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Abstract: This study examines the behavioral economic mechanisms underlying the "San Sale" (sale-hunting)
phenomenon among Vietnamese youth, with a particular focus on how gamified micro-incentive structures exploit
cognitive biases rooted in bounded rationality. Drawing on behavioral economics, consumer psychology, and
platform design literature, the paper adopts an integrated analytical framework encompassing loss aversion, time
pressure heuristics, social proof, and reward anticipation to assess how digital commerce platforms engineer
impulsive purchasing behavior. Methodologically, the study utilizes a structured narrative review and conceptual
synthesis, integrating empirical data from regional consumer market reports and academic literature. The primary
findings indicate that countdown timers, flash discount mechanics, streak-based loyalty rewards, and peer-sharing
incentives function as deliberate platform architecture that systematically constrains rational deliberation among
young consumers. Furthermore, empirical data shows a compounding relationship between platform engagement
frequency, diminished self-regulatory capacity, and an increase in non-utility-maximizing expenditures, with a
significant percentage of youth shoppers reporting post-purchase regret. By synthesizing cross-platform evidence
from Vietnamese e-commerce ecosystems--primarily Shopee, TikTok Shop, and Lazada--the study identifies key
behavioral vulnerabilitiesin adolescent and young adult consumer populations and offers implications for consumer
education, regulatory policy, and digital financial literacy curriculum design.
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1. Introduction

Vietnam's digital economy has undergone a structural
transformation over the past decade, driven by the rapid
proliferation of smartphones, mobile payment infrastructure,
and agorithmically curated e-commerce platforms. As of 2024,
Vietnam ranks among the fastest-growing digital retail markets
in Southeast Asia, with youth consumers between the ages of
15 and 30 constituting the most active and commercialy
targeted demographic segment (Google, Temasek & amp; Bain,
2023). Within this context, the cultural phenomenon of "San
Sale"--literally trandating to "hunting for sales'--has evolved
from an occasional consumer behavior into a structured
recreational and socia activity, amplified by platform-native
gamification features designed to maximize engagement and
transaction frequency.

The economic significance of this phenomenon extends far
beyond its surface-level appearance as discount-seeking
behavior (iPrice Group, 2024). Beneath the transactional layer
lies a sophisticated architecture of behavioral nudges,
psychological triggers, and competitive mechanics that

systematically undermine the classical economic assumption of
rational, utility-maximizing consumer agency (Thaler &amp;
Sunstein, 2008). Bounded rationality, as originally theorized by
Herbert Simon (1955), posits that human decision-making
operates under constraints of limited information, limited
cognitive capacity, and limited time. Viethamese e-commerce
platforms have, whether by deliberate design or emergent
optimization, constructed environments that maximize these
congtraints, producing a consumer behavior landscape that
departs significantly from normative economic models (Fogg,
2003; Zuboff, 2019).

This study aims to analyze the behaviora economic
mechanisms through which gamified micro-incentive
systems--flash sadles, countdown timers, gamified loyalty
points, group-buying discounts, and digita reward
streaks-—-interact with the cognitive architecture of bounded
rationality to produce systematic non-rational expenditure
decisions among Vietnamese youth. It further seeks to examine
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how social and cultural dimensions of the Vietnamese youth
experience, including peer validation dynamics, social media
performance of consumption, and collectivist bargain-sharing
norms, amplify the behavioral effects of platform-native
gamification.

The study is significant for several intersecting fields. From
a behavioral economics perspective, it offers a geographically
and culturally specific case study of how digital platform design
operationalizes decades-old insights about human irrationality
at commercia scale. From a consumer welfare perspective, it
raises important questions about the distributional
consequences of platform-induced overconsumption on
adolescent financial health and savings behavior. From an
educational policy perspective, it identifies concrete behavioral
vulnerabilities that financial literacy curricula must address to
equip young people with the metacognitive tools necessary to
resist architecturally engineered impulse spending. These
guestions remain underexplored in the existing literature, which
has tended to examine either gamification in isolation, or
bounded rationality in abstracted experimental contexts,
without integrating both within the specific sociocultura
dynamics of Vietnamese digital consumer culture.

