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Abstract Gamification has become a prevalent approach for appealing
users and encouraging desired behaviours in many fields, comprising
marketing, education, banking, healthcare, and numerous other fields.
This paper explores in what way integrating gamified elements, such as
Points, Badges, Rewards, Challenges, Leaderboards, and Interactive
Activities, impacts the online shopping experience for buyers. This study
investigates the influence of gamification on the buying intention of the
buyers adopting online shopping. It examines the role of perceived ease of
use, social interaction, perceived utility and perceived enjoyment in
impacting buyers’ intention in online buying. The findings of this study
intend to provide a valuable insight for e-commerce firms and sellers,
aiding them to design and enhance online shopping platforms personalized
to the inclinations of consumers. Finally, this study contributes to the
wider understanding of consumer behaviour in the digital era and
highlights approaches that can enhance the online shopping experience for
buyers, nurturing customer engagement, and growth of the business.
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1. Introduction

gamification is rapidly gaining attention. In fact, the number of gamified

applications has recently skyrocketed (Koivisto & Hamari, 2019), and a
growing number of scientific studies emerged (Keepers et al., 2022;
Kocakoyun & Ozdamli, 2018). The concept of integrating game elements into
non-game contexts (Deterding et al., 2011) has been proven effective in
various facets of learning (Alsawaier, 2018; Antonaci et al., 2019; Chen &
Liang, 2022; Dichev & Dicheva, 2017; Kaya & Ercag, 2023; Khoshnoodifar
etal., 2023; Li et al., 2023; Ratinho & Martins, 2023; Sailer & Homner, 2020;
Smiderle et al., 2020; Zainuddin et al., 2020), consumer engagement (Dogan-
Siidas et al., 2023; Garcia-Jurado et al., 2022; Hamari et al., 2014; Hsu, 2023;
Sheetal et al., 2022; Tsou & Putra, 2023) and entertainment (Ozdamli &
Milrich, 2023; Sailer et al., 2017; Schiele, 2018). While the majority of
empirical evidence showed positive effects of gamification on student
academic performance, Sharma et al. (2024) affirm gamification’s pervasive
influence across business domains, which Aziz et al. (2017) refer to as
enterprise gamification.

http://doi.org/10.56632/bct.2024.3102

I n the highly dynamic and competitive environment, the concept of
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The application of gamification in business has been proven effective in marketing (Behl et al., 2023;
Conaway & Garay, 2014; Hsu & Chen, 2018; Sheetal & Singh, 2022; Stone, 2023; Widjaja et al., 2021),
human resource (Murawski, 2021; Pura, 2022; Silic et al., 2020; Vardarlier, 2021) and finance (Bayuk
& Altobello, 2019; Nasirzadeh & Fathian, 2020; Raza et al., 2023; Shenol & Onay, 2023). According
to Lu and Ho (2020), gamification can incentivize and motivate people, be they employees or
customers. Most businesses are now including gamification practises and strategies at a higher pace in
non-gaming environments, specifically in marketing. For instance, the retail business enables the
penetration of new market segments through the gaming elements (Raman, 2020) because the purchase
of goods becomes more enjoyable, appealing, and stimulating (Deterding et al., 2011). The isolated
video game elements, not full-fledged games themselves, are strategically harnessed to enhance user
experience and engagement within non-game applications and services. This practice represents a
significant evolution within the interactive media landscape, warranting deeper academic exploration
and analysis (Lamberton & Stephen, 2016).

While empirical studies on gamification are mostly focused on its impact on the marketing of products
and brands (i.e., Hsu & Chen, 2018; Lee & Jin, 2019; Milanesi et al., 2023; Tsou & Putra, 2023; Xi &
Hamari, 2020), there are only a few studies that measure its effect on buying intention. However, the
studies on buying intention mainly discuss the direct effect on consumer online purchase behavior (i.e.,
Dinh et al., 2023; Dogan-Siidas et al., 2023; Wen et al., 2014; Xu et al., 2020; Yang et al., 2019) without
reference to other elements of buying intention including enjoyment and social interaction. According
to Zhang et al. (2021), the elements of gamification are positively associated with enjoyment and social
interaction, leading to impulsive buying behavior. Hence, this study aims to measure the effect of
gamification on enjoyment, social interaction, ease of use, and utility, which induce the buying intention
of select online buyers.

