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�EV�UDF���Gami�cation�has�gained�widespread�adoption�across�various��elds�such�as�

education,�commerce,��nance,�and�entertainment,�due�to�its�potential�to�boost�engagement�

and� in�uence�user�behavior.� E-commerce� o�ers�opportunities� to�motivate�consumers�and�

VKDSH�SXUFKDVLQJ�GHFLVLRQV��7KLV�VWXG��FRPELQHV�WKH�7HFKQR�RJ���FFHSWDQFH�0RGH���7�0���

the�Uses�and�Grati�cations�Theory�(UGT),�and�Hodkinson’s�Fear�of�Missing�Out�(FOMO)�to�

build�a�research�model�focused�on�factors�in�uencing�online�purchase�intentions.�The�study�

examines�Shopee,�a�leading�e-commerce�platform�in�Vietnam,�and�investigates�gami�cation’s�

LPSDFW�RQ�SXUFKDVH�LQWHQWLRQV�LQ�+DQRL����VXUYH��RI�����UHVSRQGHQWV��DV�FRQGXFWHG���LWK�

data� analyzed� using� SPSS.26.� The� �ndings� point� out� three� key� determinants� of� online�

purchase�intentions�on�gami�ed�platforms:�intention�to�use,�FOMO,�and�social�interaction,�

in�order�of�signi�cance.�Based�on�these�results,�the�study�recommends�that�Shopee�improve�

its� gami�cation� strategies� by� fostering� user� interaction,� enhancing� social� connectivity,�

LPSURYLQJ�XVDEL�LW���DQG�HQFRXUDJLQJ� VRFLD�� VKDULQJ���KLFK��L��� �LNH��� LQFUHDVH�FRQVXPHU�

HQJDJHPHQW�DQG�FRQYHUVLRQ�UDWHV�

.H��RUGV��gami�cation,�online�purchase�intention,�FOMO.��

��7K�RQJPDL�8QLYHUVLW�

��6W�GHQW��+DQRL�2SHQ�8QLYHUVLW�

,��,QWURGXFWLRQ

6KRSHH� LV� RQH� RI� WKH� OHDGLQJ�

H�FRPPHUFH� SODWIRUPV� LQ� 9LHWQDP��

DWWUDFWLQJ�PLOOLRQV�RI�FRQV�PHUV�PRQWKO��

�0HWULF�YQ�� ������� +RZHYHU�� LW� IDFHV�

FKDOOHQJHV� LQ� PDLQWDLQLQJ� FRQV�PHU�

DWWHQWLRQ�� LQFUHDVLQJ� HQJDJHPHQW��

DQG� FRQYHUWLQJ� YLVLWV� LQWR� S�UFKDVHV��

Gami�cation�has�emerged�as�a�promising�

VWUDWHJ��WR�WDFNOH�WKHVH�LVV�HV�

,Q� WKH� H�FRPPHUFH� VHFWRU��

gami�cation� is� a� valuable� tool� used� by�
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E�VLQHVVHV� WR� HQJDJH� FRQV�PHUV�� H[WHQG�

WKHLU� WLPH� RQ� SODWIRUPV�� DQG� SURPRWH�

UHSHDW�S�UFKDVLQJ�EHKDYLRU�

6W�GLHV� LQYHVWLJDWLQJ� WKH� �VH� RI�

gami�cation� in� e-commerce� demonstrate�

D� UDQJH� RI� PHWKRGRORJLFDO� DSSURDFKHV��

)RU� LQVWDQFH�� UHVHDUFK� E�� �%RJRVORY�

et� al.,� 2023)� emphasizes� gami�cation�

DV� D� ULVLQJ� VWUDWHJLF� LQVWU�PHQW� IRU�

ERRVWLQJ� �VHU� HQJDJHPHQW�� LQFUHDVLQJ�

F�VWRPHU� UHWHQWLRQ�� VWUHQJWKHQLQJ� EUDQG�

OR�DOW��� IDFLOLWDWLQJ� WKH� H[HF�WLRQ� RI�

E�VLQHVV�VWUDWHJLHV��DQG�HQDEOLQJ�WDLORUHG�

marketing� e�orts.� Additionally,� a� study�

by� Arifah� (2021)� regarding� the� e�ects�

of� gami�cation� on� online� purchasing�

LQWHQWLRQV� UHYHDOHG� WKDW� IDFWRUV� V�FK�

DV� JDPLQJ� H[SHULHQFH�� JDPH� GHVLJQ��

DQG� EUDQG� HQJDJHPHQW� KDYH� D� SRVLWLYH�

LPSDFW� RQ� VHOI�EUDQG� FRQQHFWLRQ�� ZKLFK�

V�EVHT�HQWO�� FRQWULE�WHV� WR� HQKDQFLQJ�

FRQV�PHUV��S�UFKDVH�LQWHQWLRQV�

5HFHQW� UHVHDUFK� LQ� 9LHWQDP�

KDV� H[DPLQHG� WKH� LPSOHPHQWDWLRQ� RI�

gami�cation� across� di�erent� industries.�

)RU� H[DPSOH�� WKH� VW�G�� E�� 3KDP� HW� DO��

(2024)�focused�on�gami�cation�marketing�

trends� in� the��nance�and�banking�sector,�

ZKLOH�%�L��������H[SORUHG�UHODWHG�WRSLFV��

Nevertheless,� a� signi�cant� gap� persists�

in� the� literature� regarding� the� e�ects�

of� gami�cation� on� consumers’� online�

S�UFKDVH� LQWHQWLRQV� LQ� WKH� H�FRPPHUFH�

GRPDLQ��7KLV�JDS�KLJKOLJKWV�WKH�QHFHVVLW��

IRU� D� PRUH� LQ�GHSWK� �QGHUVWDQGLQJ� RI�

how� gami�ed� features� on� e-commerce�

platforms� a�ect� consumer� purchasing�

EHKDYLRU��*DLQLQJ�V�FK�LQVLJKWV�LV�HVVHQWLDO�

IRU� HQDEOLQJ� H�FRPPHUFH� E�VLQHVVHV� WR�

design� more� e�ective� user� experiences�

and�to�maximize�the�behavioral�in�uence�

of�gami�cation.