2. Literature Review and Conceptual Framework
2.1. Bounded Rationality and Heuristic Decision-M aking

Bounded rationality, first introduced by Herbert Simon
(1955) and subsequently developed by Kahneman and
Tversky's heuristics-and-biases research program, describes a
mode of decision-making in which individuals use cognitive
shortcuts--heuristics--rather  than  exhaustive  analytical
computation to navigate complex choice environments. These
heuristics are adaptive in many natural contexts, but become
systematically exploitable when environments are deliberately
engineered to trigger them in commercialy advantageous
directions (Kahneman &amp; Tversky, 1979; Thaler &amp;
Sunstein, 2008). Within digital commerce environments,
bounded rationality manifests across several well-documented
dimensions. availability heuristics lead consumers to
overweight salient price reductions relative to baseline value;
anchoring effects cause consumers to evaluate discounted
prices against artificially inflated "original" prices rather than
market benchmarks, and scarcity heuristics, activated by
countdown timers and low-stock notifications, compress
deliberative time horizons and suppress comparative evaluation
(Thaler & amp; Sunstein, 2008).

These mechanisms are not incidental features of platform
design; substantia evidence from the attention economy
literature indicates that they are actively optimized through
algorithmic A/B testing to maximize conversion rates (Fogg,
2003; Zuboff, 2019). More specifically, bounded rationality as

operationalized within this study can be understood along four
interacting dimensions. (1) cognitive load constraints, referring
to the limitation on information-processing capacity that makes
simplified heuristic rules cognitively economical; (2) temporal
discounting biases, denoting the tendency to overweight
immediate rewards relative to delayed utility, producing
present-biased consumption decisions; (3) loss aversion
asymmetries, reflecting the empirically documented tendency
for perceived losses to motivate behavior more strongly than
equivaent gains, making "expiring" discounts psychologically
coercive; and (4) social comparison pressures, representing the
influence of peer consumption visibility on individual
expenditure decisions, particularly in social media-integrated
commerce environments.

2.2. Gamification and Micro-I ncentive Architecture

Gamification, broadly defined, refers to the application of
game-design elements--points, badges, leaderboards, streaks,
progress bars, and reward loops--to non-game contexts for the
purpose of driving user engagement and behavioral compliance
(Deterding et al., 2011). Within e-commerce, gamification
functions as a micro-incentive architecture: a system of small,
frequent, variable rewards that maintains user engagement
through intermittent reinforcement schedules structurally
analogous to those studied in operant conditioning research.
The psychological potency of gamified micro-incentives
derives from their interaction with the dopaminergic reward
anticipation system. Research in neuroscience and behavioral
economics converges on the finding that unpredictable reward
delivery generates stronger and more persistent behavioral
responses than predictable delivery--a phenomenon known as
variable ratio reinforcement (Schultz, 1998).

Flash sales, randomized discount vouchers, and spin-to-win
promotional mechanics exploit this mechanism by creating
reward anticipation cycles that motivate platform engagement
independently of consumption need. The concept of
micro-incentives is particularly relevant to the Vietnamese San
Sale context because the rewards involved are frequently small
in absolute monetary value--often amounting to discounts of
severa  thousand  Vietnamese  Dong--yet  generate
disproportionately large behavioral responses in terms of
platform time-on-site, cart addition rates, and purchase
completion (Vietham E-Commerce Association, 2023). This
disproportionality ~ constitutes  behaviora  evidence  of
non-rational valuation, consistent with the predictions of
prospect theory regarding the disproportionate psychological
salience of small gainsframed as victories over loss (Kahneman
&amp; Tversky, 1979).

