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Resumo: jogar videogame a principio é sé diversdo, mas esse mercado mo-
vimenta por ano quase 2 trilhdes de délares. Porém, apesar dos nimeros, ndo
sdo muitos os estudos académicos sobre esse mercado. Desse modo, essa pesquisa
pretende ampliar um pouco esse conhecimento, particularmente, sobre as in-
fluéncias na intengdo de compra de um videogame novo. Existem diversas teorias
sobre os fatores que a influenciam direta, ou indiretamente, no qual para este
estudo foi utilizado um modelo adaptado baseado na Theory of Consumption
Values. Para adaptagdo da escala, foi realizada uma varredura sobre as geragées
de videogames, mercado e particularidades desse produto, seguida de uma survey
respondida por 403 jogadores e analisada por meio de SEM-PLS. Os resultados
demonstraram que os valores utilitdrios e hedonicos, bem como o custo de mudan-
¢a e risco percebido influenciam consideravelmente a intengdo de compra.
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Abstract: Playing video games is just fun at first, but this market moves al-
most 2 trillion dollars a year. However, despite the numbers, there are not many
academic studies about this market. In this way, this research intends to expand a
little this knowledge, particularly about the influences on the purchase intention
of a new video game. There are several theories about the factors that influence
it directly or indirectly, in which an adapted model based on the Theory of Con-
sumption Values was used for this study. To adapt the scale, a scan was carried
out on the generations of video games, market and particularities of this product,
followed by a survey answered by 403 players and analyzed using SEM-PLS. The
results showed that utilitarian and hedonic values, as well as switching cost and
perceived risk considerably influence purchase intention.

Keywords: Video Game; Purchase Intent; Value; Perceived Risk; Cost of Change;
Games.
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504 GENERATION OF VIDEOGAMES AND THE DIMENSIONS THAT IMPACT THEIR ACQUISITION

Introduction

Video games on all platforms, which include the consoles, computers,
portable consoles, tablets and smartphones, have become part of
everyday leisure and social activities for many families (BASSIOUNI
et al., 2019). In 2017, this market moved U$ 1.9 trillion worldwide,
and the expectation is that by 2022 it will grow another 5.3%. It is
worth mentioning that this growth is not restricted to the market, in
bibliometrics carried out by Garcia-Sanchéz et al. (2019), there is a
high growth trend, with an increase of 60% of articles published on the
subject from 2013 to 2018. However, the gap persists in terms of the
market since most of the works are related to Health, Psychology and
Education (MARCHAND; HENNIG-THURAU, 2013; MARTINS,
2015).

The recently released ninth generation of videogames, object of this
study, is an expensive technological product, with several attributes,
with much expectation about a truly superior performance compared
to previous generations. In this generation, Sony and Microsoft have
brought great improvements in the attributes related to processing
speed, graphics performance, memory and storage. There were also
improvements in subscription programs, backward compatibility
and in the forms of social interaction (SPENCER, 2020). Nintendo,
so far, has not commented on the ninth generation, and has taken
Switch as belonging to the ninth generation, following the previous
strategy of searching for casual players, with a greater age spectrum,
with its family-friendly games and greater interaction between players
(ROUSSEL-TARBOURIECH et al., 2019).

For Gammarano (2018) this is an aggressive market, dominated by
only three companies that are increasingly trying to generate value for
the users, adding to each generation more elements such as interaction,
sociability, portability, convergence etc. This addition of several services,
according to Parasuraman et al. (1985), is a way to obtain a key for success
in competitve markets, where products are not easily differentiated. This
market is also characterized by growth and revenue, and a high degree
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of innovation and dynamics alongside other entertainment industries
(CABRAS et al., 2017).

On the other hand, videogame consumers, also known as gamers or
players, today have an average of 34 years old, and have been playing
for more than a decade (GUINS, 2016). As for gender, according to a
survey by NEWZOO (2018), women represent 46% of the market, but
there are differences in the forms of consumption. Women play more on
their cell phones, leveraged by the famous game Candy Crush, than on
the computer and the videogame. In videogames, the difference reaches
24% less then men, that is, in terms of consoles, males would have 62%
of the share, and females 38%. This proportion result is widely discussed
because it does not involve the types of games, or the time played, as some
games, such as cell phone games, are often not considered “real” games.
A survey of 270,000 players worldwide obtained a different percentage
figure, according to which 18% were women. This survey also found
that 70% of users of games like Candy Crush and Farm Ville, typically
cell phone games, are of this gender, whereas in shooting, racing and
sports games, they do not reach 8% (YEE, 2017).

