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Abstract

Gamification has become an innovative and strategic approach within digital marketing, particularly for e-commerce platforms striving to
enhance customer engagement, drive sales, and cultivate brand loyalty. Despite its growing adoption, the academic understanding of its
mechanisms, implications, and sustainability remains underexplored. This comprehensive review integrates empirical evidence and theo-
retical perspectives to construct a robust framework for evaluating gamification strategies in e-commerce. The analysis identifies pivotal
elements leaderboards, challenges, and incentive structures and their influence on consumer behavior across diverse contexts. Four over-
arching themes emerge: enhanced consumer loyalty, increased purchase frequency, strengthened brand engagement, and the critical im-
portance of ethical design. Furthermore, the study underscores challenges such as sustaining long-term user commitment and addressing
ethical dilemmas related to transparency and manipulation. By offering practical guidelines for implementation and illuminating areas for
further inquiry, this research contributes to the scholarly discourse on gamification as a dynamic tool in digital marketing. It establishes a
foundation for advancing its application in an ethically responsible and consumer-centric manner.

Keywords: Gamification in Digital Marketing; E-Commerce Strategies; Customer Engagement; Brand Loyalty; Ethical Design in Gamification; and
Consumer Behavior Analysis.

1. Introduction

Gamification has become a pivotal strategy in digital marketing, particularly in the e-commerce sector, where it is employed to enhance
consumer engagement, foster loyalty, and drive sales. By incorporating game design elements such as points, badges, leaderboards, and
challenges, businesses create interactive and immersive experiences that align with modern consumer preferences for entertainment and
personalization. The convergence of digital technologies and gamification offers unprecedented opportunities for brands to connect with
their audiences, stimulate behavioral change, and establish long-term relationships [1 — 4]

E-commerce platforms, such as mobile apps and loyalty programs, have effectively utilized gamification to address critical challenges like
user retention, purchase frequency, and brand advocacy. Studies have shown that gamification elements improve consumer trust and moti-
vation, thereby fostering repeat purchases and word-of-mouth marketing [5 — 7] Furthermore, gamified mobile marketing strategies, such
as interactive advertisements and branded games, have proven successful in capturing the attention of tech-savvy Millennials and Gen Z
consumers, who value unique and engaging experiences [7 — 10].

Despite its advantages, the implementation of gamification presents challenges, including ethical concerns related to transparency, data
privacy, and the potential for user fatigue from poorly designed systems. Moreover, while short-term gains in engagement are well-docu-
mented, further exploration is required to understand the long-term effects on consumer behavior and loyalty [11 — 14] Recent literature
emphasizes the need for balanced and thoughtfully designed gamification strategies that cater to diverse consumer motivations while
maintaining ethical standards [4] [14 — 16].

This review synthesizes existing research on gamification in digital marketing for e-commerce, focusing on strategies that enhance en-
gagement and drive sales. It highlights key elements of successful gamification, examines its applications across various e-commerce
contexts, and identifies gaps for future exploration. By doing so, it aims to provide actionable insights for researchers and marketers seeking
to optimize gamification techniques and achieve sustainable business growth [7] [17 — 19].

2. Background theory

Gamification, the application of game mechanics in non-game settings, has developed as a transformative technique in computerized
showcasing, particularly inside e-commerce platforms [4], [20]. The joining of gamified mechanics such as focuses, identifications, chal-
lenges, leaderboards, and intuitively narrating has been demonstrated to improve client engagement and drive craved buyer behaviors[4],
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[21]. This vital approach leverages inherent and outward motivational components, cultivating a more profound association between shop-
pers and e-commerce platforms [7], [22].

The hypothetical establishment of gamification in e-commerce is established in motivational and behavioral hypotheses, counting Self-
Determination Hypothesis and Affordance Hypothesis. The Self-Determination Hypothesis emphasizes the part of competence, independ-
ence, and relatedness in persuading behavior, which gamified components such as accomplishments and social interaction successfully
address [23]. The affordability hypothesis clarifies how advanced artifacts like gamification components make activity possibilities, em-
powering clients to be connected in locks in important ways [23] [24].

In e-commerce, gamification improves client encounters over a few measurements. Hedonic components such as satisfaction and inunda-
tion improve client intelligence, whereas utilitarian components like objective movement and rewards give unmistakable value [20], [25].
Social affordances, counting arranged introductions, peer acknowledgment, and agreeable challenges, essentially increase community en-
gagement and word-of-mouth advocacy [24], [25]. For occurrence, Shopee's gamified dependability programs in Indonesia have effectively
utilized focuses and rewards to hold clients and energize rehash purchases[24].

Observational thinks about highlight that gamified highlights can affect basic commerce measurements such as buy purposeful, client
maintenance, and stage devotion. For illustration, gamified suggestion frameworks have appeared to extend client acknowledgment of item
proposals by inserting accomplishments and interaction-based affordances [26] [23]. Essentially, gamification in virtual reality-enhanced
platforms has been found to extend seen esteem through media abundance and intelligently engagement [25].

Figure 1 depicts the repetitive flow of gamified mechanics, highlighting how interrelated aspects such as challenges, prizes, leaderboards,
badges, and social interaction help to create a unified gamified ecosystem. This circular model depicts how gamification promotes long-
term engagement by balancing internal and extrinsic motivators.
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Fig. 1: The Gamification Loop [27].

This model depicts the dynamic interplay of essential gamification components like challenges, prizes, leaderboards, badges, and social
engagement. These integrated parts form a feedback loop that encourages ongoing user interaction. Challenges encourage user interaction,
which is rewarded with points or achievements. These rewards increase user motivation and happiness, promoting more involvement.
Leaderboards and badges encourage social rivalry and recognition, which strengthens the user's emotional commitment. By balancing
intrinsic and extrinsic motivators, this loop assures long-term engagement and matches consumer behavior with company objectives such
as increasing purchase frequency and brand loyalty.