2.3. The San Sale Phenomenon: Cultural and Digital
Dimensions
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San Sale culture among Vietnamese youth represents a
behavioral confluence of economic rationalism--genuine
price-optimization behavior--and psychologically  driven,
platform-engineered compulsion. The phenomenon intensifies
around nationally significant shopping events including 9.9,
10.10, 11.11, and 12.12 flash sale dates, which Vietnamese
platforms have imported and amplified from the Chinese
e-commerce calendar (iPrice Group, 2024). During these
events, platform traffic surges, social media timelines fill with
shared voucher codes and purchase screenshots, and the act of
securing a desirable item at a discounted price acquires the
social valence of a competitive achievement rather than a
purely economic transaction. This social and competitive
dimension distinguishes San Sale from straightforward
bargain-hunting and introduces a layer of identity performance
and peer comparison that behaviora economics frameworks
must account for.

Conspicuous consumption theory, as updated for the social
media era, suggests that shared consumption acts function as
social signaling that confers status within peer networks (Belk,
1988; Veblen, 1899). Within Vietnamese youth culture, the
public sharing of successful San Sale outcomes--"flexing"
discounted purchases on TikTok or Zado group
chats--transforms consumption into socia currency, creating
non-monetary motivationa drivers that compound the purely
incentive-based mechanisms of platform gamification (Tran
&amp; Le, 2022).

3. Methodology

This study employs an integrated analytical framework using a
structured narrative review and conceptual  synthesis
methodology. Given that the 'San Sale’ phenomenon is highly
integrated into rapidly changing digital ecosystems, a rigid
empirical or purely experimental laboratory design is
insufficient to capture the fluid intersections of culture and
platform architecture. Therefore, following the methodological
guidelines of conceptual behavioral economics (Thaler, 2015),
this paper integrates multi-disciplinary literature from
behavioral economics, platform design, and consumer
psychology to map out the cognitive architecture of young
CONSUMErs.

The framework analyzes data and secondary evidence across
three distinct layers:

1. Platform Architecture Analysis. A structural inventory
and evaluation of the gspecific gamification toolkits,
micro-incentives, and choice architectures deployed across the
primary Vietnamese e-commerce platforms (Shopee, TikTok
Shop, and Lazada).

2. Secondary Quantitative and Qualitative Evidence
Synthesis: The integration of macroscopic e-commerce reports,
industry  tracking data from the Vietham E-Commerce

Association (VECOM, 2023) and iPrice Group (2024),
alongside peer-reviewed qualitative behavioral studies on
Vietnamese consumer habits (e.g., Nguyen, 2024; Tran &amp;
Le, 2022).

3. Behavioral Economic Modeling: The mapping of specific
platform nudges to established cognitive biases--specifically
loss aversion (Kahneman &amp; Tversky, 1979), present bias
(Laibson, 1997), conformity heuristics, and the sunk cost
fallacy (Thaler, 2015).

By cross-referencing industry performance indicators with
psychological models, this approach allows for the tracing of
platform mechanics directly to their cognitive and welfare
outcomes, ensuring a sound, traceable, and coherent logical
flow between theories and conclusions.

4. Results: Analysis of San Sale Platforms and
M echanics
4.1. Market Structure and Platform Dominance

Vietham's e-commerce market is dominated by three major
platforms--Shopee, TikTok Shop, and Lazada--which
collectively account for the substantial majority of retail
transactions among youth consumers (iPrice Group, 2024).
Shopee, operated by Sea Limited, has achieved particular
market penetration among the 15-30 age demographic through
aggressive gamification investment, including the Shopee
Farm, Shopee Shake, and Shopee Coins loyalty mechanics.
TikTok Shop has emerged as a rapidly growing competitor,
leveraging its short-form video algorithm to deliver
purchase-integrated content that collapses the distance between
entertainment consumption and commercial transaction.
Lazada, backed by Alibaba, maintains a significant user base
through its LazCoins reward system and LazFlash sale events
(iPrice Group, 2024).

The competitive dynamics among these platforms have
accelerated a race-to-the-bottom in terms of discount depth and
gamification intensity, as each platform seeks to maximize the
frequency and duration of user sessions (iPrice Group, 2024).
This competitive escalation has produced an environment in
which the psychological stimulation available to Vietnamese
youth consumers during major sale events approaches
saturation--a condition of engineered cognitive overload that,
paradoxicaly, increases impulsive decision-making by
exhausting the deliberative cognitive resources that would
otherwise moderate it (Fogg, 2003; Zuboff, 2019).

