelling and
WTP scales. Data were collected via an online questionnaire and analyzed using Partial
Least Squares Structural Equation Modeling (PLS-SEM) with SmartPLS 4. The results
indicate that storytelling has a significant positive effect on WTP (β = 0.523, p < 0.01),
explaining 27.4% of its variance. This finding suggests that emotional engagement
through storytelling enhances perceived value and motivates players to purchase
digital items for symbolic and emotional satisfaction rather than utility. Theoretically,
this study extends the Narrative Transportation Theory to digital consumption contexts,
while practically, it highlights storytelling’s potential as a strategic tool to strengthen
player attachment and monetization. Future research should involve larger and more
diverse samples or experimental designs to validate causal relationships more robustly.
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ABSTRACT



Game revenue depends on microtransactions
Games like Valorant use the free-to-play model, so
income comes from players buying cosmetic
skins, not from selling the game itself.

Prior studies missed WTP 
Most past research only examined engagement or
purchase intention, not the actual willingness to
pay, so the financial aspect of emotional impact is
underexplored.

Players buy for identity and emotion 
These purchases are often driven by how players
feel about characters or stories, not because the
items give any advantage.

Lack of Indonesian data 
There’s very limited research focusing on
Indonesian gamers, making this study contextually
valuable. Therefore, the study aims to measure
directly how storytelling affects players’ willingness
to pay for in-game cosmetic items.

PROBLEM & RESEARCH GAP



Storytelling

THEORETICAL FRAMEWORK

Fig 1. Research path model illustrating the direct
influence of Storytelling on Willingness to Pay

Emotional immersion in a story enhances
persuasion and purchase behavior.

Narrative Transportation Theory (Green
& Brock, 2000) Storytelling positively and significantly

influences players’ WTP for Valorant
skins.

Hypothesis (H1):

Willingness to Pay



RESEARCH METHOD

Instrument:

Type: Quantitative – Verificative
Population: Indonesian Valorant players
(~1.2 million, ActivePlayer.io (2024))
Sample: 31 respondents (18–30 years,
purposive sampling)

Storytelling Scale (5 items – Narrative
Transportation)
WTP Scale (3 Likert items + 1 open-ended)
Analysis Tool: SmartPLS 4 (PLS-SEM)



VARIABLES & DIMENSIONS

Narrative immersion
Emotional engagement
Identification with characters
Story coherence
Meaning perception

Storytelling (X)

Purchase motivation
Perceived value
Emotional satisfaction
Intention to buy

Willingness to Pay (Y)



TEST RESULTS

Mean Storytelling = 3.99, WTP = 3.81
Correlation: r = 0.523 (p < 0.01)
Regression: β = 0.523, p = 0.003, R² = 0.274

 → Storytelling explains 27.4% of variation in WTP.
 → Emotional narrative boosts symbolic and hedonic motivation.



Storytelling strengthens the emotional connection between players and the
game, making cosmetic items feel meaningful rather than purely decorative
(Kaur, 2024).
Players purchase skins to express identity and feel a sense of belonging in the
Valorant community (Hussain, 2024).
These findings align with prior studies showing that emotional narratives increase
engagement and purchase motivation (Oliveira Júnior et al., 2023).
They also confirm the Narrative Transportation Theory, where emotional
immersion enhances persuasion and leads to higher willingness to pay (Green &
Brock, 2000)

DISCUSSION



This study concludes that storytelling significantly increases players’ willingness to pay (WTP) for
Valorant skins by strengthening their emotional attachment to the game and its characters. Through
narrative-driven experiences, players perceive digital items as symbols of identity and belonging rather
than mere cosmetic features. These findings extend the application of the Narrative Transportation
Theory into digital markets, demonstrating how emotional immersion shapes purchasing behavior in
free-to-play ecosystems. Practically, the results suggest that developers should integrate storytelling as a
core digital marketing strategy to enhance engagement and monetization. 

CONCLUSION & LIMITATION

This study faced several limitations. The small sample size (n = 31) and limited research time reduced the
diversity and depth of data collected, making the findings less generalizable to all Valorant players. The use
of self-reported and cross-sectional data also limits the ability to confirm causality between storytelling
and willingness to pay. Future studies are encouraged to use larger samples, longer data collection
periods, and include more variables such as peer influence or cultural factors to produce stronger and
broader insights.
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