In spite of its benefits, the usage of gamification poses challenges, including the potential for over-gamification and client fatigue [4] [21].
Pundits moreover caution against shallow gamification, which may fall flat to provide important client encounters and long-term engage-
ment [20], [28]. Tending to these concerns requires a mindful plan that adjusts gamified components to client needs and social contexts
[7], [24].

This amalgamation underscores the potential of gamification as an effective device in computerized showcasing, changing e-commerce
stages into energetic and engaging ecosystems. By leveraging mental bits of knowledge and imaginative plans, businesses can not as it
were enhance consumer encounters but moreover accomplish key targets within the competitive computerized commercial center.

3. Literature review

In recent years, numerous researchers have explored the use of gamification as a strategic tool in digital marketing to enhance engagement
and boost sales in e-commerce. This section will thoroughly examine the key findings and strategies highlighted in the most recent studies
on this topic.

Hajarian et al. (2020) [22], Developed a gamified word-of-mouth (WOM) recommendation system to increase engagement and revenues
on e-commerce platforms. By including gamification components like as points and leaderboards, the system encouraged users to contrib-
ute product suggestions based on their own experiences. Implemented on a cosmetic e-commerce website, it resulted in a 116% increase
in female visits, a 100% increase in male visits, and a 7% increase in buy frequency. The findings demonstrated the system's capacity to
improve user involvement and sales while overcoming the constraints of standard recommendation systems. Future enhancements include
analyzing user contributions and spreading the system into new disciplines.

Di et al. n.d. [29], Gamification was studied for its potential to improve client engagement in China's luxury sector. It looked at how luxury
firms are using gamified marketing methods to target younger, tech-savvy customers who value unique experiences and digital interactivity.
By using gamified components like as challenges, awards, and leaderboards, marketers were able to build interactive ads that connected
with Millennial and Gen Z customers. The survey highlighted successful instances, such as premium companies adopting platforms like
WeChat Mini Programs and collaborating with gaming developers to provide personalized digital experiences. The findings highlighted
the growing relevance of gamification as a strategic tool in a quickly digitized and competitive market, particularly after COVID-19, when
online and multichannel strategies are critical for consumer engagement.
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Kaarlehto (2020) [28], used techniques like seminars, prototyping, and benchmarking using the Service Design framework. The test was a
useful early touchpoint in the customer journey, successfully engaged participants, and matched organizational and customer goals. It
emphasized how gamification may help with contemporary B2B marketing issues like content-driven tactics and proactive engagement.
Piloting and improving the tool for wider use were among the future suggestions.

Diyah et al. (2021) [30], investigated the influence of gameful experience (GAMEX) and game design on a self-brand connection in e-
commerce, with brand engagement serving as a mediating variable. Using a quantitative experimental method with 250 regular e-commerce
users, it was revealed that gameful experiences—including enjoyment, immersion, and creativity—as well as game design aspects such as
mechanics, aesthetics, and storytelling greatly improved self-brand connection. Brand involvement moderated this connection, highlighting
the importance of emotional and cognitive attachment. The findings provide useful information for UX designers and marketers looking
to develop compelling advergames that encourage client loyalty and help e-commerce businesses stay sustainable.

Canio et al. (2021) [20], examined the function of gamification in increasing shopping engagement and its impact on mobile buying inten-
tions. Using a sample of 893 Chinese consumers using structural equation modeling, the study discovered that intrinsic motives, such as
gamification, focused attention, shopping delight, and socialness, had a substantial influence on buying behavior. Furthermore, past online
purchasing experience influenced the link between engagement and purchase intent. The findings highlighted gamification's ability to
influence consumer behavior and recommended that introducing game elements into mobile apps might increase user engagement and
purchase intent, giving actionable data to marketers and app developers.

Aparicio et al. (2021) [21], The influence of gamification and reputation on e-commerce usage and repurchase intentions was explored
using a theoretical model verified by Structural Equation Modeling (SEM). The key findings demonstrated that gamification components
such as points, badges, and leaderboards greatly increased platform utilization, whereas reputation positively improved vendor trust. The
study found that trust, platform ease of use, and perceived utility were important predictors of user engagement and repurchase behavior.
The study gave practical insights into merging gamification and reputation methods to improve e-commerce platforms, resulting in higher
client retention and sales.

Neffati et al. (2021) [31], investigated the effects of gamification on e-commerce customer engagement and purchasing behavior. The
research showed that including gamified components such as points, challenges, and prizes in the customer experience improved both
engagement and loyalty. It discovered that gamification tactics dramatically enhanced user interactions, contentment, and purchase inten-
tions, implying a strong relationship between game design mechanics and consumer behavior. The findings highlight the potential of gam-
ification as a strategic tool for e-commerce platforms to develop stronger customer interactions and achieve long-term business growth.
Jang et al. (2021) [25], Gamification and virtual reality (VR) were examined as ways to influence consumer behavior in a tourist e-com-
merce platform. A gamified VR-enhanced system (VRTWS) was created and tested with 208 participants. The results revealed that gami-
fication aspects increased media richness, which improved perceived utility, ease of use, and value. Immersion, facilitated by presence,
increased perceived value, contentment, and adoption intentions. The study emphasized the use of gamified VR systems to increase cus-
tomer engagement and adoption in tourist marketing.

Sitthipon et al. (2022) [32], Customer satisfaction was shown to have a mediating effect in the association between gamification and
repurchase intention on Thai e-commerce platforms. Using survey data from 392 participants, it was discovered that gamification greatly
affected customer satisfaction, which in turn had a major positive effect on repurchase intention. The findings identified consumer happi-
ness as a crucial mediator, underlining how gamification increases customer engagement and repeat purchases. The study provides practical
insights for e-commerce organizations to implement gamified tactics to improve customer retention and happiness, resulting in long-term
development.