4.2. Gamification Mechanics Deployed on Viethamese
Platforms

An inventory of the primary gamification mechanics
deployed across Viethamese e-commerce platforms reveals a
consistent toolkit of bounded rationality exploitation strategies.
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Countdown timers are ubiquitously deployed on flash sde
items, creating artificial temporal scarcity that activates loss
aversion by framing the expiration of a discount as an
impending loss. Low-stock indicators--"Only 3 left!"--deploy
similar scarcity heuristics, compressing deliberative timelines
by introducing the threat of product unavailability (Thaler
&amp; Sunstein, 2008). Social proof notifications-"234 people
are viewing this item"--activate conformity heuristics and
create perceived competitive urgency.

Loyalty point systems, particularly Shopee Coins, introduce
an additional layer of bounded rationality exploitation through
the sunk cost fallacy and status quo bias. Users who have
accumulated coins face psychologica  barriers to
non-redemption that effectively reduce the perceived cost of
additional purchases--a mechanism that systematically inflates
purchase frequency beyond utility-optimal levels. Progress-bar
mechanics, as deployed in Shopee's voucher collection system,
leverage the goal-gradient effect: the empirically documented
tendency for effort and motivation to increase as individuals
approach a visible goal threshold (Hull, 1932; Nunes &amp;
Dreze, 2006).

4.3. Y outh-Specific Vulnerability Factors

Vietnamese youth consumers face a specific confluence of
developmental and contextual factors that amplify their
susceptibility to gamified micro-incentive systems. Adolescent
and early-adult neural development is characterized by
heightened reward sensitivity and relatively underdevel oped
prefrontal cortex regulation of impulsive behavior, a
neurological profile that aligns precisely with the behavioral
targets of variable-ratio reinforcement gamification (Casey et
al., 2008). Additionaly, the sociad embeddedness of
Vietnamese youth digital culture--characterized by high group
chat participation, peer sharing norms, and social media
performance of identity--creates social reinforcement loops that
compound platform-native gamification effects (Tran &amp;
Le, 2022).

Financial constraints also play a structurally important role.
Many Vietnamese youth consumers operate on limited
discretionary budgets, making the psychological salience of
small absolute discounts disproportionately high relative to
their actual financial significance (Vietnam E-Commerce
Association, 2023). This budget constraint context creates
conditions in which the bounded rationality effects of
gamification are most consequential: impulsive expenditures,
while small in absolute terms, may represent significant
proportions of weekly or monthly discretionary funds, with
meaningful effects on savings behavior and financial resilience
over time.

4.4. Cognitive Overriding and Behavioral Triggers

When a discount is presented with a countdown timer,
platforms effectively reframe the decision from a deliberative
choice to an urgent question of whether to accept an immediate
loss. Field data from consumer behavior studies corroborates
this mechanism. Surveys conducted among Shopee users
indicate that a significant proportion of flash sale purchases are
made within the final minutes of sale windows, suggesting that
timer expiration anxiety--rather than deliberated need
assessment--is the proximate cause of the purchase decision
(Vietnam E-Commerce Association, 2023). The psychological
intensity of impending loss increases as the loss becomes
imminent, generating an urgency that overrides deliberative
cost-benefit analysis.

Present bias--the tendency to overweight immediate rewards
relative to future consequences--further interacts with San Sale
mechanics to produce systematic underconsideration of the
opportunity costs of impulsive expenditure. When a platform
presents an immediate, time-limited discount, the
present-biased consumer evaluates the purchase primarily in
terms of its immediate reward (the discount secured, the item
possessed) rather than its future costs (reduced savings,
foregone alternative expenditure) (Laibson, 1997; O'Donoghue
&amp; Rabin, 1999).