2. Theoretical Framework
2.1. Gamification Elements in Marketing

Gamification is an evolving and exciting concept with potential applications in many different areas
(Wood & Reiners, 2014; Zichermann & Cunningham, 2011). It is an extensively employed strategy to
enhance engagement and motivation in various contexts (Deterding et al., 2011; Hamari et al., 2014).
A significant number of companies and marketers are using gamification services to a greater extent
based on tremendously negative to extremely positive consumer perceptions (Hamari et al., 2014).
However, researchers and marketers alike affirm that the success of gamification depends on several
elements that attract consumers online, which Teoténio and Reis (2018) suggest are tailored to the
sectors of activity that fit the target audience. For instance, Deterding et al. (2011) identify network
design, interaction, badges, objectives or goals, and rewards as necessary integrated elements in the
gamified application. In online marketing, game design that induces interaction is more enjoyable to
the users (Rodrigues et al., 2019). These refer to the components level of DMC (dynamics, mechanics,
and components) framework (Werbach & Hunter, 2012) that includes points and badges. As suggested
by Yilmaz et al. (2016), the design must fit the personality of the users.

In this study, gamification is identified by the elements of points and badges embedded in the gamified
application. These elements are used to track progress and reward users. Research indicates that these
elements can serve as effective motivators, encouraging users to complete tasks and achieve goals
(Deterding et al., 2011; Hamari et al., 2014; Trinidad et al., 2021; Vilkaite-Vaitone et al., 2024). Users
are often driven by the desire to earn points and badges, which symbolize their achievements within the
system. Therefore, these are reliable elements to measure the effectiveness of gamification.

2.2. Effects of Gamification on Online Buyers

According to Huotari and Hamari (2017), the value of game service is a subjective perception of the
user. However, research suggests that perceived enjoyment (Yang et al., 2017; Yang et al., 2018), ease
of use (Aparicio et al., 2021; Zainuddin, 2023; Yang et al., 2017), perceived utility (Aparicio et al.,
2021; Hsu & Chen, 2018; Yang et al., 2017) and social interaction (Dikcius et al., 2021; Tabaeeian et
al., 2023) are the common measures which impact buying intention of users.
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Perceived enjoyment. Perceived enjoyment is a key element in user engagement with a system where
gamification is used. Research studies have shown that users who experience enjoyment and satisfaction
are more likely to continue engaging with gamified applications (Hakulinen et al., 2015), leading to
their purchase intention (Yang et al., 2017; Yang et al., 2018). Certain components that create emotions
enhance enjoyment. Hence, design principles augment perceived enjoyment, such as challenging the
users and providing immediate feedback (Hamari et al., 2014). Through the game elements of points or
challenges, the users increase their perceived enjoyment. Hence, this study posits that:

H1: Gamification has a positive direct effect on the perceived enjoyment of the consumers.
H2: Perceived enjoyment has a positive effect on the buying intention of the consumers.

Perceived ease of use. Perceived ease of use (PEOU) is an important antecedent that influences buyer’s
buying intention (Yang et al., 2017). Previous studies indicate that PEOU has a positive impact on the
adoption of novel technology, particularly in the online shopping environment (Cho & Sagynov, 2015;
Ramayah & Ignatius, 2005). However, Benbasat and Barki (2007) and Li (2014) differ and suggest that
PEOU is not a relevant construct in the gamified environment. On the contrary, there are a lot of firms
in the marketing domain that, by means of gamification, are taking advantage of and benefit from it
(Behl et al., 2020; Karac & Stabauer, 2017). Given these findings, this study argues that:

H3: Gamification has a positive direct effect on perceived ease of use.
H4: Perceived ease of use has a positive direct effect on buying intention.

Perceived utility. Perceived utility (PU) or perceived usefulness refers to the degree to which a person
believes that using a particular system would enhance his or her job performance (Fred, 1993).
According to Yang et al. (2017), PU positively influences intention to engage with the game, and
increased PU positively influences the user’s experience (Klaiber & de Kok, 2022). Yang et al. (2017)
and Hsu and Chen (2018) found that PU has a significant influence on the user’s attitude towards the
gamified brand. Given these findings, this study hypothesizes that:

H5: Gamification has a positive direct effect on the perceived utility of users.
H6: Perceived utility has a positive direct effect on buying intention.

