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MARKETING | RESEARCH ARTICLE

How gamification affects online shopping 
behavior: An approach with youngsters  
(aged 16 – 30)
Dinh Tien Minh1, Le Vu Lan Oanh1,2* and Nguyen Diem Quynh2

Abstract:  Online shopping has grown in popularity over the past few years, 
particularly in the context of COVID-19. Gamification is also progressively emer-
ging as an ideal means to boost motivation and encourage community engage-
ment. This study attempts to identify the variables influencing young Vietnamese 
people’s willingness to adopt gamification and its impact on their buying habits 
in order to suggest practical solutions for business marketing initiatives. The 
study uses a quantitative research approach with simple random sampling (n =  
230). The number of valid samples officially included in the study is 288 as a 
consequence of the survey results. The results suggest that the following ele-
ments significantly impact the intention to adopt gamification: favorable circum-
stances, effort expectations, social influence, and performance expectations. 
These have a 54.1 percent impact on gamification acceptance intent and a 
29.6 percent impact on online shopping behavior. Finally, the study’s findings 
are used to make various suggestions to improve gamification’s effectiveness in 
marketing activities.
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1. Introduction
Gamification is currently being used in a wide range of industries, including education, sports, 
human resource management, and online marketing. The gamification of e-commerce applica-
tions is growing (Tobon et al., 2020). E-commerce platforms like Alipay and Taobao have utilized 
gamified MiniApps to attract more customers by offering game-like experiences (Meeker, 2019). 
Numerous successful video games inspired by movies, such as Payday: The Heist, Marvel’s Spider- 
Man, Star Wars Jedi: Fallen Order, etc., indicate that gamification is becoming more widely 
adopted. Retailers in India have identified it as an upcoming trend in social media marketing, 
and their customer-centric initiatives include gamification in their core process in order to “drive 
engagement and participation” (Archana, 2012). Gamification aims to enhance usability and 
satisfaction, create more enjoyable experiences and produce a positive business impact (Liu et 
al., 2017; Saha et al., 2012).

Furthermore, in the context of the global COVID-19 pandemic, some countries quickly responded 
and succeeded in early containment of the disease. However, many other countries opted for 
prevention measures and only intervened when the major impacts of the pandemic emerged. 
Consequently, social distancing measures made online shopping more popular and important than 
ever (Sahin et al., 2020). As a result, gamification not only makes participants feel that they love 
the brand but also develops a sense of belonging with the brand (Ruengaramrut et al., 2020). This 
outcome adds to the reason why the application of gamification in marketing deserves further 
active attention.

Several research studies have been conducted in many countries investigating and evaluating 
the impact of gamification on online shopping behavior. Some popular studies include whether 
gamification encourages online buying through elements of focused attention, perceived usability, 
felt involvement and novelty (García-Jurado et al., 2021); or are developing countries ready for 
gamification or not? From the study of Ofosu-Ampong et al. (2020) has shown that attitude plays 
an important role in students’ intention to use, however, the level of understanding and access to 
gamification in learning at universities is still limited (Ofosu-Ampong et al., 2020); another study 
indicates that anchoring gamification in the service marketing literature for enhancing the service 
with the affordability of the game experience to support the overall user value creation (Huotari & 
Hamari, 2017); gamification and mobile marketing effectiveness is lifelong as it has the potential 
to affect the customer experience (Hofacker et al., 2016); gamification design for increasing 
customer purchase intention in a mobile marketing campaign app through four phases: attract, 
engage, retain, and monetize to increase customer purchase intent in mobile marketing cam-
paigns (Wen et al., 2014). In addition, gamification was proved that it can affect brand engage-
ment and equity. A study in online brand communities suggested that its feature is associated with 
a positive association in social interaction and a positive influence on brand engagement and 
increased more brand value, and also to brand management (Xi & Hamari, 2020); and the 
gamification systems application elements in the marketing perspective requires more involve-
ment of consumers in the buying decision process (Teotónio & Reis, 2018). The above studies are 
fundamental materials for preparing this paper to apply gamification to Vietnamese youth and its 
impact on online shopping habits. The majority of the aforementioned articles use the Technology 
Acceptance Model (TAM), the Theory of Reasoned Action (TRA), or the Theory of Planned Behavior 
(TPB), to analyze consumer online shopping behavior. According to this approach, customers’ 
perceptions and attitudes toward technology impact their intention to utilize it. In this article, 
the Unified Theory of Acceptance and Use of Technology (UTAUT) model will be used to explain 
how customers behave when they shop online in order to provide a more thorough understanding 
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of all the aspects that can influence their technology-using behavior. UTAUT is a combined model 
based on eight previous models studying user acceptance of a new information system, including 
the Theory of Reasoned Action (TRA), the Technology Acceptance Model (TAM), the Motivation 
Model (MM), the Theory of Planned Behavior (TPB), a model combining TAM and TPB -C-TAM-TPB), 
the Model of PC Utilization (MPCU), Innovation Diffusion Theory (IDT), and Social Cognitive Theory— 
SCT; as a result, UTAUT has been tested and proven to outperform other models (Venkatesh & 
Zhang, 2010).