Susilo et al. n.d.[33], Gamification and the Technology Acceptance Model (TAM) were tested to see how they affected repurchase intention
on Shopee, an Indonesian e-commerce site. Gamification had no significant effect, while TAM, as defined by ease of use and usefulness,
had a favorable impact on repurchase intention. TAM also did not modify the association between gamification and repurchase intention.
The study emphasized the need to prioritize usability and utility above gamification to stimulate repeat purchases, particularly among
Generation Z customers.

Sundjaja et al. (2022) [34], Gamification's influence on loyalty program utilization in Indonesian e-commerce was investigated, with an
emphasis on aspects such as fun, emotional commitment, and reward attractiveness. Using data from 242 respondents and structural equa-
tion modeling, the study discovered that playfulness and emotional commitment strongly affected loyalty program utilization, which was
mediated by favorable views toward loyalty programs. Reward attractiveness has an indirect effect on loyalty use. Gamified components
in loyalty programs, such as interactive features, have been shown to increase engagement and program efficacy. The findings highlight
the value of including gamified designs to increase consumer loyalty in competitive e-commerce settings.

Sari (2022) [35], investigated the impact of gamification on brand attitude and loyalty intentions in the e-commerce setting. Data obtained
from 271 participants demonstrated that perceived utility, perceived social influence, and perceived enjoyment all had a positive impact on
brand attitude, however reported ease of use did not. Brand attitude has a major influence on both engagement intention and brand loyalty.
The data indicated that perceived utility was the largest predictor of brand attitude, while perceived enjoyment was the primary driver of
engagement. The study emphasized the relevance of gamified components in promoting emotional bonding and consumer loyalty, propos-
ing that businesses create interesting and rewarding game features to improve user experience and brand connection.

Sheetal et al. (2023) [36], investigated the use of gamification in improving consumer experiences in online retail while considering ethical
considerations. Using semi-structured interviews with gamification specialists, the study highlighted three major themes: gamification's
application, customer experiences, and ethical difficulties. Gamification, which includes components such as points, challenges, and lead-
erboards, has been shown to effectively promote engagement, motivation, and brand loyalty. However, ethical issues about lack of open-
ness, data exploitation, and manipulative techniques were identified as possible threats. The study stressed the necessity of ethical gamifi-
cation design in ensuring consumer trust and happiness, as well as encouraging its usage as an effective method for enhancing customer
engagement and retail outcomes.

Tien Minh et al. (2023) [37], addressed the using of the Unified Theory of Acceptance and Use of Technology (UTAUT) paradigm, re-
searchers evaluated the influence of gamification on online buying behavior among Vietnamese adolescents aged 16 to 30. Based on data
from 288 participants, the findings revealed that enabling environments, effort expectancy, social influence, and performance expectation
all had a substantial impact on the desire to embrace gamification, which in turn favorably influenced online purchasing behavior. Facili-
tating circumstances were shown to be the most important element. Gamification adoption intention explained 54.1% of the variation,
whereas online buying behavior accounted for 29.6%. The study emphasized gamification's potential to improve consumer engagement,
motivation, and shopping experiences while also providing practical ideas for incorporating gamification into e-commerce strategy.
Hermawan et al. (2023) [38], looked at the influence of gamification elements on consumer engagement on e-commerce platforms in
Indonesia. The study assessed customer involvement across four dimensions: lifetime value, referral value, influence value, and knowledge



98 International Journal of Scientific World

value, using data obtained through questionnaires from 114 respondents and processed using SmartPLS. The results showed that gamifi-
cation had a beneficial impact on all dimensions, with the biggest benefits reported in customer influence and knowledge values. These
findings imply that gamified tactics improve user involvement, increase brand loyalty, and boost feedback and word-of-mouth marketing.
To enhance consumer engagement, the study suggested that organizations prioritize features that promote social interaction, progress mon-
itoring, and rewards.

Dinh et al. n.d.[26], the influence of gamification on user engagement inside a second-hand e-commerce platform was investigated, with
an emphasis on the integration of badges and awards. The gamification feature was built using the Lean UX technique, iteratively improved
through prototypes, then deployed with React]JS. A/B testing and user interviews were used to assess the impact. The findings revealed that
gamification aspects enhanced engagement slightly, particularly among individuals with prior gaming expertise. To boost interaction, usa-
bility changes such as easier navigation and improved explanations of achievements were suggested. The findings highlighted gamifica-
tion's ability to fit with fundamental corporate objectives such as sustainability while boosting user experience.

Kusumawardani et al. (2023) [39], Gamification, as well as social, hedonic, and utilitarian values, were explored for their impact on e-
commerce adoption, with an emphasis on user intents to continue using platforms and spreading word of mouth (WOM). Using data from
219 e-commerce users and structural equation modeling, researchers discovered that network exposure had a substantial impact on social
influence, recognition, and reciprocal advantages. Among them, social influence and utilitarian values were shown to alter user attitudes,
resulting in greater intentions to continue using the platform and favorable word of mouth. However, recognition, reciprocal advantages,
and hedonic buying incentives had no significant effect on opinions. The study stressed the need to use social and utilitarian motives in
gamified e-commerce tactics to increase user engagement and generate long-term success.

Jia et al. (2024) [23], examined how gamification affordances, including achievement, self-expression, interaction, and cooperation, influ-
ence recommendation acceptance in e-commerce platforms through perceived utilitarian, hedonic, and social values. Using affordance and
perceived value theories, the research employed a quantitative design with 313 participants to evaluate a comprehensive framework. Results
indicated that utilitarian value had the strongest effect on recommendation acceptance, followed by hedonic and social values. Among the
affordances, interaction and cooperation showed the most substantial impacts across all value dimensions. The findings emphasized the
importance of aligning gamification features with consumer motivations to enhance engagement and recommendation effectiveness,
providing actionable insights for e-commerce gamification strategies.