Social interaction. Social interaction plays a very important role in determining the decision-making
course of online buyers. It involves communication and interaction with other users and potential users,
exchanging product reviews, and taking part in social media postings; online retailers can harness the
power of word-of-mouth marketing and build trust and loyalty among shoppers (Amiri Aghdaie et al.,
2011). Studies suggest that social elements like leaderboards and multiplayer options can inspire
collaboration and competitiveness among users, which raises user engagement (Zichermann &
Cunningham, 2011). According to Huseynov and Dhahak (2020), interaction with customers is more
entertaining and fun, which leads to gaining new customers. Similarly, Tabaeeian et al. (2023) argue
that purchase intention is highly influenced by effective advertising characterized by high social
interaction among users. Hence, this study posits that:

H7: Gamification has a positive direct effect on the social interaction of the consumers.
H8: Social interaction has a positive direct effect on the buying intention of the users.

Behavioural intention. Behavioural intention refers to users’ willingness to perform specific actions or
behaviors. According to Hakulinen et al. (2015), gamification positively influences users’ behavioral
intentions. In this context, users who engage with gamified systems are more likely to express an
intention to continue using the platform or perform desired actions (Fiore et al., 2005). Several studies
affirmed that gamification highly influences impulsive online shopping behavior (Garcia-Jurado et al.,
2021; Lopes et al., 2023; Minh et al., 2023; Tran & Nguyen, 2023; Zang et al., 2021). Given these
findings, this study argues that:

H9: Gamification has a positive effect on buying intention.

Based on these propositions, the theoretical model of this study was developed, as shown in Figure 1.
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Figure 1
Theoretical Framework
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The model highlights the independent, mediating, and dependent research variables. Gamification as
the independent variable is characterized by the use of points and badges. Meanwhile, the mediating
variables include perceived enjoyment, perceived ease of use, perceived utility, and social interaction.
Lastly, behavioural intention is the dependent variable.

3. Methodology
3.1. Participants and Setting

This quantitative study employed a purposive sampling technique in the selection of the participants. It
targeted active shoppers with (1) prior online shopping experience and (2) knowledge of gamification,
particularly the use of points, badges, and leaderboards. From the 120 surveyed shoppers, the study
retrieved 84 completed survey forms with a response rate of 70%. The sample consisted of different
types of socio-demographic profiles of respondents based on age, education, and income, as shown in

Table 1.
Table 1
Demographic Characteristics of the Respondents
Characteristic Frequency Percent
Age
21-30 years 35 42
31-40 years 12 14.2
41-50 years 6 7.1
51-60 years 24 28.2
above 60 years 7 8.2
Education
Bachelors 42 50
Postgraduate degree 42 50
Income
Up to Rs. 20,000 (Up to 250 USD) 6 7.1
Rs. 20,000- 70,000(251- 845 USD) 20 23
Rs. 70,000 -Rs.120,000 (846- 1400 USD) 42 50
Rs. 120,000-170,000 (1401- 2045 USD) 12 14.1
Above Rs. 170,000 (above 2046 USD) 4 4.7

3.2. Instruments

The research employed a three-part survey to collect data. The first part contains the participants’
understanding of gamification along with filter questions to ensure their suitability for the study. The
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second part collected demographic information from the participants. The core section explored the
main constructs using 23 questions distributed into five sections, as shown in Table 2 (Appendix 1).

Table 2
Distribution, Sources and Scaling of the Questionnaire
Measured variable Number of items Source Scaling
Gamification 7 Garcia et al. (2018) 7-point Likert scale
Social Interaction 4 Chao et al. (2009) 7-point Likert scale
Perceived Enjoyment 3 Kim et al. (2007) 7-point Likert scale
Perceived Utility 4 Fred (1989) 7-point Likert scale
Buying Intention 5 Klaiber & de Kok (2022) 7-point Likert scale

3.3. Procedure

The data were collected online using Google Forms, where the form link was sent through different
social media platforms. From the 120 responses received, 36 were discarded because of inconsistencies
or incomplete information.