The application of gamification is a fruitful avenue for marketing research when it is realized that 
the global economy is increasing significantly based on the development of digital platforms. As a 
result, businesses that operate on e-commerce platforms are always looking for new methods to 
attract, retain, and drive customers to engage with their brands in various ways. This study 
provides an in-depth look at the potential for gamification applications to affect online shopping 
behavior, particularly among young people who are considered digital consumption-explosive 
factors. In particular, the first and foremost objective is to show the relationship between inde-
pendent and dependent variables; after that, it will examine the mediating role of gamification 
adoption attention in regulating the relationship between the independent and dependent vari-
ables; and finally, it will then provide managerial implications for applying gamification effectively 
in marketing activities, improving customer experience, and increasing online shopping behavior.

2. Literature review

2.1. Unified Theory of Acceptance and Use of Technology (UTAUT)
The UTAUT model was established in 2003. It is a hybrid model built on eight previous models that 
looked at how users reacted to a new information system. Performance expectancy, effort expec-
tancy, social influence, and facilitating conditions are the four fundamental elements that deter-
mine adoption and use. Performance expectancy is defined as the degree to which an individual 
believes that adopting new systems would assist them in achieving improved task performance; 
effort expectancy is defined as the system’s ease of use. The extent to which an individual feels the 
importance of being influenced by the beliefs of people around him that the individual should use 
the new system is referred to as social influence. The degree to which an individual believes the 
organization’s or individual’s technical infrastructure is qualified to support the system is referred 
to as facilitation (Venkatesh et al., 2003). External elements, such as gender, age, the voluntariness 
of use, and experience, are also mentioned in the UTAUT model as contributing to the adjustment 
of intention to use. UTAUT is believed to combine the fundamental aspects of previous models and 
weighs up the impact of these factors on the desire to use and the user behavior differentiated by 
peripheral factors. UTAUT has also been tested and found to be superior to other models 
(Venkatesh & Zhang, 2010). Nowadays, researchers use this model more commonly. Research 
topics that apply UTAUT include consumer health technology, E-health, user acceptance, virtual 
reality, technology acceptance, integration, innovation, technical advice, UTAUT2, mobile learning, 
consumer perception and behavior (by analyzing the keyword co-word network map of UTAUT) 
(Wang et al., 2021). Thereby, the UTAUT model explains user intention is measured with perfor-
mance expectancy, effort expectancy, social influence, and facilitating conditions. In other words, 
the UTAUT model provides a more explicit picture of user behavior. Likewise, this paper’s purpose 
studies to influence customer behavioral intentions through perceived benefits in perceived use-
fulness and perceived ease of use of new technology adoption and how this behavioral prediction 
process can be moderated by online consumer attitudes. Thus, the elements in the structure of 
UTAUT are very suitable to determine the variables affecting the readiness of Vietnamese youth to 
accept gamification and usage behavior (Figure 1).

2.2. Gamification
The term “gamification” is not to be confused with the term “game.” Gamification is using game 
design components and techniques to tackle problems unrelated to games (Kevin & Dan, 2012). 
Some activities are vital to performing many different facets of life. However, only some people 
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enjoy them, such as learning, doing repetitive tasks at work, and exercising…yet we still have to do 
it, and sometimes our displeasure reduces the effectiveness of our work. As a result, the goal of 
gamified application design should be to encourage playful and reflective behaviors (Drugău- 
Constantin, 2019). In addition, gamification will encourage the process of completing those 
tedious activities. The following ideas can be derived from the above foundations: gamification is 
a method of increasing stakeholder motivation, participation, and contribution based on the 
psychology and internal motivation of the target audience, resulting in the desired outcomes 
(Mohammadi, 2014). Gamification has emerged as an innovative marketing strategy that effec-
tively attracts and motivates online consumer behavior through interactive immersion features (Xi 
& Hamari, 2020). Additionally, the utilization of gamification through mobile applications has the 
potential to augment the consumption of intentional behaviors (Hofacker et al., 2016). In higher 
education, integrating gamification has a relationship with attitudes, favorable conditions, and 
familiarity with technology to create a trend of gamification application in teaching and research 
at the high level (Ofosu-Ampong et al., 2020). Therefore, it can be concluded that gamification has 
a close relationship with consumer intention and behavior consumption.