Currently, companies even get a direct connection with players.
Due to this condition, the industry has given greater preference to
the online use of its products, thus allowing the collection of an array
of data on the consumption of its clients. This data has provided the
construction of more consistent relationships, enabling the promotion
of additional content, promotions and targeted recommendations, based
on algorithms and artificial intelligence based on the gamers’ profiles
(CALDERON-VILCA et al., 2020).

Considering the gaps presented, it is interesting to understand what
values motivate the consumers in buying a videogame, in this case, the
newly released ninth generation videogames, and the weight of switching
costs and perceived risks, but for that, we need to better define what
is a 9" generation videogame. A videogame is a dedicated hardware,
that is, a hardware developed for a specific function (STOCCO et al.,
2015). This hardware is called a console. The consoles are designed
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506 GENERATION OF VIDEOGAMES AND THE DIMENSIONS THAT IMPACT THEIR ACQUISITION

for players to have the best possible experience when they are playing
(NAN et al., 2022). Games are the software that runs on these consoles.
As technonolgy develops, new generations of hardware are successively
released. During 2020 and 2021, the ninth generation consoles were
released, which embed the most advanced technologies and provide an
experience almost as if you were manipulating a movie (the lives of the
characters) with each play.

Thus, to add another brick to this collective construction of
knowledge, this study uses as a basis the study by Chunmei and Weijun
(2017), which dealt with the same predictors for purchase intent and
future purchase satisfaction, but in a market different from the one in
this study. The justification for this choice lies in the fact that purchase
satisfaction and intent are preconditions for survival in competitive
markets such as the market of game consoles. Researches like this one
have not yet been carried out for this market. Therefore, we pose as a
research question: What is the influence of the utilitarian, hedonic and
social values, as well as of the perceived risk and the switching cost in the
purchase intent of these devices?

For this purpose, an explanatory and descriptive survey was carried
out using Popper’s (2002) hypothetical-deductive scientific method
and employing structural equations modeling, as well as those used by
Chunmei and Weijun (2017) in their model adapted from the Theory
of Consumption Values by Sheth et al. (1991). The data were obtained
from a questionnaire sent to all the main groups of Brazilian gamers on

Facebook.

Literature revision

The evaluation of a product and its attributes is usually the result of what
it means, and not what it does. This meaning can have more to do with
the performance expectations of the product and attributes, than with
the product itself (SOLOMON, 2002). Some authors, like Zeithaml
(1988), call this value. The utilitarian or functional value is the perceived
utility of the product’s ability to perform its functional purposes, usually
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through the functional, utilitarian or physical attributes (SHETH et al.,
1991). It is related to the product’s objective and concrete functionalities
(LOVELOCK et al, 2011). As for the hedonic value, it is subjective
and symbolic, a status, an image, less functional and often associated
with intangible aspects, it is something felt by costumers (ROCHA;
BRANTES, 2012). For some people, a computer may have a high
hedonic value, but for others, only the utilitarian value is perceived
(HOLBROOK; HIRSCHMAN, 1982). A video game is a product that
involves both natures, utilitarian and hedonic (BRIKEN et al., 2017)
and its attributes respond in a similar way, having a large number of
intrinsic attributes, normally more connected to utilitarian values, and

extrinsic ones, connected to hedonic values.

H1la: Utilitarian value positively affects satisfaction with video game
consumption.

H1b: Utilitarian value positively affects the purchase intent of a video
game.

H2a: Hedonic value positively affects the satisfaction with video game
consumption

H2b: Hedonic value positively affects the purchase intent of a video

game.

