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ABSTRACT

Withtheadventoftechnologyandwithgrowingoccupancyofthepeopletowardsit,onlineshopping
hasbecome theneedof thehour.Withheavydiscounts floatingover thee-commercewebsites,
customersfindthatonlineshoppingallowsthemtosaveboth timeandmoney.Thee-commerce
websitesontheotherhandseektoavailtheearlyadvantageofthefrequentlyvisitedcustomersthrough
therecommendationenginesbyusinggamificationtechniques.Thistendstomaketheirproducts
highlyattractivewiththeleastcostpaidbythemalongwithfacilitiesofextradiscountsgiventodebit/
creditcardholders.Thisarticleprovidesacoherentpictureintheresearchthathastakenplaceinthe
areaofgamificationbycomprehensivelyreviewing1073researchstudiesextractedfromtheSCOPUS
databaseandmostlyvalidatesthefindingsontheeffectivenessofgamificationinthevariousfields.
Thisarticlealsopeerreviewsthevariousmotivatingfactorsthatmakescustomersprefergamified
onlineshoppingovermarketretailers.Thereviewpointsouttheeffectsofgamificationinecommerce
websitesingainingcustomerretention.Thearticlewouldalsosuggestthefutureofresearchdirections
inthefieldofresearchofgamificationandfurtherresearchthatcanbeexploredinthefield.
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InTROduCTIOn

Inrecenttimes,thetechnologicalworldhaswitnessedthefusionofutilitariansystemsandhedonic
systems.Wearewitnessinganincreasingapplicationoffunandentertainment-orientedtechnologies
inproductiveuse.Thisphenomenonistermedasgamification,andthishasbecomeoneofthemost
prominentdevelopmentinthefieldofinformationsystemsinthetechnologicalworld(Koivisto&
Humari,2019).

Gamificationistheartofapplyinggamethinkingandgamemechanicsinthenon-gamecontexts
toinfluencebehaviour.AccordingtoZichermannandCunningham(2011),Gamificationhelpsin
motivatingtheuserstoperformthetasksofengagingcustomers.Usingofgamingelementsinthe
ecommercesetupshadhelpedsavvybusinessownersandonlinemarketerstobuildloyaltyand
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consumerparticipationintothesystem.Ithasalsohelpedthemtograbattentionofgameplayersby
usingthegamifiedmethodsofinteraction.Themostcommonexampleofgamificationinecommerce
setupsare‘spinthewheel’contests,whereintheecommercebusinessesusesaspinnerapptomake
theircustomersspinthewheeltoavailcertaindiscounts.Thespinnerjustengagestheircustomersto
beapartofthegamesothattheyareincentivizedtomakeapurchaseoftheirproducts.Understanding
thesuccessofvariousgameslikeCandyCrush,AngryBird,etc.,onlinebusinesseshaveappliedthe
gamifiedelementsintotheirbusinesstoencouragetheuserstokeepvisitingtheirsitestopromote
sales.Itisimportanttounderstandtheconsumerbehaviourinonlinebusinesstomaintainrelationship
marketingamongstitsusers.Sincee-commerceisjustaclickaway,manyapplicationsaredesigned
toproducedesiredbehaviourchangebyfacilitatingtheusersingettinginvolvedintoitinsuchaway
thatmakesthemformhabitsoutofit.Itdoessobyincliningthemtoquickrewardsandrecognition.

Customerretentionisoneofthebiggestchallengeofecommercebusinessesandhencethey
comeupwithmultiplewell linkedmotivatingprogramsincludingcustomerloyaltyprograms—
rewarding points on every purchase which can be redeemed in future and rewards in return for
frequentvisitsandpurchases;socialloyaltyprogram—rewardingpointstocustomersforposting
reviewsandcommentsontheproductaswellasengaginginsuggestiveconversationsconcerning
thebrandonsocialmedia;expandingcustomerbaseprogram—rewardingcustomersforreferrals
andrecommendations;participatorycompetitions—organizealluringcampaignswithexcitingand
appealingprizesforwinners;conferringbadges—encouraginguserstocompletecertaintasksand
givethembadgesindicativeoftheircustomergroup(e.g.VIPusers);digitalwallet—loadingmoney
intothedigitalwalletofthecustomerforhighamountpurchases,whichcanberedeemedduringthe
courseoffuturepurchases;etc(Harwood&Gary,2015).

According toFogg(2002),gamification isasocialactivitywhichpromotes interactionwith
peoplearoundtotriggeracertainbehaviour,creatingloyalty,brandawarenessandeffectivemarketing
engagement(Foursquare,StackOverflow)(Daniels,2010).

Althougheverygamifiedapplicationwishestoservedifferentpurpose,thecommonpurpose
of all the e commerce businesses is to create sustainable and prospective customers that can
addresscustomers’keyneeds.AnotherpopularexampleofGamificationisHealthapplicationslike
‘healthifyorloselt’whichkeepsadailycalorietrack,settinggoalsforus,creatingbadgesanda
healthycompetition.Iftheusersstaywithinthecalorielimits,theyarerewardedwithbadges,which
incentivizethemtoworkmore.StarbucksisanotherpopularexampleofGamificationwherethe
usersgetstarswitheachcheckins,alongwithbonusstarsonthemenuchallenges.GooglePayis
yetanotherbigexampleofgamificationwhichishelpingmillionsofpeoplegocashlessalongwith
rewardinge-scratchcardsorcouponsofcashbackistransferredfromoneaccounttoanother.Thus,
gamificationhascreatedahugechangeinthewayusersinteractandencouragedesirablewebsiteusage.

Thee-commercebusinessesarewellawareoftheirtargetcustomersandtheydesignthegamified
elementswhichstrikesthehumanpsychologymakingthemcompeteagainstoneanother.Itentices
the end users to achieve the desired action, triggering them to demand for more. It encourages
socialsharing,leadingtocustomerretention,customerloyaltyandrepeatpurchasingandcustomer
satisfactionofwinningthegame.Gamificationonlyaimsatmakingtheircustomersengagedonto
their gamified system, who share a common interest, making them stay connected to the brand
(BunchballInc.,2010).Oncethepotentialcustomersstartgettingobsessedwiththegamifiedsystem,
theyachievetheirultimategoal.Thisobsessionisaccompaniedwithrepetitionofdesiredoutcomes
whichevokesabehavioural loop,which later require lesscognitiveeffortsas theobsessiongets
repeatedlyreinforced(Duhigg,2012).

Theobjectiveofthestudyisfirstly,tocriticallyexaminetheextantliteratureonthetopicof
gamificationandsynthesizetheexistingknowledgeonthetopicandpresentthesameinastructured
manner.Secondly,suggestfutureresearchagendaintheareaofgamification.Thirdly,tounderstand
themotivational factors thathelps inunderstanding thebehaviourof theusersagainst thegame
mechanicsused indifferentonlinebusiness. Italsostudies theeffectof thegamemechanicson
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theuser’sengagementindifferentecommercebusiness.Firstly,thepaperintroducesthetopicof
gamification.Thesecondsectiondiscussesthepast literatureandvariousmotivationalfactors in
relationtogamification.Thirdsectiondiscussestheresearchmethodologyemployedinthepaper
andcontentanalysisperformed.Fourthsectiondeliberatesonthevariousprinciplesandeffectsof
gamification.Lastly,inthefifthsection,thestudyconcludesthepaperalongwithfuturescopeof
research.