Rauh et al. n.d.[40], Gamification was investigated for its ability to diminish product return incentive and increase long-term consumer
behavior in e-commerce. Drawing on Self-Determination Theory (SDT), the study conducted an online survey experiment with 973 con-
sumers in the United States, and the data was analyzed using structural equation modeling (SEM). Gamification was found to drastically
reduce return motivation through extrinsic mechanisms such as points and badges, rather than increasing intrinsic need satisfaction such
as autonomy or competence. While gamification lowered purchasing incentive, it was also shown to have the ability to alter long-term
buying patterns. The findings emphasized gamification's promise in proactive return management, but also highlighted its complexity and
short-term limits, recommending design improvements for long-term efficacy.

Munawaroh et al. n.d.[24], looked at how gamification affects Indonesian consumer behavior in e-commerce, with an emphasis on the
impacts of social motives including network exposure, social influence, and recognition on attitudes and intentions. Using survey data from
384 Shopee users and PLS-SEM analysis, the researchers discovered that network exposure increased social influence, recognition, and
reciprocal benefits. Social impact and reciprocal benefits dramatically improved user attitudes, increasing future usage intentions and word-
of-mouth recommendations. However, recognition had no substantial effect on reciprocal benefits or attitudes. The study emphasized the
potential of gamification to increase user engagement and create good customer behavior, as well as the importance of social dynamics in
improving the success of e-commerce platforms.

Sharifi Hashjin et al. (2024) [41], conducted the using of Interpretive Structural Modeling (ISM), researchers investigated the influence of
gamification on consumer engagement, brand loyalty, and sustainability in digital marketing. The findings demonstrated that gamification
increases engagement by instilling intrinsic motives such as success and rewards, as well as creating brand ties. It also encouraged envi-
ronmentally beneficial practices through incentives and social competition. The study stressed ethical, intuitive gamification design to
foster trust and align with sustainability objectives, and it suggested additional investigation of long-term consequences and future tech-
nologies in gamified marketing.

Ebrahimi et al. (2024) [42], Gamification's impact on brand equity and desired consumer behaviors in online shopping was studied, with
brand engagement serving as a mediating element. Using survey data from 357 Digikala customers and structural equation modeling, the
researchers discovered that gamification had a significant impact on brand equity dimensions such as brand awareness and loyalty, as well
as desirable behaviors such as word-of-mouth promotion and resistance to negative information. Gamification's dimensions—immersion,
accomplishment, and social interaction—boosted brand engagement, hence mediating its impacts on brand equity and behaviors. The study
found that including gamified components into marketing campaigns improves brand-customer connections and stimulates good consumer
behavior.

Semenda et al. (2024) [43], investigated how customer interactions and competition dynamics affect engagement and sales using data-
driven methodologies. According to the findings, aggressive marketing techniques greatly raised engagement metrics like likes, comments,
and shares, all of which were positively connected with increased sales. Game theory was used to identify the best marketing tactics in
competitive markets, highlighting the advantages of matching advertising to customer preferences for value and authenticity. In a cutthroat
digital environment, this method offered practical insights for developing focused, flexible, and successful e-commerce marketing strate-
gies.

4. Discussion and comparison

The reviewed literature underscores gamification as a powerful tool in digital marketing, particularly within the fast-evolving e-commerce
sector. By integrating game-like elements such as badges, leaderboards, challenges, and rewards, businesses have effectively enhanced
customer engagement, increased purchase frequency, and strengthened brand loyalty. Despite its demonstrated advantages, the findings
highlight several critical challenges and areas requiring further exploration to ensure sustainable implementation.

4.1. Key benefits and strategic potential

Gamification routinely leads to demonstrable increases in consumer engagement and purchasing patterns. For example, [22] and [21] found
substantial gains in platform utilization, retention rates, and consumer trust.[29] and[37] found that gamified systems are more effective
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with younger groups, such as Millennials and Generation Z. Furthermore,[30] highlight the emotional and cognitive connection generated
by gameful experiences, establishing gamification as a key method for developing self-brand ties and long-term loyalty.

The studies also demonstrate the strategic versatility of gamification, which can be tailored to different contexts, such as virtual reality
platforms [25] , loyalty programs [34], and sustainable e-commerce initiatives[41] These applications show that gamification goes beyond
mere engagement, driving tangible business outcomes and fostering competitive advantage.

4.2. Limitations and challenges

However, the efficacy of gamification is greatly reliant on its design and execution. According to [31], poorly designed or overused gami-
fied aspects increase the likelihood of user weariness. [36] present serious ethical concerns about openness, data privacy, and manipulative
techniques. These concerns not only diminish customer trust, but they can also bring regulatory attention, especially in countries with
rigorous data privacy regulations. Furthermore, gamification's reliance on external factors, such as user delight or prior platform trust,
restricts its universal application. For example,[33] found that gamification had limited benefits on encouraging repeat purchases without
considering usability and utility criteria.

4.3. Future research and practice directions

Longitudinal studies are needed to assess gamification's long-term effects on user engagement and loyalty. Current research is mostly
concerned with short-term outcomes, leaving open issues concerning the long-term impact of gamification. The use of developing technol-
ogies like as artificial intelligence, augmented reality, and virtual reality provides opportunity to expand gamification's immersive potential
and provide richer, more customized consumer experiences.

Ethical issues must be addressed in future research and applications. [41] underline the link between gamification and larger sustainability
goals, allowing firms to incorporate environmental and social responsibility into gamified systems. Practical approaches for improving
gamified designs to correspond with customer preferences and market demands include iterative testing (e.g., A/B testing) and data-driven
optimization. Finally, personalized gamification solutions that incorporate social interaction, adaptive incentives, and collaborative chal-
lenges, as identified by [39] and [23], have the greatest potential for long-term consumer engagement. Businesses should work on devel-
oping relevant, customer-centric gamification solutions that meet changing consumer expectations while being ethical.