Sheth et al. (1991) designed a theoretical structure called Theory of
Consumption Values, which also declares social value as a predictor of
behavior. It is a perception of the product associated with the feeling
of belonging to relevant primary and secondary reference groups, in
demographic, socioeconomic, political, cultural or ethnic segments,
positively or negatively identified. Consumers are driven by social value
according to the groups to which they belong, identify themselves with
or wish to belong to (LONG; SCHIFFMAN, 2000). In contrast to the
opinion that playing video games is a solitary activity, this form of leisure
is an intense source of social interaction. Sometimes it is even the
reason to start playing them (van ROOI]J et al., 2017).
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508 GENERATION OF VIDEOGAMES AND THE DIMENSIONS THAT IMPACT THEIR ACQUISITION

The video game, since the first generations, was not something built
to be played by only one person, but by two. With the improvement
of technical capacities, especially in the eigth generation, there was
an explosion of online games, allowing thousands of people (friends,
acquaintances and strangers) (NASCIMENTO, 2013) not only to play,
but also to share and chat within this virtual world of the platforms (LIU,
2017).

H3a: Social value positively affects satisfaction with video game
consumption.
H3b: Social value positively affects the purchase intent of a video

game.

Chunmei and Weijun (2017), in their model, also mention the
perceived risk, which is an expectation of uncertainty about possible
unpleasant results of purchasing the product, and the fear of loss in that
purchase (JACOBY; KAPLAN,1972), when customers cannot predict
the consequences to their decision to buy (NIKHIL; ANUP, 2016). Risk
is an accumulation of various smaller facets, the main one being financial
risk, but there are also performance, time and social risks (BAUER, 1960).
Risk is especially relevant in products that are expensive, complicated or
difficult to evaluate before consumption. In these cases, less experienced
users are likely to face a greater uncertainty, and to mitigate this, seek
recommendations or chose the company with the best reputation, so
as not to purchase something that proves to be disappointing during
use (ZEITHAML, 1988). In the case of video games, the first one to be
mentioned is related to price, that is, the financial risk. This happens
because this product has a high purchase value, since it is a modern
technological product. The second one is related to performance, to
the possibility of buying something that will perform less than expected,
given the advertised performance characteristics, with high expectations
about performance. At last, we have the psychological and social risks,

since video games are a strong instrument of sociability (ARRUDA
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FILHO; GAMMARANO, 2018), resulting in the risk of acquiring a new
platform that is different, or discriminated by the group of customers to
which they belong, thus influencing the decision making process.

H4a: Perceived risk significantly and negatively affects satisfaction
with video games consumption.
H4b: Perceived risk negatively affects the purchase intent of a video

game.

The switching cost is the cost that the consumer faces when
changing from one supplier to another. It may be seen as the additional
cost needed to end the current relationship and secure an alternative
(PORTER, 1980). This switching cost acts as an exit barrier. In this case,
the customer may remain in the relationship because the psychological
and financial costs of changing are considered too high (KLEMPERER,
1987). A customer may want to avoid the psychological and emotional
stress that ending a relationship, even if unsatisfactory, could bring, and
therefore remains in the relationship (PING, 1993), especially when
the available alternatives are limited. In the video game market, these
costs are potentially important, since there are three dominant suppliers
and the cost of acquiring a ninth generation video game is high, so
the change needs to be really advantageous (GALLANGHER; PARK,
2003).

A clear cost of this migration is the loss of the library of games
acquired over time, since not all games are cross-platform. Another
point is the built network, which involves online friends, your persona
and achievements in this network; there are also the complements, or
accessories, which are additions of products and services to complement
the most important ones (DHARGALKAR et al., 2016) such as steering
wheels, joysticks, avatars, movies and the applications purchased.
Finally, there is the tacit knowledge of use, which involves familiarity

with the joystick and the interfaces, although it is not as relevant as the
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510 GENERATION OF VIDEOGAMES AND THE DIMENSIONS THAT IMPACT THEIR ACQUISITION

other items, given the easy usability and the fact that the target public is
young and easily adaptable (GALLANGHER; PARK, 2003).

Hb5a: The switching cost negatively affects satisfaction with video
games consumption.

H5b: The switching cost negatively affects the purchase intent of a
video game.

We also have satisfaction as a pleasure resulting from a product’s
performance in relation to the expectation placed on the use of the
product. This satisfaction can also be an expectation of future satisfaction,
or anticipated satisfaction, as in the case of this study (KOTLER, 2000).
For Oliver (1997), the expectation of satisfaction exists when the
consumer aspires to quality and performance in producing companies.
Satisfaction has already been extensively studied and positively tested

by several authors, and is also considered an important determinant

(GRONHOLDT et al., 2000).

