Figure 1.
Figure 1.
Figure 1.
Figure 1.
Figure 1.
Figure 2.
Figure 2.
Figure 2.
Figure 3.
Figure 3.
Figure 3.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.

LIST OF FIGURES

1 SNOPEE LOGO ...ttt 1
2 Indonesia Internet USer 2020.........cccoiieiieienieiiere e 3
3 Indonesia’s e-commerce USer 2020..........cccooveiieereeiieeiie e 5
4 Indonesian e-COMMENCE FANK .......cc.eiiriririeieie et 6
5 Goyang Shopee on Shopee Birthday Sale .........c.cccoovviiviiiiiiicicee, 7
1the UTAUT-2 MOGEL.....cciiiiiiiiieeee e 17
2 Conceptual Model............cooiiiiiiii 26
3 Research framework by Baptista and Oliveira (2017) ........cccccvevveevennnn, 28
1 RESEAICH STAQR......cceieeiiite s 41
2 CONEINUUM LINE .ttt sttt 54
BT-TADEI ..o 55
1 Performance Expectancy Continuum Line..........cccoccvvvveieeiecieieesiecenn, 69
2 Effort Expectancy Continuum LiNe..........ccoovviiiiiiineniiecseeeeiees 70
3 Social Influence ContinUUM LiNe.......ccccveiivieiienesie e 71
4 Facilitating Conditions Continuum LiNe ..........cccceevvveiieiiieevee e esie s 73
5 Hedonic Motivation Continuum LiNe..........ccooerereneienenenesieeienienie e 74
6 Price Value Continuum LiNE ........cccooviiiiiiiinene s 75
7 Habit ContinUUM LINE ......coiieieiie et 76
8 Gamification Impact ContinuuM LiNe.......cccoovvieveiiniieieeie e, 77
9 Behavioural Intention Continuum LiNe.......ccccoveiiiiiiiininiiie e 78
10 Use Behaviour ContinuUUM LINE ........cccoviririininieienese s 79
11 Outer MOdEl TESTING....cveveiiriiriiriesieee e 80
12 InNer MOdEl TESTING .....veveeiieeiiere e 88
13 Inner Model Testing with Age as a Moderating Variable...................... 91
14 Inner Model Testing with Gender as a Moderating Variable................. 93

xiii



