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Factors influencing Intention to Reuse

and Word-of-mouth Intention of Gamified Crowdsourcing
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Abstract

The purpose of this research is to study factors influencing intention to reuse and word-of-
mouth intention of gamified crowdsourcing. Two main factors of interests include (1) factors
derived from Technology Acceptance Model (perceived ease of use and perceived usefulness)
and (2) factors related to concept of game (perceived enjoyment, perceived challenge,
perceived design attractiveness, and perceived sense of pride). The preliminary data analysis
result indicates that factors influencing intention to reuse include perceived usefulness,
perceived enjoyment, perceived design attractiveness, and perceived sense of pride, and factors
influencing word-of-mouth intention are perceived ease of use, perceived usefulness, perceived
enjoyment, perceived challenge, perceived design attractiveness, and perceived sense of pride.
Keywords: Crowdsourcing, Gamification, Technology Accepted Model.
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