HO6: The expectation of satisfaction positively affects the purchase
intent.
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Figure 1 — Proposed model with addition of the switching cost

Swritching

0
a
]
B}
I
@
o

Source: Author himself

Methodology

The study was carried out by probabilistic sampling; the respondents were
obtained randomly from the disclosure of the questionnaire in January,
2021, in the largest Brazilian gamer groups present on Facebook. This
survey had 412 respondents which after a scrutiny of repeated answers,
reached 403 valid responses.

The research instrument was composed of 26 objective questions,
divided into 4 sessions. One of these questions made up the core of
the research, the understanding of the model, with 29 items. This
core obeyed a non-comparative ordered semantics differential scale of
5 points varying from “I Totally disagree” to “I Totally agree”. In this
case, the possibilities of answers were reduced from the original with 7
points by Chunmei and Weijun (2017), to 5, with the aim of making the
questionnaire more dynamic without losing its precision, being better
than the 7-point scale (DALMORO; VIEIRA, 2014). In addition, the
original scales of the model constructs were translated into Portuguese

and adapted for the product in question, videogames.
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512 GENERATION OF VIDEOGAMES AND THE DIMENSIONS THAT IMPACT THEIR ACQUISITION

For the validation of the semantic clarity of the questionnaire and
the performance, following the orientation of Hair et al. (2009) and
Malhotra et al. (2017), before the official submission, 10 regular and
casual players were selected, and they proposed adjustments in the
wording of the questions and other improvements, providing greater
clarity in the reading.

Presentation of results

Sample Profile and Model Validation

As a result of the descriptive statistics analysis, 88% of the respondents
are males, 77% are between 20 and 39 years old, 69% have a higher
education level or above,72% play more than three times a week and
86% have been playing for over 10 years. Regarding the income of the
interviewed, many of them (43%) are in the range of R$ 1.000,00 to
R$ 3.000,00 per month. As for the multivariate analysis, we used the
structural equations modeling based on partial least squares, as employed
by Chunmei and Weijun (2017). About this, the SMARTPLS software
was used for validations and tests of the model and structure (RINGLE et
al, 2014). It has the following constructs: Purchase Intent (PI); Perceived
Risk (RK); Hedonic Value (HV); Social Value (SV); Satisfaction (ST)
and Switching Cost (CM).

Initially, a confirmatory analysis was performed to evaluate the
measurement model, and then the AVE of the constructs was evaluated.
All the indicators were above the proposed minimum limits of 0,4, except
for the observed variables UV2, RK2 e RKI1. These were excluded from
the model in order to increase its consistency.
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Table 1 — results of several indicators of scale and model adjustments
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Cronbach’s

AVE: CC® R2 Alpha Communality Redundancy
CM 0523 0,764 0,592 0,523
PI 0,674 0891 0,620 0,835 0,674 0,003
RK 0576 0,730 0,271 0,576
SV 0562 0,836 0,754 0,562
Uuv 00616 0,826 0,082 0,616
HV 0,660 0,886 0,829 0,660
ST 0,663 0855 0,597 0,751 0,663 0,107

*AVE — Average Variance Extracted CC — Composite Reliability

Source: Author himself

The initial analysis of the model showed that the CM construct
had an AVE < 0.5, or, 0.41. For correction without elimination of the
latent variable, two observed variables (CM2 and CM5) that had the
lowest factorial loads in this construct were removed, increasing to
the minimum required. As for the Convergent Validity, based on the
observation of the values of the Internal Consistency (Cronbach’s alpha)
and Composite Reliability (CC), we notice that all values are above the
minimum required limits, > 0.6 and > 0.7 respectively. The exception
is the Cronbach’s Alfa of the perceived risk (RK), but because it has
adequate AVE and Composite Reliability, it was kept in the model. The
observed variables CM5 and CM2 were excluded from the model to
ensure quality because they have the lowest factorial loads. Regarding
the discriminant validity, following Chin’s criterion, it is found that the
factorial loads of the observed variables are always higher in the original
constructs than in the others. And according to the criterion of Fornell
and Larcker (1981), we also observe the discriminant validity, with all
the square roots of the AVEs of each construct being greater than the
other correlations.
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=
—
o Table 2 — Data to prove the discriminant validity test of Fornell and Larker
o (1981)
CM PI RK NY% uv HV ST
CM 0,724

PI 0362 0,821
RK 0402 0,172 0,760

SV 0091 0256 0,158 0,750

UV 0311 0,648 0,152 0271 0,785

HV 033 0,627 0023 0237 0632 0813

ST 0479 0,750 0,240 0204 0664 065 0815

Note: Diagonal values are the square root of the average variance extracted from each construct.