LITERATuRE REVIEw And MOTIVATIOnAL FACTORS

Gamificationasaphenomenonhaswitnessedtremendousincreaseinattentionandtheliteratureon
thesubjecthasbeenrapidlyincreasingandbranchingoutinvariousdirections,whichisevidentin
anydevelopmentthathasthepotentialtobeextremelyutilitarianandsomethingthathasbeengetting
alotoftractionfrombothIndustryandacademia(Koivisto&Humari,2019).Soastobettergauge
thisdevelopmentoneneedstoproperlyunderstandandsynthesizetheliteraturetocomprehendthe
currentworkdoneonthetopicand,alsosuggest thefuturescopeofresearch.Gamificationasa
conceptisstillinitsnascentstageandmajorityoftheunderstandingofthisphenomenonmajorly
originates from scattered bits of knowledge from various perspectives. Given that Gamification
hasitsmajorbuildingblocksintheinformationtechnologyfieldandisbasicallyanInformation
technologyspurredphenomenon,theliteraturereviewwouldfocusontheelementsofgamification
intheinformationtechnologyliterature.

Aconsiderableamountofliteratureandknowledgehaspointedouttothefactthat,traditionally,
informationsystemhasbeenmajorlydesignedtopursuetheknowledgeinordertoachievehigher
levelsofproductivityandefficiency(Hirsccheim&Klein,2012).However,overaperiodoftime,
informationsystemalsostartedwitnessingitsusesinthenon-utilitarianaspects,whichcountered
thepremisethatinformationsystemsutilitydrivenlensofinformationsystems.Theemergenceof
informationsystemsaimedatfulfillingentertainmentneeds,openedalotofnewavenuesofresearch
inthefieldofinformationsystems,whichwasearlierdominatedbyutilitarian/rationalaspectsofthe
same(vanderHeijden,2004).Hence,eventually,thescopeinthefieldofinformationsystemswas
furtherexpandedbytheintroductionofhedonicinformationsystemswhichweredifferentfromthe
utilitarian/rationaldisciplineoftheinformationfield(Webster&Martocchio,1992).

Informationsystemscouldbedistinguished in twodifferent typesofsystemswhichaddress
specificanddifferentneeds,eitherhedonicorutilitarian.Utilitarianinformationsystemsmajorly
attempttoincreasetheefficiencyandproductivityofgiventasks,whilehedonicbasedinformation
systemsaredesignedtoaddressentertainmentneeds,andsatisfytherecreationalpurposesofthe
users,whichalsomakeshedonicsystemsintrinsicallymotivated(RyanandDeci,2000).Socialmedia,
entertainmentdrivenwebsites,onlinevideogamesandblogs,areallexamplesofhedonicbased
informationsystems.Overtherecentyears,information-basedsystemsareincreasinglybeingused
tomotivatevarioususers(Gerowetal.,2013;Sun&Zhang,2006).

Inthisregard,gamificationasaphenomenonstandsoutinthisfield,asitcombinesboththe
aspectsandintendstosatisfybothutilitarianandhedonicneeds.HamariandKeronen(2017)identified
thatmanyinformationsystemsaredesignedinsuchamannerthattheytakeintoconsiderationboth
utilitarianandhedonicneedsofusers,thesesystemsarealsocalled‘mixedsystems.’Gamification
isanexampleofamixedsystem.Thesesystemshaveaninterestingmixofutilitarianandhedonic
aspects.Themajoraimofthesesystemsistoachievethegoalofproductivityandefficiency,however,
themannerinwhichitisachievedishedonicinnature(Davis,1989).Thesesystemsdifferfromthe
traditionalinformationsystems,astheyaimtoachieveproductivitywithanentertainmentdriven
process.Oneof themosteffectivewaysof tacklingmotivationalchallenges isbyemploying the
useofdigitalgames,referredtoas‘gamification’(Morschheuseretal.,2017).Anysystemthatis
enjoyableisboundtoenhancelongtermengagementwithusersandalsotacklethemotivational
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issuespertainingtovarioususers.Theinnovativenessofgamificationliesintheredesigningoftasks
inanenjoyableandanentertainingmanner(Hamari&Koivisto,2015;Mäntymäki&Salo,2015).

Thecurrentstudyhasimplementedadetailedsurveyofliteratureonthethemeofgamification.
Thesurveyofpaperscanbewitnessedfromthebelowtable1.

Gamificationisaneffectivestrategytomotivatetheircustomers,whichmakesthemcontinuously
doodle theonlinewebsites,keeping thembusyandawareabout the latest trends in themarkets.
Inecommerce, itmotivates thecustomers tobehave inacertainway inexchange for additional
benefits.This technique isan increasinglypopularmarketing tacticused to increaseconversions
andcustomerengagement.Theprobablereasonis thegamifiedelementsappliedtoecommerce
siteswhichhelpstheminbuildingtheirbrandnameandimage,buildingtrustamongitscustomers,
helpingthemtoknowtheiruser’sexperiencesandcreatingasocialvalueofthegoodsandservices
(Rodriguesetal.,2016).Ontheotherhand,thecustomersgetmotivatedduetorewardpointsoffered
tothemoncontinuouspurchaseofproductsandalsoredeemingtheminfuture.Thisinstillsasense
ofbelongingnessamongst thecustomers that theirchoicesare takencareof,whether it isabout
keepingtheminformedaboutthepricedrops,specialschemesfortheircustomers,specialdiscounts
offeredtothem,orloadingthemwiththecashbackschemes.Itindirectlyhelpsinunderstanding
thebehaviorpatternoftheircustomers,creatingeasyandsimplifiedwaysofkeepingthecustomers
engagedwiththelatestproductsandservices.Forexample,Shoppingcardsofbrandshelpsusto
registerourshoppingtotheonlinesites,whichprovidesanextradiscountontherewardpointsadded
toouraccount.Thus,Gamificationplaysthemostimportantroleinrelationshipbuildingwithits
customers.Therearevariouswaysviawhichgamifiedapplicationscanbettertherelationshipswith
customers,likevariouscashbacksorfreerewardpointsthatcanberedeemedlateronviatheuseof
applications.Similarly,VIPtiersorlevelsalsohookcustomerstoaparticularapplicationbyproviding
incentivesordiscountstocustomerswhorepeatedlymakepurchasesontheapplicationoraparticular
website.Freegifts,badgestocustomersandpromotionaldiscountsarealsoeffectivewaystobuild
betterrelationshipswithexistingcustomers.Leaderboardsysteminapplicationactsasagamified
mechanismtomotivatecustomerstocontinuouslyuseaparticularapplicationorwebsite.Allthese
motivationalfactorsarediscussedindetailsubsequently.