The social proof mechanics deployed across
platforms--viewer counts, purchase volume indicators, peer
review displays, and influencer endorsements--activate
conformity heuristics that substitute aggregate peer behavior as
an evauation shortcut (Nguyen et a., 2019). The cultura
dimensions of Vietnamese socia structure amplify this force.
Collectivist orientations make Vietnamese consumers
particularly responsive to indicators of peer behavior, as
conformity carries positive social valence (Hofstede, 1980).
Group-buying features directly instrumentalize these
collectivist orientations by creating socia obligations that
transform peer relationships into commercial mechanisms.

5. Discussion
5.1. Reward Anticipation and Psychological Dependency
The dopaminergic reward anticipation mechanism, activated
by variable and unpredictable reward delivery, constitutes the
neurological foundation of the engagement addictiveness
observed in heavy San Sale platform users. Platforms deploy
this mechanism through randomized voucher distributions,
spin-to-win discount games, mystery box promotions, and
algorithmically varied dea visibility, maintaining engagement
through anticipatory reward states (Schultz, 1998). Qualitative
research with Vietnamese youth Shopee users reveals a pattern
of platform engagement that mirrors the behavioral signatures
of variable ratio reinforcement: extended browsing sessions
without purchase intent, emotional responses to missed deals
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that include frustration and disappointment, and return visits
motivated by the desire to recapture the emotional state of a
previous positive discovery experience (Tran &amp; Le, 2022).
These behavioral patterns suggest that platform engagement has
acquired intrinsic motivational properties independent of its
instrumenta function in securing discounts--a transition from
rational  bargain-seeking to psychologicaly compelled
engagement.

Furthermore, loyalty mechanics deploy the sunk cost fallacy
by creating accumulated virtual currency that users are
psychologically reluctant to forgo (Thaer &amp; Sunstein,
2008). Users feel compelled to maintain platform engagement
to preserve the value of accumulated points, and feel compelled
to make purchases to redeem points whose expiration would
represent a perceived loss. This mechanism is particularly
effective among Vietnamese youth because the perceived value
of accumulated loyalty points is often miscal culated, with users
systematically overestimating the monetary worth of their point
balances (Kivetz & amp; Simonson, 2002).

5.2. San Sale as Social Performance and Peer Network
Effects

Beyond its economic dimensions, San Sale culture functions
as a mode of socia performance through which Vietnamese
youth construct and communicate aspects of their identity and
social competence. The successful San Sale hunter is valorized
within peer networks for having demonstrated strategic acuity,
digital savviness, and resourcefulness. Social media platforms,
particularly TikTok and Facebook, serve as the primary stages
for San Sale performance. The posting of unboxing videos,
purchase hauls, and discount screenshots has become a
well-established genre of Vietnamese youth content that
simultaneously communicates consumption achievement and
invites peer validation (Tran &amp; Le, 2022).

The collective dimensions of San Sale behavior create social
network effects that amplify individua behaviora
susceptibility. When San Sale activity is embedded within
social group dynamics, individual consumers face social
pressures that can override personal deliberation: the desire to
participate in a shared group activity and the social cost of
being the only non-buyer within a peer group. These collective
dynamics have been systematically instrumentalized by
Viethamese platform operators through features such as
Shopee's team purchase discounts and referral reward systems,
which directly monetize social network relationships (iPrice
Group, 2024).

5.3. Demogr aphic and Financial Implications

Evidence from consumer surveys suggests meaningful
demographic differentiation in San Sale engagement patterns,

with young women demonstrating higher frequency of platform
engagement in fashion and beauty, while young men
demonstrate higher engagement with electronics and gaming
promotions (Vietham E-Commerce Association, 2023).
Socioeconomic differentiation aso plays an important
moderating role: youth from lower-income households face
greater financial risk from impulsive overspending, while youth
from higher-income households may be more susceptible to
social performance dimensions due to greater discretionary
spending capacity.