Source: Author himself

Regarding the evaluation of the paths, the R2 was verified. As seen,
PI (62%) and ST (59%) have values considered high (greater than
26%). The second one is the evaluation of significances based on the
verification of values above 1.64, preferably 1.96. The relations between
latent and observed variables were significant, with a p-value less than
0.05 (values greater than 1.96), except for the relations between RK >

PI and CM > PI.

Table 3 — Values of Q2 and f2

VL 02 £

CM 0,104 0,104
Pl 0391 0462
RK 0,107 0,107
SV 0,280 0,280
uv 0,249 0,249
HV 0427 0427
ST 0,381 0,327

Source: Author himself
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Regarding model quality indicators, the predictive validity (Q2) and
the effect size (f2) were evaluated, and both the Q2 and {2 values indicate
that the model is accurate and that the constructs are important for the
general adjustment of the model. This time the RK had a low, but valid
accuracy. And finally, the evaluation of the GoF, a general indicator of
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the quality of the model, which must be greater than 0.36, in this case
were greater than the required value.

Figure 2 presents the results of the paths’ coefficients and their
respective confidence levels. The explained variances of purchase intent
and satisfaction are 0.62 and 0.59, respectively; that is, the constructs
used represent approximately 60% of the influence, both in purchase

intent and satisfaction.

Figure 2 — Model and coefficients of the paths and confidence levels

satisfact
I 0,34 =% (A2 = 0,59)
Wil
0,49 ===
0,34 ==~ -
. 0,19 ***
Hedanis
Nalus 0.17 e Purchase
Intentian
F. = {R2 =0,62)
0,06 *** 0,07 *** |
| -0'03 8
-0,10 =** J f ]
B -0,007 ns
EsrgRlgd.
Rizk
0,22 *=*

Source: Author himself
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Table 4: Result of the hypothesis tests

Relation Significance Hypothesis Status

UV > ST 7,1918 S Hla Confirmed
UV > PI 4,0923 e HI1b Confirmed

HV > ST 7,2831 o H2a Confirmed
HV > PI 3,5552 e H2b Confirmed

SV > st 2,0962 o H3a Confirmed

SV > PI 2,1282 e H3b Confirmed

RK > ST 2,8406 e H4a Confirmed

RK > PI 1,0006 ns H4b Not Confirmed
CM > ST 5,7274 e Hb5a Confirmed
CM > PI 0,2382 ns H5b Not Confirmed
ST > PI 10,7455 e H6 Confirmed

Note: ns = p > 0,05; *** =p < 0,01

Source: Author himself

Discussion and conclusion

This study explored the effects of values, switching cost and perceived
risk on satisfaction and purchase intent. The result showed that both
utilitarian and hedonic values have the greatest positive and significant
impacts on satisfaction expectation and purchase intent, a result similar
to the work of Chunmei and Weijun (2017), and compatible with
specific studies on video games. Video games strongly involve both
natures, utilitarian and hedonic (HIGUCHI, 2018). For Venkatesh
(2012), both kinds are important when it comes to technology. However,
the purchase intent is slightly more influenced by the utilitarian value.
Perhaps it is just a logical justification for the acquisition. On the other
hand, video games indeed have several functional attributes related to
the utilitarian view, such as Blu-ray, access to the internet and running
various applications (VAN ROOI] et al., 2017).

The social value did not prove to be very influential both in the
purchase intent and in the satisfaction expectation, which contradicts
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several studies that praise video games and the sociability inherent to
this product, since it was built to be played with at least two people, and
currently with the explosion of online games, it was expected that there
would be a greater influence (WANG; GOH, 2017). According to Grant
(2010) and Jimenez (2019) this is an important factor when choosing
a video game and its related products. Perhaps this low significance
is due to the prevalence of other values that end up outshining social
relevance, as video games have notorious characteristics more associated
with hedonic and utilitarian values, such as high processing capacity
and the number of games, which already have existed in this product for
some generations (ARRUDA FILHO; GAMMARANO, 2018).