Table 1: Summary of the Literature Review on Details
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5. Extracted statistics

The bar chart (Figure 2) summarizes the measurable effects of gamification strategies on e-commerce outcomes. Recent studies show that
key measures like as purchase frequency, engagement rates, customer loyalty, and sales performance rise by a large amount. For example:
e Purchase frequency grew by 116%, demonstrating gamification's capacity to promote repeat purchases.
e  Engagement rates increased by 100%, demonstrating greater user involvement with gamified features.
e  Customer loyalty increased by 150%, demonstrating the importance of rewards and challenges in developing enduring connections.
e Sales performance increased by 135%, demonstrating the strategic usefulness of gamification in delivering corporate goals.

Percentage Improvement

160
140
120
100
80
60
40
20
0
Purchase Engagement Rates Customer Loyalty Sales Performance
Frequency

Fig. 2: Impact of Gamification Techniques on Key E-Commerce Metrics.

This graphic depicts percentage gains in important parameters, highlighting gamification's potential as a strategic tool in competitive digital
markets. It provides a graphic overview of the findings presented in this section.

The pie chart (Figure 3) depicts the percentage contributions of several gamification elements—challenges, incentives, leaderboards,
badges, and social interaction—to overall user engagement on e-commerce websites. Rewards account for the highest percentage (30%),
followed by challenges (25%), and leaderboards (20%). Badges (15%) and social engagement (10%) make lesser but important contribu-
tions. These proportions emphasize the need of deliberately integrate several gamification features to increase user engagement.

CONTRIBUTION (%)

H Challenges B Rewards MLeaderboards mBadges M Social Interaction

Fig. 3: Proportional Contributions of Gamification Elements to Overall Engagement.

Figure 4 illustrates the longitudinal trends in customer behavior influenced by gamification strategies from 2018 to 2024. Three key metrics
are highlighted: retention growth rates, engagement levels, and satisfaction trends.
e  Retention Growth Rates show a consistent increase over the years, reaching a 90% improvement in 2024. This trend underscores the
effectiveness of gamification in fostering long-term customer loyalty through features like personalized challenges and rewards.
e  Engagement Levels exhibit the most dramatic growth, peaking at 100% in 2024, driven by the integration of immersive technologies
such as VR and interactive gamified experiences.
e  Satisfaction Trends reflect steady improvement initially, reaching 85% by 2024, but exhibit signs of plateauing. This indicates that
while gamification effectively enhances satisfaction, periodic updates and innovations are necessary to maintain momentum.
The line graph emphasizes the evolving impact of gamification on customer behavior, reinforcing the need for continuous optimization
and the adoption of advanced, customer-centric strategies to sustain engagement, loyalty, and satisfaction over time.



International Journal of Scientific World 101

Trend Analysis of Customer Behavior Influences (2018-

2024)
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50 / |
0
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e Retention Growth Rates (%) s===== Engagement Levels (%)

Satisfaction Trends (%)

Fig. 4: Trend Analysis of Customer Behavior Influences (2018-2024).

The stacked bar chart (Figure 5) illustrates the comparative analysis of gamification preferences among three distinct age groups: Millen-
nials, Gen Z, and Older Adults (50+). It highlights the varying effectiveness of gamification strategies across demographics based on
engagement with different features:
1) Millennials: Representing the highest engagement levels (80%), Millennials show a strong preference for gamified mobile apps. This
demonstrates their inclination towards interactive and rewarding digital experiences, as noted by [20].
2) Gen Z: Similar to Millennials, Gen Z exhibits high engagement with gamified mobile apps and interactive/social gamification (75%).
This reinforces their demand for socially immersive and engaging gamified elements, as emphasized by[37].
3) Older Adults (50+): This group demonstrates a comparatively moderate engagement level, with 40% preferring gamification features,
primarily due to limited adoption of advanced technologies, as suggested by[33].
Key Insights:
The chart underscores the importance of tailoring gamification strategies to specific age groups. Younger demographics (Millennials and
Gen Z) favor interactive and social elements, while older adults require simpler and more accessible features to overcome technological
barriers.
This data provides actionable insights for businesses to optimize gamification strategies based on demographic preferences, ensuring better
customer engagement and retention.

Comparative Analysis of Age Group Preferences in
Gamification

Older Adults (50+) NEG_——
GenZ IR
Millennials G

0 50 100 150 200

B Gamified Mobile Apps M Interactive/Social Gamification

B Limited Tech Adoption

Fig. 5: Comparative Analysis of Age Group Preferences in Gamification.

6. Recommendations

Based on the synthesis of recent research, the following targeted recommendations are proposed to enhance the strategic use of gamification
in e-commerce digital marketing:

1) Leverage Personalization and Social Interaction in Gamification Design
Gamification strategies should incorporate personalized elements such as tailored rewards, leaderboards, and challenges to resonate with
diverse consumer demographics, particularly Millennials and Generation Z. Integrating social interaction features, such as collaborative
challenges and peer recognition, can further enhance engagement and foster a sense of community among users[30][20].

2) Integrate Gamification with Sustainability and Ethical Practices
Employ gamified elements like badges, points, and challenges to promote eco-friendly behaviors and ethical consumption. Prioritize trans-
parency in gamification design to maintain consumer trust, avoiding manipulative practices while aligning with broader sustainability goals
to strengthen brand loyalty[31].

3) Adopt Iterative, Data-Driven Approaches
Utilize methodologies such as A/B testing and structural equation modeling (SEM) to continuously evaluate and refine gamification fea-
tures. This ensures alignment with user expectations and enhances the effectiveness of gamified systems in meeting organizational objec-
tives[21].