In the short term, San Sale culture produces an expenditure
pattern that departs from utility-maximizing norms. Survey
evidence indicates that a significant proportion of flash sae
purchases are self-reported as motivated primarily by the
availability of a discount rather than pre-existing consumption
intent--a behavioral signature of incentive-induced demand
creation  (Vietnam E-Commerce Association, 2023).
Post-purchase regret is a commonly reported outcome,
suggesting a systematic gap between in-the-moment purchase
utility assessment and post-purchase utility redlization
(Nguyen, 2024). In the long term, repeated decision-making
patterns create cognitive defaults that persist across contexts.
Survey data indicates that Vietnamese youth who self-report
high San Sale engagement also report lower monthly savings
rates and greater difficulty maintaining savings goals, net of
income level, which demonstrates long-term financial
conseguences (Nguyen, 2024).

6. Policy Implications and Educational
Recommendations
6.1. Implicationsfor Digital Financial Literacy Curricula
The behavioral economic analysis presented in this paper has
direct implications for the design of financial literacy education
for Vietnamese secondary school and university students.
Standard financial literacy curricula, which focus primarily on
foundational financial concepts such as budgeting, saving, and
compound interest, do not adequately address the specific
behavioral vulnerabilities that digital platform gamification
exploits (Lusardi &amp; Mitchell, 2014). A behavioraly
informed financia literacy curriculum must extend beyond
knowledge transmission to develop metacognitive skills: the
capacity of students to recognize and resist the specific
cognitive biases activated by digital commerce design.

At the secondary school level, curricula should introduce
students to the core concepts of bounded rationality and
behavioral economics in age-appropriate terms, with explicit
application to familiar digital commerce contexts. Exercises
that involve analyzing specific San Sale mechanics--identifying
the behavioral mechanism targeted by a countdown timer,
evaluating the actual monetary value of a loyalty point--can
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build the applied critical thinking skills necessary for effective
consumer self-protection. Contextualized, applied instruction
generates more durable behavioral change than abstract
conceptual instruction (Lusardi &amp; Mitchell, 2014). At the
university level, financia literacy education should integrate
behavioral economics more comprehensively, including
detailed examination of prospect theory, hyperbolic
discounting, and social influence mechanisms as they operatein
digital consumer environments (Laibson, 1997).

6.2. Regulatory and Platform Design Recommendations

From a regulatory perspective, the findings of this study
support several policy interventions aimed at reducing the most
exploitative dimensions of gamified e-commerce design while
preserving the legitimate consumer benefits of digita
Mandatory  disclosure  requirements  for
psychological design features could increase consumer
awareness of the behaviora mechanisms they are subject to,
activating more deliberate decision-making processes.
Specifically, platforms could be required to disclose the use of
countdown timers on artificially inflated original prices, the
statistical odds of winning randomized reward events, and the
minimum expenditure required to redeem loyalty currency.

commerce.

Cooling-off period requirements for high-value purchases
made during flash sale events could provide a structura
intervention against loss-aversion-induced impulsive purchase
decisions, allowing the emational urgency of the moment to
dissipate before the transaction is finalized. Several European
jurisdictions have implemented analogous consumer protection
provisions for other categories of time-pressured commercial
transactions; the behavioral logic for their application to
e-commerce is at least as strong (European Parliament, 2019).
Vietnam's Ministry of Industry and Trade and Ministry of
Information and Communications are the relevant ingtitutional
actors for implementing such regulatory frameworks.

6.3. Role of Families, Schoals, and Civil Society

Effective response to the behavioral economic challenges of
San Sale culture requires coordinated action across multiple
social institutions, not regulatory and curricular intervention
alone. Families play a critical role in shaping the financial
socialization environment within which adolescent consumer
behavior is formed: parental modeling of deliberated spending
decisions, explicit family discussion of advertising and platform
design techniques, and the establishment of savings norms and
expectations provide protective factors against
platform-induced impulsive consumption (Jorgensen &amp;
Savla, 2010).

Civil society organizations, including consumer protection
NGOs and youth development organizations, can complement

formal educational and regulatory mechanisms by providing
peer-delivered consumer literacy programming, advocacy for
stronger platform  accountability standards, and public
awareness campaigns that translate behavioral economics
insights into accessible consumer guidance (Vietham
E-Commerce Association, 2023). The participatory and
peer-delivered nature of civil society programming may be
particularly effective in reaching Vietnamese youth populations
whose social learning orientations make peer communication
channels more persuasive than formal institutional messaging.