Reward Points
Gamifiedapplicationscreateregistrationofcustomerstotheirecommercewebsitesbymakingthem
answeraseriesofquestions.Thisliststhecustomer’spreferencesandinterestsinaquantifiedform.
Inreturn,thecustomersarebenefittedwiththefirst-timecashbacksorfreerewardpointstobeused
later.Italsoprovidesentertainmenttotheusers,makingthemfrequentvisitorsofthewebsites.This
issensedbytherecommendationenginesincreatingvaluetothecustomers.Italsointroducesa
systemofgiftstotheusersandmakesthemactivelyansweringthequestionsbeingaskedtothem.
Theusersarealsomotivatedtoinvitetheirfriendstobeapartofthesystemastheyaretemptedto
gainrewardpointsorcertaincashbacksondoingso(Seufert&Burger,2016).

VIP Tiers/Levels
VIPtiersalsoencouragetheircustomersbyprovidingthemincentivesforrepeatandcontinuous
purchases.Thegamifiedsystemunderstandsthepurchasehabitsoftheircustomersbyofferingthem
incentivestocustomersspendingthemaximumontheironlinesites.Thisattractsthecustomerswho
keepunlockingmoresuchincentiveswitheachsuccessivepurchase.Theonlinesitestrytocreate
suchbenefitsexclusivelyforspecialcustomers,tryingtomakethemfeeltheimportanceofreaching
tothenextlevelofexclusivity,i.e.tothenextVIPlevel.Hence,Customerskeeploggingintotheir
rewardaccounttofindtheopportunitiestoreachtothenextlevel.Hencethegamifiedsystemhas
veryhighcustomeracceptance(Smith,2007).

Thecustomeracceptancehasalsobeenencouragedtotheextentthecustomersperceivethatthe
onlinesitesareprovidingthemaninnovativesocialexperience.Thegamifiedbusinessapplications
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Table 1. A detailed survey of literature

Source Purpose Research Model/
Methodology used

Gamified elements Findings

Crameret
al.(2011)

Encouragelocation-sharing UsedFoursquare,allocation-
sharingappknownforits
useofstatusintheform
of“mayorships”earnedby
frequentcustomers.

Points,Badges,Status Gamificationelementscould
engagebutalsodemotivate

Bistaetal.
(2012)

Trackbehaviorina
system;encouragehonest
participation

Outlinedthedesignofa
government-sponsoredonline
communityforindividuals
receivingwelfareinterestedin
returningtotheworkforce

Points,Badges Badgeallocationallowed
behaviourtracking;potential
increaseinengagementand
collaboration

Frith(2013) Encouragemobility Investigatedthewaysinwhich
gameelementsinFoursquare
motivatedcertainbehavior

Points,Badges,Status,
LeaderBoard

Encouragedmobilitybutsome
gamificationelementsare
demotivational

Thometal.
(2012)

Exploretheeffectof
removinggamification

Investigatedtheeffectof
removinggamification
featuresinagamified
socialnetworkforalarge
multinationalorganization
after10monthsofuse

Points,Badges,Leader
Board

Negativeresultssupportuse
ofgamification;participation
decreasedonremoval

Fordeetal.
(2015)

Evaluatetheimpactof
gamificationonintrinsic
motivationandNeed
satisfaction

TheorybasedInstrument-the
intrinsicmotivationinventory
4x2between-subject
Onlineexperiment

Points,LevelsAndLeader
Boards

Points,levelsandleaderboards
seemtobeaneffectivemeansfor
promotingperformancequantity

Rodrigues
etal.(2016)

Exploretheroleof
gamification,socialness,
andotherfourwell-
knownvariables
(ease-of-use,usefulness,
enjoyment,andintention
touse)inagamified
businessapplicationand
correspondingbusiness

TechnologyAcceptance
Model,newconceptual
modeltopredictbehavioural
intentiontowardsgamified
e-banking

Gamification,Socialness,
Ease-Of-Use,Usefulness,
Enjoyment,Intentionto
Use,AndBusinessImpact

--Gamificationandsocialnessare
beneficialfore-banking,since
theyhaveanimpactoncustomer
intentiontouseabusiness
software
--motivatecustomerstoincrease
theiruseofthewebsite,thus
increasingtheirfinancialactivity
--application’sperceivedgreater
theperceptionofease-of-use,
usefulness,andtheintention
tousethewebsite
--theuser’sperceptions
ofease-of-usehavearelevant
impactonintentiontousethe
gamifiedbusinessapplication,
indicatingalsoastronginfluence
onusefulnessandenjoyment.

Siswantoet
al.(2016)

Tofindouttherelation
betweenapplicationof
gamificationstrategyand
customersatisfactionand
loyaltyine-commerce;to
introducenewinnovation
typeone-commerceareaby
usinggamificationstrategy

ConceptualResearch
e-LoyaltyModel

Points,MembershipLevel Positiverelationshipbetween
innovationorientationand
e-satisfactioninnovation
orientationindirectlyaffectedto
e-loyalty

Seufertet
al.(2016)

Theapp,whichiscalled
“MySecretInsights”,was
launchedforasubjective
assessmentofinfluence
andtrust

Flexibleframeworkfor
personalizedsurveyson
relationshipsinOSNs

Points,Rankings,Scores,
AndLeaderboards,
UnlockingGifts

Providesthebasisforadeeper
understandingofpsychological
aspectsinonlinesocialnetworks

Yangetal.
(2017)

Examinestheeffectsof
gamificationoncustomers’
intentiontoengageinthe
gamificationprocessand
theirattitudestowardthe
brand

Technologyacceptancemodel
(TAM)

Points,Badges,Gifts Theintentiontoengagewitha
gamifiedbrandislikelytolead
topositiveattitudestowardsthat
brandimportanceofenjoyment
inpredictingtheintentionof
engagement

Iidaetal.
(2018)

Evaluatedtheapplication
ofgamificationtothe
businessmodeloftheDota2
Compendium.

BusinessmodelofDota2,
aFree-to-Playgame;Game
RefinementTheory;Force-in-
mindtheory

Scores,Rewards,Leader
Boards,Quests,And
Achievements

Gamificationelementsare
continuallyimprovedbyValve
overtheyearstoensurethatthe
customerswillbesatisfiedand
purchasemorecompendium
level,increasingtherevenueof
thebusiness.

continued on following page
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influencetheircustomersinthefinancialoperationsandthesecreatesahugeimpactonthebusiness.
(Delone&McLean,2003).Forexample,Sephora’sbeautyinsiderprogramaimsatbreakingcustomers
intodistinctgroupsandchallengeseachshoppertoseeiftheycanreachthemilestone.Witheachtier
comesthepointswhichtheycanredeemtobuymorebeautyproductsattheirstore.