Regarding the switching cost, it had a great negative influence on
the satisfaction expectation, however, its direct relationship with the
purchase intent was not significant. As for its high and negative impact
on satisfaction, it corroborates what Hauser et al (1994) and Yen (2010)
said. Remembering that in the case of video games, the switching cost
is related to the possible loss of games and accessories purchased, and
to losses related to items and scores, since it is not always possible to
transport them to those of the same brand as the current video game.
Some studies also highlight that the more complex the product, the
greater this influence (FORNELL et al., 1996).

As for the perceived risk, this had a reasonably negative influence on
the satisfaction expectation, however, less than the switching cost. In
terms of purchase intent, the direct effect was also not noticed, as well
as the switching cost. The same occurred in the research by Chunmei
and Weijun (2017). It can be understood that risk is evaluated by the
consumer, and it causes expectation and dissatisfaction, however, it is
possible that the notorious knowledge, trustand parity between the brands
means that there is no impact on purchase intent itself (LOVELOCK et
al., 2012). And finally, satisfaction has a high impact on purchase intent,
being decisive, as expected, and seen in many previous studies (AAKER

et al., 2004).
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Implications

From a theoretical point of view, this work was aimed at researching
a topic that has been little studied, the video games market, more
specifically the dimensions that influence satisfaction and purchase
intent of a ninth generation video game. About this, the high impact of
hedonic and utilitarian values was confirmed in both, however the other
dimensions were not as significant. Nevertheless, these results tend to
assist and update knowledge about the consumption of video games.
Furthermore, a great benefit was the 23-item scale, an adaptation to
the video games market of an already established scale, which obtained
high quality rates in this study, and can now be replicated in other
countries, to compare the results, as well as in similar products such
as computers, laptops and mobiles, which are also products competing
with video games.

In practical and organizational terms, this research has helped to
better understand the Brazilian gamer audience, and knowing the
consumer is a key factor for any type of market. In this case, the audience
is mostly composed of young and adult males, with higher education
levels, who have been playing for more than ten years, quite different
from the popular concept which indicates that video games are for
children only (CHESS et al., 2016). The results of the model, in which
utilitarian and hedonic values stand out, are compatible with the highly
competitive and equivalent scenario among competitors, in which the
latest generation video games are quite similar (Xbox and Playstation)
and loaded with both values. And this has implications since, as for the
common consumer, it makes it difficult to distinguish offers, investment
in social values can be a differential; although the impact of other
dimensions is currently low, it may become relevant in the future, if
properly stimulated by the market. This idea is reinforced by the current
context of the successes of online games and the culture aimed at the
socialization of gamer content by the influencers (TORHONEN et al.,
2019).
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Special attention can also be given by the industry in relation to the
result seen in the perceived risk. It is interesting to evaluate strategies
related to its reduction, given the impact that is caused, including
directly on the purchase intent. People with lower incomes, for example,
are more affected by the risk in more expensive products, such as video
games; more practical consumers tend to suffer more from performance
risk; and those who are more insecure tend to be more affected by
social risk. Knowing this, the industry can create a strong and favorable
perception of the risks, either assuming and praising certain attributes,
such as guarantees, or stimulating quality assessments to obtain a good
reputation (NIKHIL; ANUP, 2016).

And even though the study was focused on the platforms, the present
results may help in different ways with insights to all the players in this
huge industry, which involves not only platform providers, but also

game developers, software publishers, hardware manufacturers and
distribution channels (BRIKEN et al., 2017).

Limitations and suggestions for future research

Because this is a study on a market which has been little explored
academically, there are few specific references to the subject, and
even less when searching for more recent sources. The use of online
questionnaires also has some disadvantages, such as the impossibility of
solving doubts, and it was noticed, after feedback from some respondents,
that some questions might not have been fully understood. And finally,
it is hard to find consistent discussions in recent social sciences literature
about criteria that could be used by researchers to make decisions about
how justifiable it is to vindicate the reality of attributes and constructs
in models.

As for future research, since there are few academic studies in this
area, the possibilities are many, some of them related to limitations
presented earlier, such as the application of this model and scale in
different regions for comparison. In addition to the suggestions based on
limitations, it is also interesting to evaluate the permanence of a player
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with the same brand for generations, the loyalty to the brand, and the
influence of exclusive games on this decision. These are two notorious
aspects that are often mentioned in gamer communities and promoted
by the market itself.
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