4) Extend Gamification Beyond Traditional E-commerce
Expand the application of gamification to include virtual reality systems, interactive loyalty programs, and cross-platform campaigns. Such
innovations can create immersive and engaging experiences, broadening customer engagement and driving competitive advantage[30][21].
These recommendations provide actionable strategies for integrating gamification into e-commerce, emphasizing the importance of cus-
tomer-centric, ethical, and innovative approaches to achieve long-term success.
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7. Conclusion

This study offers a comprehensive review of gamification as a transformative strategy in digital marketing, specifically within the e-
commerce sector. The findings underscore gamification’s potential to significantly enhance customer engagement, foster brand loyalty,
and drive sales by integrating game-like elements such as leaderboards, challenges, and rewards into digital marketing initiatives. These
components not only create immersive and interactive consumer experiences but also address critical business objectives, including in-
creasing purchase frequency and improving customer retention.

Four major themes emerged from the analysis: enhanced consumer loyalty, greater purchase frequency, reinforced brand loyalty, and the
imperative of ethical design. Gamification has proven particularly effective among tech-savvy demographics such as Millennials and Gen
Z, whose preferences align with interactive and personalized marketing experiences. Additionally, the study highlights the versatility of
gamification, with applications extending beyond traditional e-commerce to include innovations such as virtual reality, sustainability-
focused campaigns, and interactive loyalty programs.

However, the efficacy of gamification is not without limitations. Ethical concerns, including transparency, data privacy, and the risk of
user fatigue, pose significant challenges to sustainable implementation. Poorly designed gamification systems can lead to short-term gains
at the expense of long-term consumer trust and engagement. Moreover, the over-reliance on extrinsic motivators, such as points and badges,
risks undermining intrinsic engagement, potentially leading to diminishing returns over time.

To address these challenges, this study proposes a set of actionable recommendations. These include the adoption of iterative, data-driven
design approaches to refine gamified systems, the integration of personalization and social interaction features to enhance user experience,
and the alignment of gamification strategies with broader ethical and sustainability objectives. Future research should focus on longitudinal
studies to assess the long-term effects of gamification on consumer behavior and brand loyalty. Additionally, the integration of emerging
technologies, such as artificial intelligence and augmented reality, offers promising avenues for creating more dynamic and adaptive gam-
ification experiences.

In conclusion, while gamification holds immense promise as a tool for achieving competitive advantage in e-commerce, its success hinges
on thoughtful, consumer-centric design and ethical execution. By bridging theoretical insights with practical applications, this study pro-
vides a foundation for advancing the scholarly discourse on gamification and supports its evolution into a sustainable and impactful mar-
keting strategy.

References

[1] S.H. Haji, A. Al-zebari, A. Sengur, S. Fattah, and N. Mahdi, ‘Document Clustering in the Age of Big Data: Incorporating Semantic Information for
Improved Results’, Journal of Applied Science and Technology Trends, vol. 4, no. 01, pp. 34-53, Feb. 2023, https://doi.org/10.38094/jastt401143.

[2] A. Behl, P. Sheorey, A. Pal, A. K. V. Veetil, and S. R. Singh, ‘Gamification in e-commerce: A comprehensive review of literature’, Apr. 01, 2020,
IGI Global. https://doi.org/10.4018/JECO.2020040101.

[3] A.Bilos, ‘UTILIZING GAMIFICATION CONCEPT IN DIGITAL MARKETING: AN OVERVIEW OF RECENT RESEARCH EFFORTS’.

[4] V. KARMAZINOVA, ‘Gamification of consumer loyalty programs’, SCIENTIA FRUCTUOSA, vol. 153, no. 1, pp. 70-83, Feb. 2024,
https://doi.org/10.31617/1.2024(153)04.

[5] M. Shamal Salih et al., ‘Diabetic Prediction based on Machine Learning Using PIMA Indian Dataset’, 2024. [Online]. Available: https://internation-
alpubls.com. https://doi.org/10.52783/cana.v31.1008.

[6] L.F.Azmi, N. Ahmad, and N. A. Iahad, ‘Gamification Elements in E-commerce - A Review’, in 2021 International Congress of Advanced Tech-
nology and Engineering, ICOTEN 2021, Institute of Electrical and Electronics Engineers Inc., Jul. 2021. https://doi.org/10.1109/ICO-
TEN52080.2021.9493475.

[7] T. Krishnaveni and Dr. V. Shanthi, ‘Mobile Marketing Effectiveness On Gamification’, Educational Administration: Theory and Practice, 2024,
https://doi.org/10.53555/kuey.v30i5.4341.

[8] Z. M. Khalid, S. R. M. Zeebaree, S. R. M. Zebaree, and A. Author, ‘Big Data Analysis for Data Visualization: A Review Science and Business
Journal homepage: ijsab.com/ijsb’.

[9] W. Sharma, W. M. Lim, S. Kumar, A. Verma, and R. Kumra, Game on! A state-of-the-art overview of doing business with gamification’, Technol
Forecast Soc Change, vol. 198, Jan. 2024, https://doi.org/10.1016/j.techfore.2023.122988.

[10] N. Mahdi Abdulkareem and S. R. M Zeebaree, ‘OPTIMIZATION OF LOAD BALANCING ALGORITHMS TO DEAL WITH DDOS ATTACKS
USING WHALE OPTIMIZATION ALGORITHM Kurdistan Region-Iraq’ , 2022. https://doi.org/10.26682/sjuod.2022.25.2.7.

[11] K. Jacksi, S. R. M. Zeebaree, and N. Dimililer, LOD Explorer: Presenting the Web of Data’, 2018. [Online]. Available: www.ijacsa.thesai.org.
https://doi.org/10.14569/IJACSA.2018.090107.