Free Gifts
ContestPromotionalschemessuchasfreegiveawayalsoturnsouttobeamajormotivatingfactor
intherealmofgamification.Severalcontestsareheldontheecommercewebsites,whooffertheir
customersachancetowinafreeproductiftheyexchangeanykindofcontactinformationwiththem.
Bygettingthecontactinformation,ecommercebusinessestrytobeintouchwiththeircustomers,
informingandcompellingthemtobuyonline.Thisencouragespotentialsaleswithemailmarketing,
whichdoesn’thurttheiradvertisementexpenses.Ontheotherhand,theretailersmightconsiderthese
giveawaysasanadditionalexpenseandwouldnotliketocontinuewithitifitdoesn’toutweightheir
initialcost.Togiveaboosttothemarketingcampaigns,theecommercebusinessesalsoencourages
theircustomerstoshareaboutthesecontestsintotheirsocialmediaaccounts.Withthis,moreand
morepeopleparticipateinseveralschemeslaunchedbythemthroughthecontests,helpingthemin
enlistingthepotentialcustomers.Manyonlinesiteslaunch‘signuptowin’promotionalschemeswhich
capturethousandsofemailstogether.Thishasresultedintogivingabigboosttothedigitalmarket,
byprovidingthemgreatreturnswithleastinvestments.Thus,gamificationincreasesthesalesofthee
commercebusinesses,andittherebypersuadestheminworkingovertowardsimprovingtheirquality
ofservice,whichisveryimportantformarketingandbusinessmetrics.(Hamari&Koivisto,2013).
Although,thesystemofgettingrewardpointssometimesdoesn’tworksuccessfullyasusersanswer
thequestionswronglyinahastetoearnthem.Topreventtheusersfromdoingso,certainstudies
andmeasureshasbeenintegratedintothissystem.Itincludesobservingcertainclickingpattersof
answeringmaybetheoptionlyinginbetweenormaybeclickingthesameoptionsinarow.Hence,
atestwasconductedontheseusersofcontinuouslymakingthemanswerthesamequestionsover
andoveragaintounderstandthebehaviourpatternofthecustomers(Hoßfeldetal.,2014).

Source Purpose Research Model/
Methodology used

Gamified elements Findings

Halletal.
(2018)

Investigatetheeffectsof
gamificationononlinetrust,
testingtheimpactthrough
theuseofane-commerce
website,eBay;todis-cover
howacertaintypeofvisual
designelementimplemented
onwebsitesimpactsusers’
extentofonlinetrust

Onlinetrustmodelwasused,
thatwascreatedbasedona
trustmodeldesignedbyother
researchers

Points,Badges,
Leaderboard

Gamifiedelementsimplemented
onwebsiteshavethepotentialto
enhanceusers’confidenceinan
onlineseller;gamificationindeed
hasasignificantpositiveimpact
ongeneratingonlinetrust

Shangetal.
(2013)

Understandtheimpact
ofgamificationdesign
onconsumerpurchase
intentionsandtoEncourage
furtheranalysesintohow
differenttypesofconsumers
mayreacttodifferentdesign
elements

Plannedbehaviormodel,
Means-EndChainModel

Coping,Fantasy,Skill
Development,Escape,
Recreation,Competition,
Social

Research-in-Progress

Insleyetal.
(Year)

Exploretheroleof
gamification,theuseof
gamemechanics,inenabling
consumerengagementwith
onlineretailers.

Qualitativemethodology
carryingout16in-depth
interviewswithindividuals
whoarefrequentonline
shoppers

FlashSalesand
LeaderBoards,Prizes,
Competition,Status

Withoutappropriatemanagement
customerscansubvert
gamificationstrategiestocreate
theirown‘games’,increasing
competitivepressurebetween
retailers.

Source: Various Sources

Table 1. Continued
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Badges
Inthegamifiedecommercebusiness,rewardsystemofawardingbadgesbecomesapowerfultoolin
engagementofthecustomers.Thishelpstheecommercesetupsinaccomplishingtheirshort-term
goalsandobjectives,thusleadingthecustomerskeepcomingbacktothem.ItisfoundbyHamari
(2013)thatinecommercesetups,thatuserswhohavebeenbenefittedfromtheaccumulationof
badgeshadincreasedthecustomerretentionandcustomerengagement.AccordingtoVandeVen
et al., (2011), people benefitted from the badges system has depicted their positive behavioural
patternsfromthesocialcues.AccordingtoBandura(1993),badgesprovidecleargoalsforanalysing
customer’sbehaviourtowardscertainproducts.Hedemonstratestherelationbetweencleargoals
andbehaviour,whichmeans increasingcustomersatisfactionwith theaccomplishmentofgoals.
Unlockingofbadgesisyetanothercleargoalofgamification.Asapartofcustomerengagement,
badgesasarewardsystemprovidestheecommercebusinesswiththenecessaryfeedbackstowork
over.Thishelpsthemtodeveloptheirbusinessfinanciallyandeconomically.Forexample,Payment
Badges,i.e.showinglogosforalreadyestablishedbigcompanieswhichboosttrustorMoneyback
guaranteebadges,etc.

Special discounts
Running discounted schemes on specific days or probably holidays also helps gamification in
outreachingthecustomerswhobelieveretailmarketingiswaybetterthanonlinemarketing.This
helpsincreatingbrandloyaltywhichisanintegralpartoffirm’sstrategyandsurvival.Forexample,
Amazonrunsbigbilliondayswhereitputsadiscountoncertainproducts,thusattractingthecustomers
toswitchtoonlineshopping.Everydescriptionoftheproductismentionedasspecificationswhich
givesaninsighttothecustomersaboutthesameandgettingattractedtowardsschemeslikefreehome
delivery,customerstarrankings,etc.thuscreatingeloyaltytothebusiness.Valuepropositions,brand
building,trustandsecurity,websiteandtechnologyandcustomerservicehavebeenshowntobethe
maindriversofe-loyalty(Bilgihan&Bujisic,2015).

Leaderboards
Leaderboardsareanothermotivatinggamifiedelement,whichshowstheuserswheretheyrankinthe
gamifiedsystem.Thesimplegoalofachievingatoprankmakesthegamifiedelementsapowerful
motivator.Amereincrementintheirranksencouragesthemtoengagethemselvesintoit.Itisthe
mostcost-effectivemotivatingtoolofgamification.Forexample,CandyCrush,whichmakesthe
playersbecomesoaddictivebecauseofaimingtoachievemoreascomparedtootherplayers’scores.
Itfacilitateshealthycompetitionandcontinuousengagementamongsttheusers.Butsometimesitis
themosttroublesometoolwhenusedinthewrongcontextandwhentheactualcontentofthegame
isneglected.(WerbachandHunter,2012).

Thesubsequentsectionofthestudywouldcomprehensivelyanalysetheexistingliteraturein
therealmofgamificationand itsvarious themes. Inorder toensure there isapropersynthesize
ofliterature,itisutmostimportantthatreviewofexistingliteratureshouldbeathoroughandfair
process.Therefore,asystematicreviewofliteratureensuresthattheprocessofrefiningandsearching
ofliteratureisdonewithadefinedsearchstrategyandhencemakingtheprocessfairandthorough.