7. Directionsfor Future Research
7.1. Longitudinal Studieson Behavioral Habituation

Future research should prioritize longitudina study designs
capable of tracking the development of consumer behavior
patterns among Vietnamese youth across multiple years of San
Sale platform exposure. Cross-sectional survey evidence, while
valuable for identifying associations, cannot establish the causal
behavioral habituation dynamics theorized in this paper.
Longitudinal designs that measure bounded rationality
indicators--impulsivity, deliberation  quality, savings
behavior--at multiple time points in relation to platform
engagement intensity would substantially advance the empirical
basis for both academic theory and policy intervention.

7.2. Experimental and Platform-L evel Resear ch

Experimental research designs, including field experiments
conducted in partnership with platform operators, could provide
more direct evidence of the causal mechanisms linking specific
gamification features to bounded rationality outcomes. Such
research might involve randomized removal of specific design
features--countdown timers, social proof notifications--across
user groups to isolate their behavioral effects. While access to
platform-level experimental data is constrained by commercial
confidentiality norms, emerging regulatory requirements for
algorithmic transparency in several jurisdictions may create
new opportunities for independent researcher access to platform
behavioral data.

7.3. Cross-Cultural Compar ative Resear ch

The San Sale phenomenon in Vietnam shares structural
features with analogous sale-hunting cultures in other East and
Southeast Asian digital markets, including Chinas Double
Eleven culture, Thailand's Lazada sale events, and Indonesia's
Tokopedia flash sales (iPrice Group, 2024). Cross-cultural
comparative research could illuminate the extent to which the
behavioral economic mechanisms identified in this study are
universal features of gamified digital commerce versus
culturally specific expressions of Vietnamese consumer
Such comparison facilitate
identification of policy and educational interventions that have

socialization. would also

Tran Bao Nam, | JSRM Volume 14 | ssue 06 June 2026

10762



demonstrated effectiveness
institutional contexts.

in comparable cultural and

7.4. Integration of Neuroscientific M ethods

Emerging neuroscientific research methods, including
consumer neuroscience paradigms that measure real-time
neural responses to commercia stimuli, offer the potential to
provide direct evidence of the reward anticipation and loss
aversion mechanisms theorized in this paper (Schultz, 1998).
While such methods currently face significant practical
constraints in Vietnamese research contexts, their integration
into future behavioral economics research on digital consumer
behavior would substantially strengthen the empirical
foundation of the theoretical claims advanced here and provide
more precise identification of the neural mechanisms through
which gamification produces bounded rationality outcomes.

8. Conclusion

This paper has examined the San Sale phenomenon among
Viethamese youth as a behavioral economic problem of the first
order: a case study in how sophisticated gamified
micro-incentive architecture systematically exploits the
cognitive architecture of bounded rationality to produce
consumer behavior that departs from normative economic
rationality in commercialy advantageous but personally
consequential ways. Drawing on prospect theory, variable ratio
reinforcement research, socia proof psychology, and the
platform design literature, the analysis has identified loss
aversion, present bias, conformity heuristics, reward
anticipation, and sunk cost fallacy as the primary behavioral
mechanisms through which Vietnamese e-commerce platforms
engineer impulsive purchasing among young consumers.

The study contributes to the literature by integrating
behavioral economics, consumer psychology, and Vietnamese
digital culture analysis within a unified conceptual framework.
Methodologically, it adopts a structured narrative review
approach that synthesizes empirical studies, platform design
analysis, consumer survey evidence, and cross-cultura
comparison to identify converging mechanisms and distinctive
cultural dimensions, fulfilling the requirements for a traceable
and integrated analytica framework. From a practica
perspective, the findings provide implications for financial
literacy curriculum design, digital commerce regulation, family
financial socialization, and platform accountability standards.
Equipping Vietnamese young people with the behaviora
economic literacy to navigate this environment is a matter of
consumer welfare, financial resilience, and the long-term health
of Vietnam's emerging consumer society.
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