[12] M. R. Mahmood, M. B. Abdulrazzaq, S. R. M. Zeebaree, A. K. lbrahim, R. R. Zebari, and H. I. Dino, ‘Classification techniques’ performance
evaluation for facial expression recognition’, Indonesian Journal of Electrical Engineering and Computer Science, vol. 21, no. 2, pp. 1176-1184,
2020, https://doi.org/10.11591/ijeecs.v21.i2.pp1176-1184.

[13] F. Huseynov, ‘Gamification in E-Commerce’, 2020, pp. 144-161. https://doi.org/10.4018/978-1-7998-5171-4.ch008.

[14] B. R. Ibrahim et al., ‘Embedded System for Eye Blink Detection Using Machine Learning Technique’, in 1st Babylon International Conference on
Information Technology and Science 2021, BICITS 2021, Institute of Electrical and Electronics Engineers Inc., 2021, pp. 58-62.
https://doi.org/10.1109/BICITS51482.2021.9509908.

[15] N. T. Hewapathirana and S. Caldera, ‘A Conceptual Review on Gamification as a Platform for Brand Engagement in the Marketing Context’, Sri
Lanka Journal of Marketing, vol. 9, no. 1, pp. 41-55, Jul. 2023, https://doi.org/10.4038/sljmuok.v9i1.119.

[16] Y. S. Jghef et al., ‘Bio-Inspired Dynamic Trust and Congestion-Aware Zone-Based Secured Internet of Drone Things (SIoDT)’, Drones, vol. 6, no.
11, Nov. 2022, https://doi.org/10.3390/drones6110337.

[17] M. B. Abdulrazag, M. R. Mahmood, S. R. M. Zeebaree, M. H. Abdulwahab, R. R. Zebari, and A. B. Sallow, ‘An Analytical Appraisal for Supervised
Classifiers’ Performance on Facial Expression Recognition Based on Relief-F Feature Selection’, in Journal of Physics: Conference Series, IOP
Publishing Ltd, Mar. 2021. https://doi.org/10.1088/1742-6596/1804/1/012055.

[18] X. Yang, N. Xi, H. Tang, J. Hamari, and M. Management, ‘ Association for Information Systems Association for Information Systems AlS Electronic
Library (AlSeL) AIS Electronic Library (AlSeL):00 AM Gamification and Marketing Management: A Literature Review Gamification and
Marketing Management: A Literature Review and Future Agenda and Future Agenda Recommended Citation Recommended Citation’, 2023.
[Online]. Available: https://aisel.aisnet.org/amcis2023/meta_res/meta_res/1.

[19] R. E. A. Armya, L. M. Abdulrahman, N. M. Abdulkareem, and A. A. Salih, ‘Web-based Efficiency of Distributed Systems and 10T on Functionality
of Smart City Applications’, Journal of Smart Internet of Things, vol. 2023, no. 2, pp. 142-161, Dec. 2023, https://doi.org/10.2478/jsiot-2023-0017.

[20] F. De Canio, M. Fuentes-Blasco, and E. Martinelli, ‘Engaging shoppers through mobile apps: the role of gamification’, International Journal of Retail
and Distribution Management, vol. 49, no. 7, pp. 919-940, 2021, https://doi.org/10.1108/IJRDM-09-2020-0360.

[21] M. Aparicio, C. J. Costa, and R. Moises, ‘Gamification and reputation: key determinants of e-commerce usage and repurchase intention’, Heliyon,
vol. 7, no. 3, Mar. 2021, https://doi.org/10.1016/j.heliyon.2021.e06383.



https://doi.org/10.38094/jastt401143
https://doi.org/10.4018/JECO.2020040101
https://doi.org/10.31617/1.2024(153)04
https://doi.org/10.52783/cana.v31.1008
https://doi.org/10.1109/ICOTEN52080.2021.9493475
https://doi.org/10.1109/ICOTEN52080.2021.9493475
https://doi.org/10.53555/kuey.v30i5.4341
https://doi.org/10.1016/j.techfore.2023.122988
https://doi.org/10.26682/sjuod.2022.25.2.7
https://doi.org/10.14569/IJACSA.2018.090107
https://doi.org/10.11591/ijeecs.v21.i2.pp1176-1184
https://doi.org/10.4018/978-1-7998-5171-4.ch008
https://doi.org/10.1109/BICITS51482.2021.9509908
https://doi.org/10.4038/sljmuok.v9i1.119
https://doi.org/10.3390/drones6110337
https://doi.org/10.1088/1742-6596/1804/1/012055
https://doi.org/10.2478/jsiot-2023-0017
https://doi.org/10.1108/IJRDM-09-2020-0360
https://doi.org/10.1016/j.heliyon.2021.e06383

International Journal of Scientific World 103

[22] M. Hajarian and S. Hemmati, ‘A Gamified Word of Mouth Recommendation System for Increasing Customer Purchase’, in Proceeding of 4th
International Conference on Smart Cities, Internet of Things and Applications, SCIoT 2020, Institute of Electrical and Electronics Engineers Inc.,
Sep. 2020, pp. 7-11. https://doi.org/10.1109/SCIOT50840.2020.9250209.

[23] F. Jia and J. Yu, ‘Disentangling e-commerce gamification affordances on recommendation acceptances from a perceived value perspective’, Infor-
mation Technology and People, 2024, https://doi.org/10.1108/ITP-03-2023-0242.

[24] N. A. Munawaroh, A. Hermawan, and D. Ambarwati, ‘Unlocking Adoption: Revealing Gamification’s Influence on Indonesian Consumer Intentions
in E-Commerce’.

[25] Y. T. Jang and P. S. Hsieh, ‘Understanding consumer behavior in the multimedia context: incorporating gamification in VVR-enhanced web system
for tourism e-commerce’ , Multimed Tools Appl, vol. 80, no. 19, pp. 29339-29365, Aug. 2021, https://doi.org/10.1007/s11042-021-11149-8.

[26] Y. Dinh and M. Fogelberg, The Impact of Gamification on User Engagement in a Second-hand E-commerce platform’. [Online]. Available:
www.liu.se.