RESEARCH METHOdOLOGy And COnTEnT AnALySIS

The literature reviewaims to frameandassess theexistingbodyofvast literature thathasbeen
inplaceoverthepastyearsinasystematicmannerandpointoutthepotentialresearchgapsand
directionsthatcanstemfromthisexercise(Tranfieldetal.,2003).Forthecurrentstudytheliterature
wassearchedinastructuredmannerofiterativesearcheswithappropriatekeywordsrelatedtothe
topic,RowleyandSlack (2004) recommendedawell-definedandstructuredmethodof filtering
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literature,mapping the literature reviewandwriting thestudy.Thecurrent studyalsoadopteda
similarapproach.Firstly,relevantkeywordsweredefinedwhichwouldbeusedtofiltertheresearch
studiesfromtheSCOPUSdatabase.Forthepurposeofthestudy,“Gamification”and“E-commerce”
weremajorlyusedtosearchforrelevantpaperspertinenttothetopic.Secondly,afterfilteringout
bookchapters,booksandconferencepapers,onlyjournalarticleswerestored.Allvitalinformation
relatedtojournalpapersuchas,authornames,papertitle,affiliations,abstracts,keywords,etc.,were
savedinanexcelfile.Thirdly,therewasfurtherrefinementinsearchresultsbyfilteringoutjournal
articlesthatwereextraneoustothetopicofthestudyonthebasisoftheirabstracts,furtherfiltering
wasalsodonetoremoveduplicationofpapersandfinally1072paperspublishedoveraseven-year
periodfrom2011to2018.

Theyear-wisedistributionisshowninTable2.Ithighlightsthetrendinquantityofresearch
paperspublishedinthefield.Asitsevident,publicationsfocusingongamificationande-commerce
havesteadilyincreasedovertheyearshighlightingthepopularityandgrowthofthetopicamong
academicians.Whileintheyear2011therewasonlyonepublication,theuptrendhasshownthat
2018had313publicationsinthearea.Thenumberofpublicationshaswitnessedahugeupsurge.

Thecurrentstudyalsocategorizedthetoporganizationswiththehighestnumberofpublications
inthearea.Table3highlightstheuniversity-wisedistributionofpublications.Asitcanbeseen,
QueenslandUniversityofTechnologyandTampereenYliopistohavecontributedthehighestnumber
of publications among all the universities. Also, among the top contributing universities, most
universitiesaretiltedtowardsthefieldofengineeringandtechnology.Also,geographicallyalsothe
universitiesarealsowellspreadouthighlightingthewidespreadprevalenceofthetopicofthestudy.

The current study has also computed the author-wise distribution of publications. Figure 1
highlightthetop-authorsintermsofthenumberofpublicationscontributedbythemtowardsthe
topicofthestudy.Asitcanbewitnessedfromthetable,JuhoHamarihascontributedthegreatest
numberofpublicationsamongthetopcontributingauthors.Atacountof14,Hamariisfollowedby
Landers,Su,Rapp&Vinichenkowithpublicationscountof8,7,6and6,respectively.

Thestudyhasalsofoundstatisticspertainingtocountrywisedistributionofpublications.Figure
2highlightsthetopcontributingcountriesintermsofnumberofpublicationsinthegivenfield.
UnitedStateshasmassivelycontributedtothenumberofpublicationsamongthetopcontributing
countrieswithatotalnumberof267publications,whichismuchhigherthantheothercountries.
UnitedKingdomisthesecondmostcontributingcountrywith98publicationsfollowedbytheothers.

TheJournalwisecontributionofPublicationishighlightedinTable5.Thestudyhasdetermined
statisticswhichshowthetopcontributingjournalswithhighestnumberofpublicationsinthepertinent
fieldofstudy.Thetop10journalswithhighestnumberofpublicationsarehighlightedinTable4.
ComputersinHumanBehaviorhasthehighestnumberofpublicationsof52followedbyJournalof
MedicalInternetResearchandComputersandEducationwith25and21publicationsrespectively.

Thecurrentsectionhascomprehensivelysynthesizedtheexistingliteratureinasystematicmanner
withadefinesetofsearchstrategy.Theoutcomeofthesameistheemergenceofvariousthemes
pertinenttogamification.Thesespecificthemesarediscussedinthenextsection.

PRInCIPLES And EFFECTS OF GAMIFICATIOn

Theprocessofgamifyingsystemscreatesalotofimpactonthecustomersthatmakeuseofthese
systems.Forexample,alotofe-commercewebsiteskeepatrackofcustomerpreferencesandneeds
soastosendthemtailor-madenotificationonupcomingdiscountsandvariouscashbackschemes.
Custommadenotificationsarealsoasourceofintrinsicenjoymenttovariouscustomers.Alongwith
that,customerexperienceisalsoenhancedwhichhelpsincustomerretentionaswell.Thecurrent
sectiondiscussesindetailvariousprinciplesandeffectsofgamificationindetail.
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Sense of Belongingness
Theecommercebusinesscreatesbrandawarenessandasenseofbelongingnessofthecustomersto
them.Theebusinesseskeepacheckonthecustomer’spreferencesandrespectstheirneedsbysending
themanotificationontheupcomingdiscountsorabouttheengagementintothecashbackschemes,
specialrewardpointsontheirbirthdays,recommendingthemofthesimilarproductsandbuilding
brandloyaltyamongstthem.Asandwhenthecustomersstartgettingintotheflowofexperience,
theebusinessestakeanadvantageofinfluencingthemtobuymorefromthesamesites.(Parket
al.,2008).Thus,itservesasafeedbacktothebrandequitymakingtheusersfrequentlyvisittheir
sites.Successfule-commercewebsiteisonethatmagnetizescustomers,makingthemfeelthesiteis
trustworthy,dependable,andreliable(Liu&Arnett,2000).

Table 2. Year-wise publications

Year Number of Publications

2011 1

2012 9

2013 49

2014 91

2015 134

2016 206

2017 269

2018 313

Grand Total 1072

Table 3. University-wise distribution of publications

Affiliation Number of Publications

QueenslandUniversityofTechnologyQUT 13

TampereenYliopisto 13

UniversityofToronto 11

TheUniversityofHongKong 10

OldDominionUniversity 10

UniversidadCarlosIIIdeMadrid 9

UniversitÃdegliStudidiTorino 9

AarhusUniversitet 9

Turunyliopisto 8

OulunYliopisto 8

KaunasUniversityofTechnology 8

AaltoUniversity 8
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Figure 1. Author-wise distribution of publications. Source: Authors compilation from Scopus.