Partial Least Squares (PLS) structural equation modeling (SEM) was used to check the validity of the
proposed model and test the hypotheses. PLS enables the evaluation of the reliability and validity of the
constructs measured in the study, as well as the identification of the hypothesized associations’ nature,
as emphasized by Barroso et al. (2010).

4. Results

This study evaluated the PLS-SEM model using 500 bootstrap samples, following a two-step process:
measurement model and structural model assessment.

4.1. Measurement Model

Table 3 shows the item loadings, internal consistency reliability, and convergent validity. Most of the
indicators exceeded the recommended value of 0.70. As recommended by Hair et al. (2017), all the
items should have factor loading above 0.7. The items with less than 0.7 factor loading need to be
evaluated by checking their reliability and validity. On the other hand, the internal consistency
reliability is checked by rhoA, as well as Cronbach’s alpha and composite reliability. The values for all
constructs were above 0.8, which is said to be good. Therefore, in outer loading, the items with values
less than 0.7 are not deleted. In terms of convergent validity, the Average Variance Extracted (AVE)
for constructs is more than the minimum threshold of 0.50. As per the results, the values of AVE range
from 0.499-0.854 to be acceptable, which is higher than the cut-off of 0.5.

Table 3
Item Loadings, Internal Consistency Reliability, and Convergent Validity
Constructs Item codes Outer loadings rho (r A) Cronbach’s alpha (a) AVE
Gl 0.926
G2 0.349
G3 0.452
Gamification G4 0.628 0.859 0.838 0.500
G5 0.558
G6 0.679
G7 0.718
SI1 1.224
.. . SI2 0.314
Social interaction I3 0.856 1.032 0.889 0.674

SI4 0.607
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PU1 0.800
PU2 0.911
PU PU3 0.984 0.956 0.952 0.830
PU4 0.941
PEOU1 0.955
PEOU2 0.750
PEOU PEOU3 0.805 0.928 0.922 0.743
PEOU4 0.922
BI1 0.970
BI2 0.842
BI BI3 0.967 0.923 0.916 0.854
BIl4 0.927
BI5 0.909
ENJ1
PE ENJ2 0.906 0.916 0.916 0.845
ENJ3 0.933

Both the Fornell-Larcker criterion and HTMT ratio confirmed the discriminant validity, as reflected in
Table 4.

Table 4
Discriminant Validity-— Fornell-Larcker Criterion

Buying . . Perceived Perceived Perceived Social
Construct . Gamification . . . .
Intention Ease of Utility Enjoyment Utility Interaction
Buying Intention 0.924
Gamification 0.394 0.640
Perceived Ease of Utility 0.689 451 862
Perceived Enjoyment 0.864 263 .749 919
Perceived Utility 0.888 331 .689 811 911
Social Interaction -0.028 .509 .143 .045 -0.073 0.821

The HTMT criterion measures the average correlations of the indicators, which was found to be less
than 0.7, which is a good indicator of the test.

4.2. Structural Model

Table 5 shows that the Variance Inflation Factors (VIF) for all variables were between 5 and 10,
indicating no collinearity issues. The R-squared value for the dependent variable, buying intention, was
0.873, indicating strong explanatory power (87%). Other R-squared values were PEOU (0.212), PE
(0.077), PU (0.117), and SI (0.250). Overall, the analysis suggests a well-fitting and reliable model with
strong measurement properties and good explanatory power for buying intention. However, the R-
squared values for other constructs (PEOU, PE, PU) are lower, suggesting room for further investigation
or model refinement.

Table 5
Structural Model Result -R Square Test
Construct R Square R Square Adjusted
Social Interaction 0.250 0.241
Perceived Utility 0.117 0.106
Perceived Ease of Utility 0.212 0.202
Enjoyment 0.077 0.066

Buying Intention 0.873 0.865
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The analysis reveals a strong fit between the model and the observed data, evidenced by a low SRMR
value of 0.0679, which is less than the recommended value of 0.08. This indicates minimal
discrepancies between the model’s predicted relationships and the actual associations present in the
data. A model is said to have a good fit when SRMR is less than .08 (Hu & Bentler, 1998, as cited in

David, 2016).