[27] Y. Liu, T. Alexandrova, and T. Nakajima, ‘Gamifying intelligent environments’, in MM’11 - Proceedings of the 2011 ACM Multimedia Conference
and Co-Located Workshops - Ubi-MUI 2011 Workshop, Ubi-MUI’11, 2011, pp. 7-12. https://doi.org/10.1145/2072652.2072655.

[28] K. Kaarlehto, ‘Gamification in new customer acquisition of a digital marketing service provider’, 2020.

[29] D. Di et al., ‘UNIVERSITA’ DEGLI STUDI DI PADOVA “CUSTOMER ENGAGEMENT THROUGH GAMIFICATION MARKETING IN
CHINA: A FOCUS ON THE LUXURY MARKET".

[30] L Diyah and C. Arifah, ‘E-Commerce Gamification: The Effect of gameful Experience (Gamex) and Game Design on The Self-brand Connection’,

[31] M. R. Neffati and M. A. M. Sallam, ‘Measurement and analysis of macroeconomic (In)stability in North African countries’, Montenegrin Journal of
Economics, vol. 17, no. 2, pp. 119-132, 2021, https://doi.org/10.14254/1800-5845/2021.17-2.10.

[32] T. Sitthipon, P. Limna, P. Jaipong, S. Siripipattanakul, and P. Auttawechasakoon, ‘Gamification Predicting Customers’ Repurchase Intention Via E-
Commerce Platforms Through Mediating Effect of Customer Satisfaction in Thailand’ , 2022.

[33] C. L. Susilo, K. Kunci, and N. Membeli Kembali, ‘THE EFFECT OF GAMIFICATION TOWARDS REPURCHASE INTENTION IN E-COM-
MERCE PLATFORM WITH TECHNOLOGY ADVANCEMENT MODEL (TAM) AS A MODERATING VARIABLE’ , [Online]. Available:
https://datareportal.com/reports/digital-2021-indonesia.

[34] A. M. Sundjaja, G. Savina, Y. Yuli, and T. Hardianto, ‘The Moderating Effect of Gamification on Loyalty Program Usage in Indonesian E-Com-
merce’, Binus Business Review, vol. 13, no. 1, pp. 19-29, Jan. 2022, https://doi.org/10.21512/bbr.v13i1.6801.

[35] N. N. Sari, ‘The Use of Technology Acceptance Model to Explain Brand Attitude and Loyalty Intention in E-Commerce: The Gamification Case’,
Asean Marketing Journal, vol. 14, no. 1, Jun. 2022, https://doi.org/10.21002/amj.v14i1.1151.

[36] Sheetal, R. Tyagi, and G. Singh, ‘Gamification and customer experience in online retail: a qualitative study focusing on ethical perspective’, Asian
Journal of Business Ethics, vol. 12, no. 1, pp. 49-69, Jun. 2023, https://doi.org/10.1007/s13520-022-00162-1.

[37] D. Tien Minh, L. Vu Lan Oanh, and N. Diem Quynh, ‘How gamification affects online shopping behavior: An approach with youngsters (aged 16—
30)’, Cogent Business and Management, vol. 10, no. 3, 2023, https://doi.org/10.1080/23311975.2023.2256076.

[38] J. H. Hermawan and V. Utami Tjhin, ‘THE EFFECT OF GAMIFICATION ON CUSTOMER ENGAGEMENT IN E-COMMERCE?’, J Theor Appl
Inf Technol, vol. 15, p. 19, 2023, [Online]. Available: www.jatit.org.

[39] K. A. Kusumawardani, H. A. Widyanto, and J. E. G. Tambunan, ‘The role of gamification, social, hedonic and utilitarian values on e-commerce
adoption’, Spanish Journal of Marketing - ESIC, vol. 27, no. 2, pp. 158-177, Aug. 2023, https://doi.org/10.1108/SIME-09-2022-0188.

[40] C. Rauh, C. Straubert, and U.-B. Eric Sucky, Promoting Sustainable Consumer Behavior in E-commerce: An Empirical Study on the Influence of
Gamification on Consumers’ Return Motivation. [Online]. Available: https://hdl.handle.net/10125/106942.

[41] M. Sharifi Hashjin, F. Asayesh, and A. A. Sharif, ‘the Creative Commons Attribution-NonCommercial 4.0 International (CC BY-NC 4.0) License.
Structuring a Gamification Model in Digital Marketing Using Interpretive Structural Modeling (ISM)’, 2024.

[42] E. Ebrahimi, H. R. Irani, M. Abbasi, and A. Abedini, ‘The effect of gamification on brand equity and desirable consumer behaviors in online retail
stores: The mediating role of brand engagement’, Interdisciplinary Journal of Management Studies, vol. 17, no. 2, pp. 379-391, Apr. 2024, doi:
10.22059/ijms.2023.352786.675544.

[43] O. Semenda, Y. Sokolova, O. Korovina, O. Bratko, and 1. Polishchuk, ‘Using Social Media Analysis to Improve E-commerce Marketing Strategies’,
International Review of Management and Marketing, vol. 14, no. 4, pp. 6171, Jul. 2024, https://doi.org/10.32479/irmm.16196.



https://doi.org/10.1109/SCIOT50840.2020.9250209
https://doi.org/10.1108/ITP-03-2023-0242
https://doi.org/10.1007/s11042-021-11149-8
https://doi.org/10.1145/2072652.2072655
https://doi.org/10.14254/1800-5845/2021.17-2.10
https://doi.org/10.21512/bbr.v13i1.6801
https://doi.org/10.21002/amj.v14i1.1151
https://doi.org/10.1007/s13520-022-00162-1
https://doi.org/10.1080/23311975.2023.2256076
https://doi.org/10.1108/SJME-09-2022-0188
https://doi.org/10.32479/irmm.16196