Figure 2. Country/territory wise distribution of publications. Source: Authors.
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Intrinsic Enjoyment
The intrinsic enjoyment users derive from shopping online at discounted rates also depicts the
consumerbehaviour(Blakney&Sekely,1994).Customersseekseveralbenefitswhilecheckingone
commercewebsites,whetheritistheprice,thequality,thedeliverychargesorthediscountavailable
tothem.Thesecanbetheutilitarianbenefits,thehedonicbenefits,ormaybejusttheentertainment
benefitsofcheckingnewstuffonthewebsites.AccordingtoOkumusetal.(2014),boththebenefits
ofUtilitarianandhedonicbringsexperienceofpurchasetothecustomers,alongwithprovidingthem
thecustomersatisfaction.Theecommercebusinessesthusutilisethesecheckinstounderstandthe
customer’sperceptionsandlikingstowardscertainproducts,soastoprovidethemastrongexperience
ofenjoyment.Onthecontrary,therearesomewebsiteswhodisplaytheiradvertisementsonsocial
networkingsitessuchasFacebook,Instagrambutdoesn’tallowtheuserstochecktheirproducts
fromtheirmobilephones.Aproperregistrationtothesitesordownloadingtheirapplicationonly
givestheaccesstoviewtheirproducts.Thisishowecommercewebsiteshelpsinmaintaininga
recordofitscustomers,andhencetheykeeprewardingtheircustomerswiththecashbackschemes
orthefirstuserbenefitschemes.

Customer Retention and Customer Experience
Theecommercebusinessesarealsotryingtounderstandthecustomerbehaviourbyusingsocialcues
technologies.AsexplainedbyRodrigues(2016),theebusinessapplicationsprovideasoftwareinto
assesstheusageofsocialfeaturesinincreasingtheonlinesalesbygamifyingthesocialnetworking
siteswithsuchgameelements.Justlikeplayinggamesprovidestheusersasenseofsatisfactionand
enjoyment,theseelementswhenappliedtosocialsitesbringsthemuch-neededattentionandfree
marketing.Italsoimprovesthecustomerretentionandcustomerexperiencewhentheyaremagnetized
withadditionalrewardsofeconomicsavings.

Thereciprocalbenefitswhichcustomersderivearealsoaformofsocialusefulnessoftheservice.
(Preece,2001;Lin,2008).Thiscreatesacircleofreceivingandcontributinginsuchamannerwhich
createsinterdependencyinthemarket.Itencouragesthecustomerstobeapartofthegamification
system.

Table 4. Source/Journal-wise distribution of publications

Source Title Number of Publications

ComputersinHumanBehavior 52

JournalofMedicalInternetResearch 25

ComputersandEducation 21

SimulationandGaming 15

InternationalJournalofGameBasedLearning 14

GamesforHealthJournal 13

InternationalJournalofEmergingTechnologiesin
Learning 11

InternationalJournalofEngineeringandTechnologyUAE 10

MultimediaToolsandApplications 10

SustainabilitySwitzerland 10

Source: Authors Compilation from Scopus
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Perceived usefulness
Theperceivedeaseofuseisanotherfactorofgamifiedecommercebusiness.Itreferstotheextentto
whichausergetstheinformationeasilywithoutmucheffortsbeingputtoit.(Davis,1989)Perceived
ease-of-usehasasignificanteffectonperceivedusefulness,perceivedenjoyment(playfulness),and
intentiontoadopttheuseofaspecificinformationsystem(VanderHeijden,2003).

COnCLuSIOn

Gamificationisanemergingconceptineveryfieldofecommerceforfacilitatingcustomerretention,
motivation,engagementandenjoyment.Thestudysuggeststhatthereisarelationbetweengamified
elementssuchasrewardpoints,badges,leaderboards,status,levels,etc.incustomerengagementand
maintainingofperformancequality.Gamificationisausefulstrategyforecommercewebsitesto
motivatethecustomerstokeepcomingbacktotheirwebsites,thusgrowingtheirbusinessfinancially.
Socialness,ease-of-use,usefulness,enjoyment,intentiontouse,alsocreatesapositiveimpactone
commercebusinesses.Thestudyalsoconcludesthatthegamifiedelementshadhelpedincreating
andmaintainingeloyaltyamongsttheusersasthereareseveralmodelsthatvalidatesthisfact.Ithas
createdpositiveattitudestowardsseveralbrands,whichhadledtoincreasetherevenueofthebusiness.
Mostimportantly,ithashelpedincreatingcustomersatisfactionandjudgingthepurchaseintentions
ofitscustomers.Gamifiedelementsimplementedonwebsiteshavethepotentialtoenhanceusers’
confidenceinanonlinesellerandhasapositiveimpactongeneratingonlinetrust.

Thisarticlecontributestotheunderstandingofseveralgamifiedelementsanditsapplications
andbenefitstoecommercebusiness.Italsodirectsfutureresearchintodiversifyingitsbusinessinto
newareas.Ithelpstheecommercewebsitesinraisingtheirprofitmarginsandrelationshipbuilding
withtheircustomersat thesametime.Inadditiontothis, therewardsystemshelpinmotivating
thecustomersforusingtheirbrandmoreoftenthanusualastheyfindgamifiedelementstobecost
saving.Customersalsogetanexposuretoextrabenefitsoftheproductspurchasedonlinewhilethe
ecommercetriestounderstandthepurchaseintentionsoftheirbuyers.Thisworkcontributestothe
success/failureofnewlaunchedproductsintothemarket.



Journal of Electronic Commerce in Organizations
Volume 18 • Issue 2 • April-June 2020

13

REFEREnCES

Anunpattana,P.,Khalid,M.N.A.,Yusof,U.K.,&Iida,H.(2018).AnalysisofRealmofValorandItsBusiness
ModelonPCandMobilePlatformComparison.Asia-Pacific Journal of Information Technology and Multimedia,
7,2–2.

Bandura,A.(1993).Perceivedself-efficacyincognitivedevelopmentandfunctioning.Educational Psychologist,
28(2),117–148.doi:10.1207/s15326985ep2802_3

Bilgihan,A.,&Bujisic,M. (2015).Theeffectofwebsite features inonline relationshipmarketing:Acase
of online hotel booking. Electronic Commerce Research and Applications, 14(4), 222–232. doi:10.1016/j.
elerap.2014.09.001

Bilgihan,A.,Okumus,F.,Nusair,K.,&Bujisic,M.(2014).Onlineexperiences:Flowtheory,measuringonline
customerexperienceine-commerceandmanagerialimplicationsforthelodgingindustry.Information Technology 
& Tourism,14(1),49–71.doi:10.1007/s40558-013-0003-3

Bista,S.K.,Nepal,S.,Colineau,N.,&Paris,C.(2012,October).Usinggamificationinanonlinecommunity.
Proceedings of the8th International Conference on Collaborative Computing: Networking, Applications and 
Worksharing (CollaborateCom) (pp.611-618).IEEE.

Blakney,V.L.,&Sekely,W.(1994).Retailattributes:Influenceonshoppingmodechoicebehavior.Journal 
of Managerial Issues,101–118.

Bunchball,I.(2010).Gamification101:Anintroductiontotheuseofgamedynamicstoinfluencebehavior.
White paper, 9.

Cramer,H.,Ahmet,Z.,Rost,M.,&Holmquist,L.E.(2011).Gamificationandlocation-sharing:Someemerging
socialconflicts.Proceedings of theWorkshop on Gamification at CHI 2011.AcademicPress.

Daniels,M.(2010).Businesses need to get in the game.MarketingWeek.