,,�� 7�HRUHWLFDO� )UDPHZRUN� DQG�

5HVHDUF��0RGHO

Gami�cation� refers� to� the�

LQWHJUDWLRQ� RI� JDPH�OLNH� HOHPHQWV�

LQWR� QRQ�JDPH� HQYLURQPHQWV� �.�PDU��

������� ,W� LQYROYHV� IHDW�UHV� V�FK� DV�SRLQW�

VFRULQJ�� FRPSHWLWLRQ�� DQG� VWU�FW�UHG�

U�OHV� DSSOLHG� WR� SODWIRUPV� OLNH� ZHEVLWHV��

RQOLQH� FRPP�QLWLHV�� DQG� HG�FDWLRQDO�

V�VWHPV��7KHVH�HOHPHQWV�DUH�LPSOHPHQWHG�

ZLWKLQ� GLJLWDO� HQYLURQPHQWV� WR� IRVWHU�

HQJDJLQJ�DQG�PRWLYDWLQJ�H[SHULHQFHV�WKDW�

in�uence� user� behavior� and� strengthen�

FRQV�PHU�LQWHUDFWLRQ��7KH�PDLQ�REMHFWLYH�

of� gami�cation� is� to� enhance� user�

HQJDJHPHQW�� LQFUHDVH� SURG�FWLYLW��� DQG�

improve� the� e�ectiveness� of� campaigns�

E�� HQFR�UDJLQJ� LQWHUDFWLRQ� DPRQJ�

FRQV�PHUV�� HPSOR�HHV�� DQG� SDUWQHUV�

DFURVV�ERWK�GLJLWDO�DQG�SK�VLFDO�VSDFHV��,Q�

WKLV�FRQWH[W��WKH�7$0�VHUYHV�DV�D�YDO�DEOH�

IUDPHZRUN� IRU� �QGHUVWDQGLQJ� KRZ� �VHUV�

DGRSW�DQG�HQJDJH�ZLWK�QHZ�WHFKQRORJLHV��

2QOLQH�VKRSSLQJ�DQ�LQWHJUDO��WHFKQRORJ��

GULYHQ� FRPSRQHQW� RI� H�FRPPHUFH�

FDQ� EH� H[DPLQHG� WKUR�JK� 7$0�� ZKLFK�

identi�es� key� factors� in�uencing� the�

DGRSWLRQ� RI� H�FRPPHUFH� E�� LQGLYLG�DOV�

DQG� RUJDQL]DWLRQV�� $FFRUGLQJ� WR� 7$0��

3HUFHLYHG� 8VHI�OQHVV� DQG� 3HUFHLYHG�

(DVH� RI�8VH� DUH� WKH� WZR� SULPDU�� IDFWRUV�

that� signi�cantly� impact� an� individual’s�

LQWHQWLRQ� WR� DGRSW� QHZ� WHFKQRORJLHV��

2ULJLQDOO�� GHYHORSHG� E�� �DYLV� ��������

7$0� LV� ZLGHO�� UHFRJQL]HG� DV� D� OHDGLQJ�

PRGHO�LQ� H[SODLQLQJ��VHU�DFFHSWDQFH�DQG�

WKH�DGRSWLRQ�RI�WHFKQRORJLFDO�LQQRYDWLRQV�

�+DU�DQWL��������
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)LJXUH����7HFKQR�RJ���FFHSWDQFH�0RGH����DYLV�������

%DVHG� RQ� WKH� 7$0� SURSRVHG� E��

�DYLV� �������� 3HUFHLYHG� 8VHI�OQHVV� DQG�

Perceived� Ease� of� Use� are� identi�ed� as�

WZR� I�QGDPHQWDO� FRQVWU�FWV� LQFRUSRUDWHG�

LQWR� WKH� SURSRVHG� UHVHDUFK� PRGHO��

,Q� DGGLWLRQ�� JDPHV� ZLWKLQ� RQOLQH�

HQYLURQPHQWV� DUH� LQKHUHQWO�� VRFLDO� LQ�

QDW�UH�� FKDUDFWHUL]HG� E�� KLJK� OHYHOV� RI�

LQWHUDFWLYLW�� DQG� FRPSHWLWLRQ� DPRQJ�

SDUWLFLSDQWV� VWULYLQJ� WR� DFKLHYH� V�FFHVV�

�6RORPRQ���������7KH� VHFRQG� WKHRUHWLFDO�

IUDPHZRUN�HPSOR�HG� LQ� WKLV� VW�G�� LV� WKH�

Uses� and� Grati�cations� Theory� (UGT),�

ZKLFK� VHHNV� WR� H[SODLQ� WKH� PRWLYDWLRQV�

DQG� EHKDYLRUV� �QGHUO�LQJ� LQGLYLG�DOV��

DFWLYH� HQJDJHPHQW� ZLWK� PHGLD�� V�FK� DV�

games,�to�ful�ll�speci�c�psychological�or�

VRFLDO� QHHGV��$FFRUGLQJ� WR� 8*7�� PHGLD�

FRQV�PSWLRQ�LV�ERWK�LQWHQWLRQDO�DQG�JRDO�

RULHQWHG��ZKHUHE�� LQGLYLG�DOV� VHOHFWLYHO��

HQJDJH� ZLWK� SDUWLF�ODU� W�SHV� RI� PHGLD�

based�on� the�expected�grati�cations�they�

DLP� WR� UHFHLYH�� ,Q� DOLJQPHQW� ZLWK� WKLV�

WKHRUHWLFDO� SHUVSHFWLYH�� VRFLDO� LQWHUDFWLRQ�

LV� UHFRJQL]HG� DV� D� VDOLHQW� IDFWRU� DQG�

LV� LQFRUSRUDWHG� LQWR� WKH� FRQFHSW�DO�

IUDPHZRUN� RI� WKLV� VW�G���0RUHRYHU��)HDU�

RI� 0LVVLQJ� 2�W� �)202�� LV� LQWURG�FHG�

DV� DQ� DGGLWLRQDO� LQGHSHQGHQW� YDULDEOH�

LQ� WKH� UHVHDUFK� PRGHO�� 7KH� WKHRUHWLFDO�

�QGHUSLQQLQJ� IRU� WKLV� FRQVWU�FW� LV�

JUR�QGHG� LQ� WKH� FRQFHSW�DO� IUDPHZRUN�

GHYHORSHG� E�� +RGNLQVRQ� �������� ZKLFK�

SRVLWV�WKDW�)202�FDQ�LQG�FH�IHHOLQJV�RI�

UHJUHW� DQG� D� KHLJKWHQHG� �UJHQF�� WR� DFW�

LQ� RUGHU� WR� DYRLG� WKH� SHUFHLYHG� ORVV� RI�

YDO�DEOH�RSSRUW�QLWLHV��:LWKLQ�WKH�FRQWH[W�

RI� H�FRPPHUFH�� OLPLWHG�WLPH� SURPRWLRQV�

and� exclusive� o�ers� can� trigger� the�

FOMO� e�ect� among� consumers,�

WKHUHE�� SURPRWLQJ� LPS�OVLYH� S�UFKDVLQJ�

EHKDYLRU�� $FFRUGLQJ� WR� 8*7�� VRFLDO�

LQWHUDFWLRQ� LV� FRQVLGHUHG� D� I�QGDPHQWDO�

K�PDQ� QHHG�� �LJLWDO� SODWIRUPV�� WKUR�JK�

WKHLU� LQWHUDFWLYH� IHDW�UHV�� IDFLOLWDWH�

FRPP�QLFDWLRQ� DPRQJ� LQGLYLG�DOV� ZLWK�

VKDUHG� LQWHUHVWV�RU�JRDOV�� WK�V�JHQHUDWLQJ�

ERWK� VRFLDO� DQG� FRPPHUFLDO� YDO�H�� 7KH�

VW�G�� FRQG�FWHG� E��/HU]DQ� HW� DO�� �������

SURYLGHV� HPSLULFDO� HYLGHQFH� WKDW� VRFLDO�

LQWHUDFWLRQV�� SDUWLF�ODUO�� WKRVH� IDFLOLWDWHG�

through� social�media,� have� a� signi�cant�

LPSDFW�RQ�FRQV�PHUV��S�UFKDVH�LQWHQWLRQV��

*UR�QGHG�LQ�WKHVH�WKHRUHWLFDO�IR�QGDWLRQV�

and� supported� by� empirical��ndings,� the�

IROORZLQJ�K�SRWKHVLV�LV�SURSRVHG�

���� �RFLDO� LQ�HUDF�LRQ� KDV� D�

positive� in�uence�on�consumers’�online�

SXUFKDVH�LQ�HQ�LRQ�

The�perceived�usefulness�of�gami�ed�

marketing� strategies� can� in�uence�

F�VWRPHU� DWWLW�GHV� WRZDUG� D� EUDQG� DQG�

shape�their�behavioral�intentions.�Gami�ed�

PDUNHWLQJ� LQLWLDWLYHV�V�FK� DV� LQWHUDFWLYH�

DGYHUWLVHPHQWV�DQG�F�VWRPHU�HQJDJHPHQW�

WKUR�JK� JDPH�OLNH� H[SHULHQFHV�KDYH�
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been� shown� to� e�ectively� boost� brand�

awareness,� in�uence� brand� perception,�
DQG��OWLPDWHO��LPSDFW�S�UFKDVH�GHFLVLRQV��

0RUHRYHU��WKHVH�DFWLYLWLHV�KDYH�D�GLUHFW�DQG�

signi�cant�e�ect� on�consumers’�attitudes�

WRZDUG� WKH�EUDQG� ��KDKDND�HW�DO����������

�UDZLQJ� RQ� WKLV� WKHRUHWLFDO� SHUVSHFWLYH�

DQG�V�SSRUWHG�E��HPSLULFDO�HYLGHQFH��WKH�

IROORZLQJ�K�SRWKHVLV�LV�SURSRVHG�

���� 3HUFHLYHG� XVHIXOQHVV� LQ�

gami�cation� has� a� positive� e�ect� on�

XVHUV��RQOLQH�SXUFKDVH�LQ�HQ�LRQ�

In� the� context� of� gami�cation� on�

H�FRPPHUFH�SODWIRUPV��SHUFHLYHG�HDVH�RI�

use� signi�cantly� in�uences� consumers’�

RQOLQH� S�UFKDVH� LQWHQWLRQV�� :KHQ� �VHUV�

perceive� a�gami�ed�platform�as� intuitive�

DQG� HDV�� WR� QDYLJDWH�� WKH�� DUH� PRUH�

LQFOLQHG� WR� HQJDJH� LQ� RQOLQH� VKRSSLQJ�

DFWLYLWLHV� �&�RQJ�HW�DO����������%DVHG�RQ�

WKLV�UHDVRQLQJ��WKH�IROORZLQJ�K�SRWKHVLV�LV�
SURSRVHG�

���� 3HUFHLYHG� HDVH� RI� XVH� LQ�

gami�cation� has� a� positive� e�ect� on�

XVHUV��RQOLQH�SXUFKDVH�LQ�HQ�LRQ�

)202� KDV� EHHQ� FRQVLVWHQWO��

DVVRFLDWHG�ZLWK�RQOLQH�FRQV�PHU�EHKDYLRU�

(Hodkinson,� 2016).� Gami�ed� marketing�

techniques-such� as� �ash� sales,� product�

DYDLODELOLW�� LQGLFDWRUV�� DQG� FR�QWGRZQ�

WLPHUV�FDQ� KHLJKWHQ� �VHUV�� VHQVH� RI�

�UJHQF�� DQG� LQWHQVLI�� )202�� WKHUHE��

DFFHOHUDWLQJ� S�UFKDVH�GHFLVLRQV� �$QGUHZ�

HW� DO��� ������� $GGLWLRQDOO��� VRFLDO� SURRI�

PHFKDQLVPV�� V�FK� DV� GLVSOD�LQJ� WKH�

Q�PEHU�RI�F�VWRPHUV�F�UUHQWO��S�UFKDVLQJ�

RU�YLHZLQJ�D�SURG�FW��I�UWKHU�DPSOLI��WKH�

FOMO� e�ect� and� impact� consumers’�

GHFLVLRQ�PDNLQJ� SURFHVVHV� �7UDQ� HW�

DO��� ������� %DVHG� RQ� WKLV�� WKH� IROORZLQJ�

K�SRWKHVLV�LV�SURSRVHG�

H4:� FOMO� in� gami�cation� has�

a� positive� e�ect� on� users’� purchase�

LQ�HQ�LRQ��

5HVHDUFK�PRGHO

)LJXUH����3URSRVHG�UHVHDUFK�PRGH�

&RPSDUHG� WR� HDUOLHU� PRGHOV��

LQFO�GLQJ� WKRVH� E�� �DYLV� ������� DQG�

6KDKDU�GLQ�HW�DO����������WKH�7$0�FHQWHUV�

RQ� WZR� SULPDU�� FRQVWU�FWV�� SHUFHLYHG�

�VHI�OQHVV� DQG� SHUFHLYHG� HDVH� RI� �VH��

+RZHYHU�� LW� WHQGV� WR� QHJOHFW� LPSRUWDQW�

VRFLDO� DQG� SV�FKRORJLFDO� GLPHQVLRQV�� ,Q�

the�context�of�gami�cation,�it�is�necessary�

WR� H[WHQG� WKH� PRGHO� WR� LQFRUSRUDWH�

DGGLWLRQDO� IDFWRUV�� DV� �VHU� H[SHULHQFH�

LV� VKDSHG� QRW� RQO�� E�� I�QFWLRQDOLW�� E�W�

DOVR� E�� LQWULQVLF� PRWLYDWLRQ�� HPRWLRQDO�

engagement,� and� social� in�uence� during�

LQWHUDFWLRQV� ZLWK� JDPH�EDVHG� HOHPHQWV��
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5HVHDUFK� E�� 5D�VFKQDEHO� HW� DO�� �������

demonstrates� that� in� gami�ed� settings�

V�FK� DV� Pokémon� Go�� VRFLDO� LQWHUDFWLRQ�

signi�cantly�enhances�user�engagement.�In�

WKLV�VW�G���WKH�8*7�LV�HPSOR�HG�WR�FODULI��

the� social� dimension� of� gami�cation,� an�

aspect� that� TAM� does� not� su�ciently�

DGGUHVV��0RUHRYHU��WKH�)202�LV�LQFO�GHG�

WR�FDSW�UH�WKH�SV�FKRORJLFDO��UJHQF��WKDW�

FDQ� LPSDFW� S�UFKDVLQJ� EHKDYLRU�� :KLOH�

+RGNLQVRQ� ������� KDV� H[DPLQHG� WKH�

general�in�uence�of�FOMO�on�consumer�

EHKDYLRU�� WKLV� VW�G�� LV� DPRQJ� WKH� IHZ�

to� integrate� FOMO� within� gami�ed�

H�FRPPHUFH�FRQWH[WV��WKHUHE��FRQWULE�WLQJ�

to� the� development� and� re�nement� of�

F�UUHQW�WKHRUHWLFDO�IUDPHZRUNV�

7KH� SURSRVHG� UHVHDUFK� PRGHO�

H[WHQGV� WKH� 7$0� DQG� WKH� 8*7� E��

LQFRUSRUDWLQJ� )202�� WK�V� IRUPLQJ� D�

WKUHH�GLPHQVLRQDO� VWU�FW�UH� FRPSULVLQJ��

���� 7HFKQRORJ�� $ZDUHQHVV� �7$0��� ����

6RFLDO� ,QWHUDFWLRQ� DQG�8VDJH�0RWLYDWLRQ�

�8*7��� DQG� ���� 8UJHQF�� (PRWLRQV� DQG�

0RGHUQ�&RQV�PHU�3V�FKRORJ���)202���

8QOLNH� SULRU� VW�GLHV� WKDW� DSSO�� 7$0� RU�

8*7� ZLWKLQ� FRQYHQWLRQDO� H�FRPPHUFH�

HQYLURQPHQWV�� WKLV� UHVHDUFK� VLW�DWHV�

WKH� HQWLUH� PRGHO� ZLWKLQ� WKH� FRQWH[W� RI�

gami�cation.�As� a� result,� the� nature� and�

PDJQLW�GH� RI� WKH� UHODWLRQVKLSV� DPRQJ�

YDULDEOHV�DUH�DOWHUHG�

1RWDEO���)202�LV�QRW�D�SURPLQHQW�

IHDW�UH�LQ�WUDGLWLRQDO�H�FRPPHUFH�PRGHOV��

However,� in� gami�ed� contexts,� features�

such� as� �ash� sales,� spin-the-wheel�

PHFKDQLFV�� DQG� WLPH�OLPLWHG� UHZDUG�

V�VWHPV�VHUYH�DV�GLUHFW�WULJJHUV�RI�)202��

thereby� in�uencing� consumer� decision-

making.� This� suggests� that� gami�cation�

QRW� RQO�� SURYLGHV� D� QRYHO� FRQWH[W�DO�

IUDPHZRUN�E�W� DOVR�DFWV�DV�D�PRGHUDWLQJ�

RU� LQWHUYHQLQJ� YDULDEOH� WKDW� WUDQVIRUPV�

FRQV�PHU�EHKDYLRUDO�G�QDPLFV�

,,,��5HVHDUF��0HW�RG

������D�D��ROOHF�LRQ�DQG��QDO�VLV

7KH�D�WKRUV�DGPLQLVWHUHG�WKH�V�UYH��

E�� GLVWULE�WLQJ� VKDUHG� OLQNV� RQ� VRFLDO�

QHWZRUNV�LQ�HDUO��)HEU�DU��������UHV�OWLQJ�

LQ�D�WRWDO�RI�����YDOLG�UHVSRQVHV��$V�QRWHG�E��

�+DLU�HW�DO����������WKH�DSSURSULDWH�VDPSOH�

VL]H�IRU�D�/LNHUW�VFDOH�V�UYH��LV�GHWHUPLQHG�

E��WKH�UDWLR�RI�REVHUYDWLRQV�WR�PHDV�UHPHQW�

YDULDEOHV��ZLWK�D� UHFRPPHQGHG�PLQLP�P�

UDWLR�RI������,Q�WKLV�FRQWH[W���REVHUYDWLRQV��

GHQRWH� YDOLG� V�UYH�� UHVSRQVHV�� ZKLOH�

�PHDV�UHPHQW� YDULDEOHV�� FRUUHVSRQG� WR�

LQGLYLG�DO� V�UYH�� LWHPV�� *LYHQ� WKDW� WKH�

V�UYH��FRQWDLQHG����YDULDEOHV��WKH�PLQLP�P�

required�sample�size�is�calculated�as:�N�≥�5�

����� ������7KHUHIRUH��WKH�FROOHFWHG�VDPSOH�

RI� ���� UHVSRQVHV� V�USDVVHV� WKH�PLQLP�P�

WKUHVKROG�� HQV�ULQJ� DGHT�DWH� VWDWLVWLFDO�

SRZHU�IRU�WKH�DQDO�VLV�

������D�D��QDO�VLV

5H�LDEL�LW�� �VVHVVPHQW� RI� WKH�

0HDVXUHPHQW� 6FD�HV� XVLQJ� &URQEDFK�V�

��SKD�� 7KH� UHV�OWV� RI� WKH� UHOLDELOLW��

DQDO�VLV�IRU�WKH�IDFWRUV�ZLWKLQ�WKH�UHVHDUFK�

PRGHO� LQGLFDWH� WKDW� DOO� IR�U� LQGHSHQGHQW�

IDFWRUV�DQG�WKH�GHSHQGHQW�YDULDEOH�JUR�S�

H[KLELW� KLJK� UHOLDELOLW��� 7KH� &URQEDFK�V�

Alpha� coe�cients� range� from� 0.683�

WR� ������� $GGLWLRQDOO��� WKH� LWHP�WRWDO�

correlation� coe�cients� for� all� observed�

YDULDEOHV�H[FHHG�WKH�DFFHSWDEOH�WKUHVKROG�

RI� ����� ZLWK� WKH� ORZHVW� EHLQJ� ������ IRU�

YDULDEOH�+,��DQG�WKH�KLJKHVW�DW�������IRU�

variable� FO1.� These� �ndings� con�rm�

WKDW� WKH�FRQVWU�FWV�� DV�PHDV�UHG� E�� WKHLU�

UHVSHFWLYH�REVHUYHG�YDULDEOHV��GHPRQVWUDWH�

VWURQJ� LQWHUQDO� FRQVLVWHQF�� DQG� UHOLDEOH�

PHDV�UHPHQW��$V�D�UHV�OW�RI�WKH�UHOLDELOLW��

DVVHVVPHQW�� DOO� ��� REVHUYHG� YDULDEOHV�

ZHUH�UHWDLQHG�IRU�I�UWKHU�DQDO�VLV�

(�S�RUDWRU��)DFWRU��QD��VLV��()����

()$�ZDV�FRQG�FWHG�RQ�WKH�YDULDEOHV�WKDW�
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SDVVHG� WKH� &URQEDFK�V� $OSKD� UHOLDELOLW��

WHVW�� 7R� HQV�UH� WKH� V�LWDELOLW�� IRU�

SHUIRUPLQJ� ()$�� WKH� DSSURSULDWHQHVV� RI�

WKH�PRGHO�ZDV�FKHFNHG��VLQJ�WKH�.DLVHU�

0H�HU�2ONLQ��.02��PHDV�UH��FRUUHODWLRQ�

WHVWLQJ� EHWZHHQ� WKH� REVHUYHG� YDULDEOHV��

DQG� YDULDQFH� H[WUDFWLRQ� DQG� IDFWRU� WHVWV��

��ULQJ�WKH�()$�SURFHVV��WKH�UHVHDUFK�WHDP�

JUDG�DOO��UHPRYHG�YDULDEOHV�WKDW�ZHUH�QRW�

V�LWDEOH��DV�WKH��DSSHDUHG�LQ�P�OWLSOH�IDFWRU�

JUR�SV��$IWHU�VHYHUDO�UR�QGV�RI�WHVWLQJ��WKH�

four� factors� in�uencing� online� purchase�

intention� on� Shopee� were� identi�ed� as:�

6RFLDO� ,QWHUDFWLRQ� �)���� )HDU� RI�0LVVLQJ�

2�W��)����(DVH�RI�8VH��)����DQG�3HUFHLYHG�

8VHI�OQHVV��)����

)URP� WKH� DQDO�VLV� LQ�7DEOH� ��� LW� LV�

REVHUYHG� WKDW� WKH� F�P�ODWLYH� YDULDQFH�

YDO�H� RI� ��������� DV� SUHVHQWHG� LQ� WKH�

�&�P�ODWLYH� ��� FRO�PQ� RI� WKH� 7RWDO�

9DULDQFH�([SODLQHG�URZ��H[FHHGV�WKH�����

WKUHVKROG�� $GGLWLRQDOO��� WKH� (LJHQYDO�H�

coe�cients�for�the��rst��ve�factor�groups�

DUH� DOO� JUHDWHU� WKDQ� ��� DGKHULQJ� WR� WKH�

VWDQGDUG��7KHUHIRUH�� LW� FDQ� EH� FRQFO�GHG�

WKDW���������RI�WKH�YDULDQFH�LQ�WKH�IDFWRUV�

LV�H[SODLQHG�E��WKH�REVHUYHG�YDULDEOHV��WKH�

FRPSRQHQWV�RI�WKH�IDFWRUV��

7DE�H����7RWD��9DULDQFH�(�S�DLQHG

&RPSRQHQW
,QLWLDO�(L�HQYDOXHV

(�WUDFWLRQ�6XPV�RI�6TXDUHG�
�RDGLQ�V

5RWDWLRQ�6XPV�RI�6TXDUHG�
�RDGLQ�V

7RWDO
��RI�

9DULDQFH
&XPXODWLYH�

�
7RWDO

��RI�
9DULDQFH

&XPXODWLYH�
�

7RWDO
��RI�

9DULDQFH
&XPXODWLYH�

�
� ����� ������ ������ ����� ������ ������ ����� ������ ������

� ����� ������ ������ ����� ������ ������ ����� ������ ������

� ����� ������ ������ ����� ������ ������ ����� ������ ������

� ����� ����� ������ ����� ����� ������ ����� ������ ������

� ����� ����� ������ ����� ����� ������ ����� ����� ������

(�WUDFWLRQ�0HWKRG��3ULQFLSD��&RPSRQHQW��QD��VLV
6RXUFH���QD��VLV�UHVX�WV�IURP�6366���

2�W� RI� WKH� ��� REVHUYHG� YDULDEOHV�

LQFO�GHG�LQ�WKH�DQDO�VLV��WZR�YDULDEOHV��+,��

DQG�+,���ZHUH�UHPRYHG�IURP�WKH�PRGHO�DV�

WKH�� GLG� QRW�PHHW� WKH� UHT�LUHG� VWDQGDUG��

7KH� IDFWRU� ORDGLQJV� IRU� WKH� UHPDLQLQJ�

REVHUYHG� YDULDEOHV� ZHUH� DOO� JUHDWHU� WKDQ�

�����LQGLFDWLQJ�WKDW�WKH��PHW�WKH�FRQYHUJHQW�

YDOLGLW��FULWHULRQ��$V�D�UHV�OW�����REVHUYHG�

YDULDEOHV�ZHUH�UHWDLQHG��IRUPLQJ���IDFWRU�

JUR�SV� DIWHU� WKH� DQDO�VLV�� 7KHVH� JUR�SV�

DUH��2QOLQH�3�UFKDVH�,QWHQWLRQ��)����+9��

HV7;�Social�Interaction�(F6):�XH1-XH6;�

)HDU�RI�0LVVLQJ�2�W��)����)2��)2���(DVH�

RI� 8VH� �)���� 6���6���� DQG� 3HUFHLYHG�

8VHI�OQHVV��)����+,��+,���

�����3HDUVRQ��RUUHOD�LRQ��QDO�VLV

7KH�UHV�OWV�RI�WKH�3HDUVRQ�FRUUHODWLRQ�

DQDO�VLV�� DV�SUHVHQWHG� LQ� WKH�WDEOH�� I�UWKHU�

clari�ed� the� relationships� between� the�

in�uencing� factors� and� the� observed�

variables.�The��ndings�indicate�a�signi�cant�
OLQHDU� FRUUHODWLRQ� EHWZHHQ� WKH� 2QOLQH�

3�UFKDVH� ,QWHQWLRQ� �)��� DQG� WKH� IDFWRUV��

6RFLDO� ,QWHUDFWLRQ� �)���� )HDU� RI� 0LVVLQJ�

2�W��)����(DVH�RI�8VH��)����DQG�3HUFHLYHG�

8VHI�OQHVV� �)���� $OO� WKH� 6LJ�� YDO�HV� IRU�

WKHVH�IR�U�IDFWRU�JUR�SV�DUH�OHVV�WKDQ�������

V�JJHVWLQJ� WKDW� WKH� FRUUHODWLRQV� EHWZHHQ�

WKHVH�IDFWRUV�DQG�WKH�LQGHSHQGHQW�YDULDEOHV�

are�statistically�signi�cant.�Therefore,�these�

FRUUHODWLRQV�DUH�GHHPHG�V�LWDEOH�IRU�I�UWKHU�

DQDO�VLV� �VLQJ� 2UGLQDU�� /HDVW� 6T�DUHV�

�2/6��UHJUHVVLRQ�
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�����5H�UHVVLRQ�0RGHO��QDO�VLV�2��

In�the��rst�run,�the�Sig�value�for�the�

)�� IDFWRU� ZDV� IR�QG� WR� EH� �������ZKLFK�

H[FHHGV�WKH����WKUHVKROG��LQGLFDWLQJ�WKDW�
it�is�not�statistically�signi�cant.�Therefore,�

WKH� D�WKRUV� GHFLGHG� WR� UHPRYH� WKLV�

YDULDEOH� DQG� UHU�Q� WKH�PRGHO� �VLQJ� RQO��

WKH�LQGHSHQGHQW�YDULDEOHV�)���)���DQG�)���

7KH�DQDO�VLV�UHV�OWV�VKRZHG�WKDW�WKH�6LJ��

YDO�H�IRU�WKH�)�WHVW�ZDV�����L�H���OHVV�WKDQ�

5%),�con�rming�that�the�linear�regression�

PRGHO� LV� DSSURSULDWH�� 7KLV� LPSOLHV� WKDW�
WKH�LQGHSHQGHQW�YDULDEOHV�LQFO�GHG�LQ�WKH�

PRGHO� FDQ� H[SODLQ� WKH� YDULDWLRQ� LQ� WKH�

GHSHQGHQW� YDULDEOH�� ,Q� RWKHU� ZRUGV�� DW�

OHDVW�RQH�RI�WKH�WKUHH�LQGHSHQGHQW�IDFWRUV�

(F4,�F5,�F6)�has�a�statistically�signi�cant�

e�ect� on� the� dependent� variable� (F7).�

$GGLWLRQDOO��� WKH� 5�VT�DUHG� YDO�H� EHLQJ�
signi�cantly�di�erent�from�zero�indicates�

WKDW� WKH�PRGHO� FDQ�EH� JHQHUDOL]HG� WR� WKH�

RYHUDOO�SRS�ODWLRQ��

5�VTXDUHG� DQG��GMXVWHG� 5�VTXDUHG�

9D�XHV��7DEOH���SUHVHQWV�WKH�5�VT�DUHG�DQG�

$GM�VWHG�5�VT�DUHG�YDO�HV��ZKLFK�LQGLFDWH�

WKH� H[SODQDWRU�� SRZHU� DQG� UHOLDELOLW��

RI� WKH� UHVHDUFK� PRGHO�� 7KH� $GM�VWHG�

5�VT�DUHG�YDO�H�RI���������������V�JJHVWV�

WKDW� WKH� LQGHSHQGHQW� YDULDEOHV� LQ� WKH�

UHJUHVVLRQ�PRGHO�DFFR�QW�IRU�������RI�WKH�

YDULDWLRQ�LQ�WKH�GHSHQGHQW�YDULDEOH��ZKLOH�

WKH� UHPDLQLQJ� ������ FDQ� EH� DWWULE�WHG�

WR� H[WHUQDO� IDFWRUV� RU� UDQGRP� HUURU��

$GGLWLRQDOO���7DEOH���UHSRUWV�WKH���UELQ�

:DWVRQ� ��:�� VWDWLVWLF�� ZKLFK� WHVWV� IRU�

the�presence�of��rst-order�autocorrelation�

LQ� WKH� UHVLG�DOV��7KH��:�YDO�H�RI�������

IDOOV�ZLWKLQ�WKH�DFFHSWDEOH�UDQJH�RI���WR����

indicating�that�the�assumption�of�no��rst-

RUGHU�D�WRFRUUHODWLRQ�LV�QRW�YLRODWHG�

Table�2.�Model�Reliability�Test�Results�and�First-Order�Autocorrelation�Analysis

0RGHO�6XPPDU�E

0RGHO 5 5�6TXDUH �GMXVWHG�5�6TXDUH 6WG��(UURU�RI�W�H�(VWLPDWH �XUELQ�:DWVRQ

� �����D ����� ����� ������� �����

D��3UHGLFWRUV���&RQVWDQW���)���)���)���)�

E���HSHQGHQW�9DULDEOH��)�

,Q�WKH�VHFRQG�U�Q��WKH�6LJ��YDO�HV�

IRU� WKH� WKUHH� IDFWRUV� )��� )��� DQG� )��

ZHUH�DOO�EHORZ�����LQGLFDWLQJ�WKDW�WKHVH�

IDFWRUV�DUH�VWDWLVWLFDOO��VLJQLILFDQW��7KH�

9,)� YDO�HV� IRU� )��� )��� DQG� )�� VDWLVI��

WKH� FULWHULRQ� WKDW� 9,)� VKR�OG� EH� OHVV�

WKDQ����DV� UHFRPPHQGHG�E��+DLU�HW�DO��

�������� 7KLV� V�JJHVWV� WKDW� WKH� PRGHO�

GRHV� QRW� H[KLELW� P�OWLFROOLQHDULW��

DPRQJ� WKH� LQGHSHQGHQW� YDULDEOHV� �)���

)���)���DQG�WKH�GHSHQGHQW�YDULDEOH��)����

7DEOH� �� DOVR� SUHVHQWV� WKH� VWDQGDUGL]HG�

UHJUHVVLRQ� HT�DWLRQ�� ZKLFK� LOO�VWUDWHV�

WKH�UHODWLRQVKLSV�EHWZHHQ�WKH�YDULDEOHV�

7DE�H����7�WHVW�5HVX�WV�DQG�0X�WLFR��LQHDULW��7HVW���6HFRQG�5XQ

Coe�cientsD

0RGHO
8QVWDQGDUGL�HG�
Coe�cients

6WDQGDUGL�HG�
Coe�cients W 6L��

&ROOLQHDULW��
6WDWLVWLFV

% 6WG��(UURU %HWD 7ROHUDQFH 9,)

�

�&RQVWDQW� ����� ����� ������ �����
)� ����� ����� ����� ����� ����� ����� �����
)� ����� ����� ����� ����� ����� ����� �����
)� ����� ����� ����� ����� ����� ����� �����

D���HSHQGHQW�9DULDEOH��)�

6RXUFH���QD��VLV�UHVX�WV�IURP�6366���
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7KH�DQDO�VLV�UHV�OWV�LQGLFDWH�WKDW�WKH�

signi�cance�(Sig.)�value�for�the�F-test�was�

����ZKLFK�LV� OHVV�WKDQ�WKH����WKUHVKROG��

con�rming� that� the� linear� regression�

PRGHO� LV� DSSURSULDWH�� 7KLV� PHDQV� WKDW�

WKH�LQGHSHQGHQW�YDULDEOHV�LQFO�GHG�LQ�WKH�

PRGHO� FDQ� H[SODLQ� WKH� YDULDWLRQ� LQ� WKH�

dependent� variable,� speci�cally,� that� at�

OHDVW�RQH�RI�WKH�WKUHH�LQGHSHQGHQW�IDFWRUV�

(F4,�F5,�F6)�has�a�statistically�signi�cant�

e�ect� on� the� F7� factor.� Furthermore,�

since�the�R-squared�value�is�signi�cantly�

di�erent� from� zero,� it� can� be� concluded�

WKDW� WKH� PRGHO� LV� JHQHUDOL]DEOH� DQG�

DSSOLFDEOH�WR�WKH�RYHUDOO�SRS�ODWLRQ��

7DEOH� �� SUHVHQWV� WKH� 5�VT�DUHG� DQG�

$GM�VWHG�5�VT�DUHG�YDO�HV��ZKLFK�LQGLFDWH�

WKH� UHOLDELOLW�� RI� WKH� UHVHDUFK� PRGHO�� 7KH�

$GM�VWHG�5�VT�DUHG�YDO�H�RI���������������

V�JJHVWV� WKDW� WKH� LQGHSHQGHQW� YDULDEOHV� LQ�

WKH� UHJUHVVLRQ� DQDO�VLV� H[SODLQ� ������ RI�

WKH�YDULDWLRQ�LQ�WKH�GHSHQGHQW�YDULDEOH��ZLWK�

WKH� UHPDLQLQJ�������DWWULE�WHG� WR� H[WHUQDO�

IDFWRUV�RU�UDQGRP�HUURU��$GGLWLRQDOO���WKH�WDEOH�

UHSRUWV� WKH� ��UELQ�:DWVRQ� ��:�� VWDWLVWLF��

which� tests� for� �rst-order� autocorrelation�

LQ� WKH� UHVLG�DOV�� 7KH� �:� YDO�H� RI� ������

IDOOV�ZLWKLQ�WKH�DFFHSWDEOH�UDQJH�RI���WR����

suggesting� that� the�assumption�of�no��rst-

RUGHU�D�WRFRUUHODWLRQ�LV�QRW�YLRODWHG�

Table�4.�Model�Reliability�Test�Results�and�Autocorrelation�Phenomenon�-�Second�Run

0RGHO�6XPPDU�E

0RGHO 5 5�6TXDUH �GMXVWHG�5�6TXDUH 6WG��(UURU�RI�W�H�(VWLPDWH �XUELQ�:DWVRQ
� �����D ����� ����� ������� �����

D��3UHGLFWRUV���&RQVWDQW���)���)���)�

E���HSHQGHQW�9DULDEOH��)�

6RXUFH���QD��VLV�UHVX�WV�IURP�6366���

5H�UHVVLRQ�0RGHO�5HVXO�V�

7KH� VWDQGDUGL]HG� UHJUHVVLRQ�

HT�DWLRQ� LV�� )�� � ������ �� )�� �� ������ ��
)������������)���7KH�UHJUHVVLRQ�DQDO�VLV�

UHV�OWV�VKRZ�WKDW�DOO�WKUHH�IDFWRUV�)���)���

and� F6-positively� in�uence� F7.� F4� has�

the�strongest�impact,�with�a�coe�cient�of�

�������� PHDQLQJ� D� RQH��QLW� LQFUHDVH� LQ�
)��UHV�OWV� LQ�D��������QLW�LQFUHDVH�LQ�)���

F5,�with�a�coe�cient�of�+0.166,�indicates�

WKDW� D� RQH��QLW� LQFUHDVH� LQ� )�� OHDGV� WR� D�

�������QLW� LQFUHDVH� LQ�)���/DVWO���)��KDV�

the� smallest� e�ect,� with� a� coe�cient� of�
�������� PHDQLQJ� WKDW� IRU� HDFK� RQH��QLW�

LQFUHDVH�LQ�)���)��LQFUHDVHV�E���������QLWV�

,9���QDO�VLV� 5HVXOWV� DQG�

��SRW�HVLV�7HVWLQ�

7KH� DQDO�VLV� VKRZV� WKDW� WKH� 6RFLDO�

Interaction� factor� signi�cantly� in�uences�

�VHUV�� RQOLQH� S�UFKDVH� LQWHQWLRQ� RQ� WKH�

6KRSHH� SODWIRUP�� V�SSRUWLQJ� +�SRWKHVLV�

+��� +RZHYHU�� WKH� 3HUFHLYHG� 8VHI�OQHVV�

IDFWRU� GRHV� QRW� KDYH� D� VWDWLVWLFDOO��

signi�cant�e�ect,�with�a�Sig.�value�of�0.184,�

ZKLFK� LV� DERYH� WKH� ����� WKUHVKROG� LQ� WKH�

P�OWLFROOLQHDULW��WHVW��VR�+�SRWKHVLV�+��LV�

not�supported.�Despite�the�common��nding�

that� Perceived� Usefulness� in�uences�

RQOLQH� S�UFKDVLQJ� GHFLVLRQV� LQ� RWKHU�

VW�GLHV�� WKLV� UHODWLRQVKLS� ZLWK� UHVSHFW� WR�

RQOLQH�S�UFKDVH�LQWHQWLRQ�ZDV�QRW�REVHUYHG�

LQ�WKLV�VW�G���7KLV�LQFRQVLVWHQF��KLJKOLJKWV�

WKH� QHHG� IRU� I�UWKHU� UHVHDUFK� ZLWK� ODUJHU�

and�more� diverse� samples� to� con�rm� the�

UROH�RI�3HUFHLYHG�8VHI�OQHVV��7KH�(DVH�RI�

Use�factor,�however,�signi�cantly�impacts�

RQOLQH� S�UFKDVH� LQWHQWLRQ�� V�SSRUWLQJ�

+�SRWKHVLV�+���)LQDOO���WKH�)202�IDFWRU�

positively� in�uences� purchase� intention,�

con�rming�Hypothesis�H4.

The� �ndings� suggest� that� social�

interaction� signi�cantly� in�uences�
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RQOLQH�S�UFKDVH� LQWHQWLRQ�� V�SSRUWLQJ�WKH�

FRQFO�VLRQV�RI�<LQ�HW�DO����������ZKR�IR�QG�

similar�e�ects�in�their�study.�Furthermore,�

WKH� UHV�OWV�DOLJQ�ZLWK� WKH�7$0�SURSRVHG�

E���DYLV���������ZKLFK�SRVLWV� WKDW�ZKHQ�

�VHUV� SHUFHLYH� D� V�VWHP� DV� HDV�� WR� �VH��

WKH�� DUH� PRUH� OLNHO�� WR� HQJDJH� ZLWK� LW�

DQG�GHYHORS�D�VWURQJHU�LQWHQWLRQ�WR�PDNH�

S�UFKDVHV��7KLV�UHLQIRUFHV�WKH�QRWLRQ�WKDW�

HDVH�RI��VH�SOD�V�D�FULWLFDO�UROH�LQ�GULYLQJ�

FRQV�PHU� EHKDYLRU� RQ� H�FRPPHUFH�

SODWIRUPV�

7KH�UHVHDUFK�UHYHDOV�WKDW�WKH�)202�

factor� signi�cantly� in�uences� online�

S�UFKDVH� LQWHQWLRQ� DPRQJ� 6KRSHH� �VHUV��

o�ering� a� new� perspective� compared� to�

WUDGLWLRQDO� FRQV�PHU� EHKDYLRU� VW�GLHV� LQ�

H�FRPPHUFH��7KLV�DOLJQV�ZLWK�+RGNLQVRQ�V�

������� DVVHUWLRQ� WKDW� )202� WULJJHUV�

LPS�OVLYH� E��LQJ�� GULYLQJ� FRQV�PHUV� WR�

PDNH�T�LFNHU�S�UFKDVH�GHFLVLRQV�WR�DYRLG�

�PLVVLQJ�R�W���,Q�WKH�FRQWH[W�RI�6KRSHH�V�

gami�cation,�FOMO�goes� beyond�social�

PHGLD� SKHQRPHQD� DQG� LV� HPEHGGHG�

in� game� elements� like� �ash� sales� or�

OLPLWHG�WLPH� UHZDUGV�� OHYHUDJLQJ� WKLV�

SV�FKRORJLFDO� WULJJHU�� 7KLV� GHPRQVWUDWHV�

that,� in� gami�ed� settings,� FOMO� not�

RQO��ERRVWV�SDUWLFLSDWLRQ�E�W�DOVR�GLUHFWO��

LPSDFWV� S�UFKDVH� EHKDYLRU�� LQFUHDVLQJ�

FRQYHUVLRQ� UDWHV� RQ� H�FRPPHUFH�

SODWIRUPV�

9�� 5HFRPPHQGDWLRQV� DQG�

FRQFOXVLRQ

The� signi�cance� of� gami�cation�

LV� HYLGHQW� LQ� WKH� FRQWH[W� RI� WKH� 6KRSHH�

H�FRPPHUFH� SODWIRUP�� 6KRSHH� VKR�OG�

GHYHORS� DQ� HQYLURQPHQW� WKDW� HQFR�UDJHV�

GLUHFW�LQWHUDFWLRQ�DPRQJ��VHUV��HQKDQFLQJ�

VRFLDO� FRQQHFWLYLW�� WKUR�JKR�W� WKH�

JDPLQJ�SURFHVV��7KLV�FDQ�EH�DFKLHYHG�E��

LQFRUSRUDWLQJ� JUR�S� FKDW� I�QFWLRQDOLWLHV��

DOORZLQJ� �VHUV� WR� LQYLWH� IULHQGV� WR� MRLQ�

JDPHV�� LPSOHPHQWLQJ� LQ�JDPH� FKDW�

V�VWHPV�� FUHDWLQJ� FRPP�QLW�� JUR�SV� IRU�

HDFK� JDPH�� DQG� IDFLOLWDWLQJ� GLVF�VVLRQV�

RQ�VWUDWHJLHV�� H[SHULHQFHV��DQG�HPRWLRQV��

7KHVH� VWUDWHJLHV� ZLOO� IRVWHU� LQFUHDVHG�

LQWHUSHUVRQDO� HQJDJHPHQW�� HOHYDWH� WKH�

�VHU� H[SHULHQFH�� DQG� HQFR�UDJH� �VHUV� WR�

VKDUH� WKH� JDPHV�ZLWK� D� EURDGHU� QHWZRUN�

RI�IULHQGV��WK�V�H[SDQGLQJ�WKH�SOD�HU�EDVH�

5HJUHVVLRQ� DQDO�VLV� VKRZV� WKDW� WKH�
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