Table 6

Blindfolding Test for Predictive Relevance

Construct SSO SSE Q?(=1-SSE/SSO)

Social interaction 336.000 292.310 0.130
Perceived utility 336.000 309.441 0.079
Perceived ease of use 336.000 290.261 0.136
Gamification 588.000 588.000
Enjoyment 168.000 159.764 0.049
Buying intention 420.000 124.370 0.704

Blindfolding tests the predictive relevance of the constructs. Table 6 shows the Q2 values for the
endogenous constructs. The Q2 values greater than 0 postulate that the model has adequate predictive
relevance (Hair et al., 2016). The Q2 values were in the range of 0.079 and 0.704, suggesting a high

predictive relevance (Hair et al., 2017; Jorg et al., 2009).

Table 7
Structural Model Result -F Square Test
. Perceived . .
Construct Buyn‘lg Enjoyment Gamification Ease of Perc.ellved Soclal'
Intention o Utility Interaction
Utility
Social interaction 0.06
Perceived utility 0.47
Perceived ease of use 0.02
Gamification 0.20 0.08 0.27 0.13 0.33
Enjoyment 0.51

Buying intention

The f2 effect size was estimated, as shown in Table 7. The PEOU (0.02) and social interaction (0.06)
showed a low effect on buying intention, while the rest of the construct’s f2 effect size ranged from

“medium effect” (gamification=0.205) to high (PU=0.47; PE=0.51).

Table 8
Hypotheses Testing
Original Sample Standard T- P
Sample Mean  Deviation Statistic Value
Social Interaction-> Buying Intention 0.290 0.297 0.154 2.963 0.007
Perceived Utlity->Buying Intention 0.486 0.479 0.099 4.904 0.000
Perceived Ease of Utility-> Buying Intention -0.004 0.011 0.080 0.048 0.962
Gamification->Social Interaction 0.471 0.482 0.099 4.753 0.000
Gamification->Perceived Utility 0.310 0.310 0.178 1.742 0.082
Gamification-> Perceived Ease of Use 0.411 0.395 0.148 2.789 0.006
Gamification-> Perceived Enjoyment 0.247 0.240 0.171 1.445 0.000
Gamification-> Buying Intention 0.171 0.177 0.078 2.199  0.028
Perceived Enjoyment->Buying Intention 0.409 0.394 0.082 5.012  0.000

Hypothesis testing was performed based on the 500 bootstrapping PLS-SEM algorithm. From the
results shown in Table 8, it can be seen that H1: gamification has a positive direct effect on PE (p
value=0.000); H2: PE has a positive effect on Bl (p=0.000); H3: gamification has a positive direct
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effect on PEOU (p=0.006); H6: PU has a positive direct effect on buying intention (p=0.000), H7:
gamification has a positive direct effect on social interaction (p=0.000); H8: social interaction has a
positive direct effect on buying intention (p=0.007); H9: gamification has a positive effect on buying
intention (p=0.028) are accepted. Meanwhile, H4: perceived ease of use does not have a positive effect
on buying intention (p=0.962), and H5: gamification does not have a positive direct effect on PU (p
value=0.082).

5. Discussion

Empirical studies suggest that gamification has a positive influence on consumer online purchase
behavior, and the elements of gamification are positively associated with enjoyment and social
interaction, leading to impulsive buying behavior. However, there are other elements of gamification
that have not been completely measured in previous studies. Hence, this study tested the effects of
gamification on enjoyment, social interaction, ease of use, and utility, which induce the buying intention
of select online buyers. The data were gathered from 84 online shoppers using a 7-point Likert scale
survey questionnaire adapted from five studies. Using Partial Least Squares (PLS) structural equation
modeling (SEM), this quantitative study checked the validity of the proposed model and tested nine
hypotheses.