Davis,F.D.,Bagozzi,R.P.,&Warshaw,P.R.(1989).Useracceptanceofcomputertechnology:Acomparison
oftwotheoreticalmodels.Management Science,35(8),982–1003.doi:10.1287/mnsc.35.8.982

Delone,W.H.,&McLean,E.R.(2003).TheDeLoneandMcLeanmodelofinformationsystemssuccess:Aten-
yearupdate.Journal of Management Information Systems,19(4),9–30.doi:10.1080/07421222.2003.11045748

Fogg, B. J. (2002). Persuasive technology: Using computers to change what we think and do. Ubiquity,
2002(December),5.doi:10.1145/764008.763957

Forde,S.F.,Mekler,E.D.,&Opwis,K.(2015,October).Informationalvs.controllinggamification:Astudy
design.Proceedings of the 2015 annual symposium on computer-human interaction in play(pp.517-522).ACM.
doi:10.1145/2793107.2810297

Frith,J.(2013).Turninglifeintoagame:Foursquare,gamification,andpersonalmobility.Mobile Media & 
Communication,1(2),248–262.doi:10.1177/2050157912474811

Gerow,J.E.,Ayyagari,R.,Thatcher,J.B.,&Roth,P.L.(2013).Canwehavefun@work?Theroleofintrinsic
motivation forutilitarian systems.European Journal of Information Systems,22(3),360–380.doi:10.1057/
ejis.2012.25

Hall,D.,&Toke,Z.(2018).Gamification:GamifiedElements’ImpactonOnlineTrust.

Hamari,J.(2013).Transforminghomoeconomicusintohomoludens:Afieldexperimentongamificationin
autilitarianpeer-to-peer tradingservice.Electronic Commerce Research and Applications,12(4),236–245.
doi:10.1016/j.elerap.2013.01.004

Hamari, J., & Keronen, L. (2017). Why do people play games? A meta-analysis. International Journal of 
Information Management,37(3),125–141.doi:10.1016/j.ijinfomgt.2017.01.006

Hamari, J., & Koivisto, J. (2013, June). Social Motivations To Use Gamification: An Empirical Study Of
GamifyingExercise.InECIS(Vol.105).AcademicPress.

http://dx.doi.org/10.1207/s15326985ep2802_3
http://dx.doi.org/10.1016/j.elerap.2014.09.001
http://dx.doi.org/10.1016/j.elerap.2014.09.001
http://dx.doi.org/10.1007/s40558-013-0003-3
http://dx.doi.org/10.1287/mnsc.35.8.982
http://dx.doi.org/10.1080/07421222.2003.11045748
http://dx.doi.org/10.1145/764008.763957
http://dx.doi.org/10.1145/2793107.2810297
http://dx.doi.org/10.1177/2050157912474811
http://dx.doi.org/10.1057/ejis.2012.25
http://dx.doi.org/10.1057/ejis.2012.25
http://dx.doi.org/10.1016/j.elerap.2013.01.004
http://dx.doi.org/10.1016/j.ijinfomgt.2017.01.006


Journal of Electronic Commerce in Organizations
Volume 18 • Issue 2 • April-June 2020

14

Hamari,J.,&Koivisto,J.(2015).“Workingoutforlikes”:Anempiricalstudyonsocialinfluenceinexercise
gamification.Computers in Human Behavior,50,333–347.doi:10.1016/j.chb.2015.04.018

Harwood,T.,&Garry,T. (2015).An investigation intogamificationasacustomerengagementexperience
environment.Journal of Services Marketing,29(6/7),533–546.doi:10.1108/JSM-01-2015-0045

Hirschheim,R.,&Klein,H.K.(2012).Agloriousandnot-so-shorthistoryoftheinformationsystemsfield.
Journal of the Association for Information Systems,13(4),188–235.doi:10.17705/1jais.00294

Hoßfeld,T.,Hirth,M.,Redi,J.,Mazza,F.,Korshunov,P.,Naderi,B.,...&Keimel,C.(2014).BestPractices
andRecommendationsforCrowdsourcedQoE-LessonslearnedfromtheQualinetTaskForceCrowdsourcing.
Qualinet.

Insley,V.,&Nunan,D.(2014).Gamificationandtheonlineretailexperience.International Journal of Retail 
& Distribution Management,42(5),340–351.doi:10.1108/IJRDM-01-2013-0030

Koivisto, J.,&Hamari, J. (2019).The riseofmotivational information systems:A reviewofgamification
research.International Journal of Information Management,45,191–210.doi:10.1016/j.ijinfomgt.2018.10.013

Lin,H.F.(2008).Determinantsofsuccessfulvirtualcommunities:Contributionsfromsystemcharacteristics
andsocialfactors.Information & Management,45(8),522–527.doi:10.1016/j.im.2008.08.002

Liu,C.,&Arnett,K.P.(2000).ExploringthefactorsassociatedwithWebsitesuccessinthecontextofelectronic
commerce.Information & Management,38(1),23–33.doi:10.1016/S0378-7206(00)00049-5

Mäntymäki,M.,&Salo,J.(2015).Whydoteensspendrealmoneyinvirtualworlds?Aconsumptionvaluesand
developmentalpsychologyperspectiveonvirtualconsumption.International Journal of Information Management,
35(1),124–134.doi:10.1016/j.ijinfomgt.2014.10.004

Morschheuser,B.,Riar,M.,Hamari,J.,&Maedche,A.(2017).Howgamesinducecooperation?Astudyon
therelationshipbetweengamefeaturesandwe-intentionsinanaugmentedrealitygame.Computers in Human 
Behavior,77,169–183.doi:10.1016/j.chb.2017.08.026

Park,S.R.,Nah,F.F.H.,DeWester,D.,Eschenbrenner,B.,&Jeon,S. (2008).Virtualworldaffordances:
Enhancingbrandvalue.Journal of Virtual Worlds Research,1(2).doi:10.4101/jvwr.v1i2.350

Preece,J.(2001).Sociabilityandusabilityinonlinecommunities:Determiningandmeasuringsuccess.Behaviour 
& Information Technology,20(5),347–356.doi:10.1080/01449290110084683

Prewitt,T.(2012).The Power of Habit: Why We Do What We Do in Life and Business.NewYork:Random
HouseLLC.

Rodrigues,L.F.,Costa,C.J.,&Oliveira,A.(2016).Gamification:Aframeworkfordesigningsoftwarein
e-banking.Computers in Human Behavior,62,620–634.doi:10.1016/j.chb.2016.04.035

Rodrigues,L.F.,Oliveira,A.,&Costa,C.J.(2016).Doesease-of-usecontributestotheperceptionofenjoyment?
Acaseofgamificationine-banking.Computers in Human Behavior,61,114–126.doi:10.1016/j.chb.2016.03.015

Rodrigues,L.F.,Oliveira, A.,&Costa,C. J. (2016). Playing seriously–Howgamification and social cues
influencebankcustomerstousegamifiede-businessapplications.Computers in Human Behavior,63,392–407.
doi:10.1016/j.chb.2016.05.063

Rowley, J.,&Slack,F. (2004).Conductinga literature review.Management Research News,27(6),31–39.
doi:10.1108/01409170410784185

Ryan,R.M.,&Deci,E.L.(2000).Intrinsicandextrinsicmotivations:Classicdefinitionsandnewdirections.
Contemporary Educational Psychology,25(1),54–67.doi:10.1006/ceps.1999.1020PMID:10620381

Schultz,D.E.,&Bailey,S.E.(2000).Customer/brandloyaltyinaninteractivemarketplace.Journal of Advertising 
Research,40(3),41–52.doi:10.2501/JAR-40-3-41-52

Seufert,M.,Burger,V.,Lorey,K.,Seith,A.,Loh,F.,&Tran-Gia,P.(2016).Assessmentofsubjectiveinfluence
and trustwithanonlinesocialnetworkgame.Computers in Human Behavior,64,233–246.doi:10.1016/j.
chb.2016.06.056

http://dx.doi.org/10.1016/j.chb.2015.04.018
http://dx.doi.org/10.1108/JSM-01-2015-0045
http://dx.doi.org/10.17705/1jais.00294
http://dx.doi.org/10.1108/IJRDM-01-2013-0030
http://dx.doi.org/10.1016/j.ijinfomgt.2018.10.013
http://dx.doi.org/10.1016/j.im.2008.08.002
http://dx.doi.org/10.1016/S0378-7206(00)00049-5
http://dx.doi.org/10.1016/j.ijinfomgt.2014.10.004
http://dx.doi.org/10.1016/j.chb.2017.08.026
http://dx.doi.org/10.4101/jvwr.v1i2.350
http://dx.doi.org/10.1080/01449290110084683
http://dx.doi.org/10.1016/j.chb.2016.04.035
http://dx.doi.org/10.1016/j.chb.2016.03.015
http://dx.doi.org/10.1016/j.chb.2016.05.063
http://dx.doi.org/10.1108/01409170410784185
http://dx.doi.org/10.1006/ceps.1999.1020
http://www.ncbi.nlm.nih.gov/pubmed/10620381
http://dx.doi.org/10.2501/JAR-40-3-41-52
http://dx.doi.org/10.1016/j.chb.2016.06.056
http://dx.doi.org/10.1016/j.chb.2016.06.056


Journal of Electronic Commerce in Organizations
Volume 18 • Issue 2 • April-June 2020

15

Seufert,M.,Burger,V.,Lorey,K.,Seith,A.,Loh,F.,&Tran-Gia,P.(2016).Assessmentofsubjectiveinfluence
and trustwithanonlinesocialnetworkgame.Computers in Human Behavior,64,233–246.doi:10.1016/j.
chb.2016.06.056

Shang,S.S.,&Lin,K.Y.(2013).Anunderstandingoftheimpactofgamificationonpurchaseintentions.

Smith,R.(2007).Game Impact Theory: the Five Forces that are driving the adoption of Game Technologies 
within Multiple Established Industries.GamesandSocietyYearbook.

Sun,H.,&Zhang,P.(2006).Causalrelationshipsbetweenperceivedenjoymentandperceivedeaseofuse:An
alternativeapproach.Journal of the Association for Information Systems,7(1),24.

Thom, J., Millen, D., & DiMicco, J. (2012, February). Removing gamification from an enterprise SNS.
Proceedings of the ACM 2012 conference on computer supported cooperative work(pp.1067-1070).ACM.

Tranfield, D., Denyer, D., & Smart, P. (2003). Towards a methodology for developing evidence‐informed
management knowledge by means of systematic review. British Journal of Management, 14(3), 207–222.
doi:10.1111/1467-8551.00375

VandeVen,N.,Zeelenberg,M.,&Pieters,R.(2010).Theenvypremiuminproductevaluation.The Journal of 
Consumer Research,37(6),984–998.doi:10.1086/657239

VanderHeijden,H.(2003).Factorsinfluencingtheusageofwebsites:Thecaseofagenericportal inThe
Netherlands.Information & Management,40(6),541–549.doi:10.1016/S0378-7206(02)00079-4

VanderHeijden,H.(2004).Useracceptanceofhedonicinformationsystems.Management Information Systems 
Quarterly,28(4),695–704.doi:10.2307/25148660

Webster,J.,&Martocchio,J.J.(1992).Microcomputerplayfulness:Developmentofameasurewithworkplace
implications.Management Information Systems Quarterly,16(2),201–226.doi:10.2307/249576

Werbach,K.,&Hunter,D.(2015).The gamification toolkit: dynamics, mechanics, and components for the win.
WhartonDigitalPress.

Yang,Y.,Asaad,Y.,&Dwivedi,Y.(2017).Examiningtheimpactofgamificationonintentionofengagement
and brand attitude in the marketing context. Computers in Human Behavior, 73, 459–469. doi:10.1016/j.
chb.2017.03.066

Zichermann,G.,&Cunningham,C.(2011).Gamification by design: Implementing game mechanics in web and 
mobile apps.O’ReillyMedia,Inc.

http://dx.doi.org/10.1016/j.chb.2016.06.056
http://dx.doi.org/10.1016/j.chb.2016.06.056
http://dx.doi.org/10.1111/1467-8551.00375
http://dx.doi.org/10.1086/657239
http://dx.doi.org/10.1016/S0378-7206(02)00079-4
http://dx.doi.org/10.2307/25148660
http://dx.doi.org/10.2307/249576
http://dx.doi.org/10.1016/j.chb.2017.03.066
http://dx.doi.org/10.1016/j.chb.2017.03.066


Journal of Electronic Commerce in Organizations
Volume 18 • Issue 2 • April-June 2020

16

Aastha Behl is an Assistant Professor with Pranveer Singh Institute of Technology, Kanpur. She is a Qualified 
Company Secretary from Institute of Company Secretaries of India. She has also Qualified UGC-NET. She has 
done her M.Com and LLB from CSJM University, Kanpur. She has three years of working experience in academics. 
She is currently teaching subjects of finance and law in the Department of Business Administration in PSIT, Kanpur.

Pratima Sheorey is a professor in Marketing at SCMHRD, Pune and has multiple papers to her credit.

Abhinav Pal is an Assistant Professor at SCMS Noida and has rich experience in teaching and research.

Ajith Kumar V. V is currently working as an Associate Professor in Human Resource Management & Head of 
Academics for School of Business in Skyline University College, Sharjah.

Seema Singh is a double post- graduate from Pune University. She has done her M.Sc. (Electronics Science) 
and has done her MBA (Systems and OR) under Pune University. Dr. Seema Singh has completed her PhD from 
Symbiosis International (Deemed University) under the Faculty of Management. She started her career with the 
corporate sector and then moved on to academics. She has worked with SIBM, Pune for ten years and then moved 
to SCCE, Pune under the Symbiosis International (Deemed University). SCCE, Pune is the arm of the University 
for Corporate – Academia tie-ups. She is currently working as Director, SCCE, and is in charge of all the corporate 
students pursuing their higher education.