The findings of this study confirm gamification’s positive impact on online buying intentions, echoing
Petkov et al. (2011), Yang et al. (2019), Dinh et al. (2023), Xu et al. (2020), Wen et al. (2014) and
Dogan-Siidas et al. (2023). Similary, gamification directly and indirectly affects buying intentions, with
PEOU and social interaction playing crucial roles. Integrating gamification elements enhances young
consumers’ enjoyment, and features like social recognition and collaboration positively influence PE
and social interaction. Interestingly, only PE, social interaction) and PU significantly impactusers’
intention to use gamified websites, not PEOU. This refutes the findings of Yang et al. (2017), Aparicio
etal. (2021), and Zainuddin (2023) on the positive association between buying intention and PEOU and
affirms Benbasat and Barki (2007) and Li (2014) on the irrelevance of PEOU in the gamified
environment. This suggests consumers might continue shopping even without finding any utility
because the experience in different gamified activities is enhanced with enjoyment and social
interaction. This aligns with Garcia et al. (2019), Koivisto and Hamari (2014), and Muscanell and
Guadagno (2012) on the importance of social interaction in gamified contexts. The findings clearly
imply that user experience must include interaction with other users. According to Liu and Tanaka
(2020), a gamified point system motivates users through social cues. With the integration of challenges,
points, rewards, and badges, the users compete and interact with each other, thereby increasing their
enjoyment and satisfaction. In the long run, interpersonal competition can lead to instrumental
gamification outcomes (Zhang et al., 2023).

The incorporation of strategies like competition, rewards, and social interaction in gamified activities
can boost enjoyment and buying intentions. Similarly, features like reviews, ratings, and collaborative
activities to create a positive and influential shopping experience can be added. As explained by Tran
and Nguyen (2023), GenZ consumers have a high level of intelligent purchases but a high propensity
for impulsive buying intentions as well. Hence, gamification must prioritize features that enhance
practical benefits over perceived ease of use. They can engage with other buyers using different
gamification elements to generate interest, which may influence the buying intention (Varshney et al.,
2023). By tailoring online shopping experiences to these factors, retailers can effectively engage online
buyers’ leading to increased loyalty and revenue. Since gamification has very few important elements
like points, badges, and leaderboards, which form a construct, these can easily be applied to many other
domains.

The findings of the study provide valuable insight for e-commerce firms and small online businesses,
ministering them to design and enhance online shopping platforms personalized to the penchants of
consumers. Since there are many available open-source software, they must consider incorporating
gamification to reach diverse online buyers. As explained by Sinelnikov (2024), the future of e-
commerce is characterized by augmented reality and customized loyalty. Therefore, the value of
gamification is imperative nowadays. By incorporating fun and enjoyment into the online shopping
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experience, gamification also increases the engagement of the users, thereby developing loyalty in the
long run.

This study is limited only to the users with online shopping experience. Since physical stores now offer
different gamified activities, the influence of gamification can be measured in both online and on-site
shoppers. The study is also limited to the mediating effect of four variables on buying intention. Other
mediating variables, including gamification features, user experience, and performance expectations,
can be considered for further studies. Similarly, future research may also consider the moderating
effects of these variables on buying intention in a gamified environment.
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Appendix 1
The Survey Questionnaire

The following statements ask the respondents to rate their agreement on a 7-point Likert scale from
Strongly Agree (7) to Strongly Disagree (1).
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Points/votes are understandable when commenting on
products.

The points/votes correctly reflect the efforts.

The badges earned reflect the good work.

The badges are perfectly defined.

The ranking reflects the status.

The ranking is well-designed.

The reputation can be easily checked.

There are close social relationships in the online shopping
community.

Adequate time is spent interacting with the online
shopping community.

The online shopping community is known on a personal
level.

Frequent interaction exists with the online shopping
community.

Online shopping is enjoyable.

Online shopping is exciting.
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Online shopping is interesting.

Online shopping is useful for a diversity of products.
Online shopping helps me explore new products.

Online shopping recommends product information.
Online shopping enables one to purchase products faster.

| intend to to shop online in future

I intend to increase online shopping activities in the

future.

| intend to recommend online shoppin to others.
| intend to motivate others to shop online.

I intend to continue to shop online.

Demographic Profile

AGE

21-30 years
31-40 years
41-50 years
51-60 years
above 60 years

EDUCATION

Bachelors
Postgraduate degree

INCOME

Up to Rs. 20,000 (Up to 250 USD)

Rs. 20,000- 70,000(251- 845 USD)

Rs. 70,000 -Rs.120,000 (846- 1400 USD)
Rs. 120,000-170,000 (1401- 2045 USD)
Above Rs. 170,000 (above 2046 USD)
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