In general, acceptance and access to the internet are increasingly commonplace globally, and 
every year the number of people shopping online grows. In 2020, more than two billion people 
purchased goods or services online, and in the same year, e-retail sales surpassed US$4.2 trillion 
worldwide. This remarkable increase is partly due to the significant impact of the COVID-19 
pandemic, which has affected e-commerce and online consumer behavior worldwide. At the 
beginning of 2020, social distancing measures were in place, and since then, millions of people 
worldwide have had to stay at home to prevent the spread of the virus, so digital channels have 
become the ubiquitous solution. The most popular way to avoid crowds is to shop online. In 
particular, in June 2020, global retail e-commerce traffic reached a record level, with 22 billion 
monthly visits for everyday items, such as groceries, clothing, and other categories of retail 
technology (Clement, 2019). In terms of online shopping, it is a type of e-commerce that allows 
users to buy goods or services directly from a vendor over the internet (Liang & Lai, 2000). 
Consumers benefit from online shopping because they do not have to move when they shop, do 
not take time to go to stores, and it is easy to find items that fulfill their needs and can be 
purchased online (Forsythe et al., 2006). Furthermore, online shopping offers a wide range of 
products, a pleasant shopping experience, and a sales website that can fully meet the needs of 
consumers at clear, transparent, and fair rates (Chowdhury & Ahmad, 2012).

2.3. Research model & hypothesis
After the secondary data collection, it is easy to see that there are precedents for using the UTAUT 
theory in the study of gamification. This is the basis to prove the feasibility of applying the UTAUT 
theory to this topic. The research for “Does gamification engage users in online shopping?” (García- 

Figure 1. UTAUT model. 
Source: (Venkatesh et al.,  
2003) 
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Jurado et al., 2021) provided solid evidence to confirm the direct impact of gamification on user 
engagement. In addition, the study Enhancing consumer online purchase intention through gami-
fication in China: Perspective of cognitive evaluation theory (Xu et al., 2020) uses cognitive evalua-
tion theory to explain the impact of gamification factors on consumer purchase intention. The 
results showed that factors such as reward, attraction, and autonomy of gamification enhance the 
customer’s sense of enjoyment and satisfaction of psychological needs, influencing online con-
sumer buying satisfaction. In addition, gamification is widely used in studies on intention, brand 
awareness, and loyalty in tourism (Abou-Shouk & Soliman, 2021) and learning industries (Bui & Bui,  
2018; Ofosu-Ampong et al., 2020). In short, the factors in the UTAUT model were deployed in this 
study’s research model as outlined below (Figure 2):

Performance Expectancy is defined as the degree to which a person believes that employing a 
system would help them be more effective (Venkatesh et al., 2003). In this area of research, 
Performance Expectation is understood to be the level of efficiency in online shopping when users 
participate in gamification. For instance, it encourages, improves, and motivates online shopping 
and benefits gamers. Furthermore, it can directly influence on intention and buying behavior 
(Abou-Shouk & Soliman, 2021; Davis et al., 1989; Ofosu-Ampong et al., 2020). Consequently, the 
hypotheses are presented as follows: 

H1. Performance Expectancy positively influences Gamification Adoption Intention.

Effort Expectancy is described as the degree to which people quickly join and employ a techno-
logical system (Venkatesh et al., 2003). This study emphasizes the ease with which consumers 
participate in gamification (Abou-Shouk & Soliman, 2021; Ofosu-Ampong et al., 2020; Venkatesh & 
Zhang, 2010; Venkatesh et al., 2003). In addition, there are connections between the individual’s 
effort in tasks, the achievements that result from that effort, and the benefits that the individual 
receives as a consequence of that effort (Ghalandari, 2012). According to the findings of prior 
studies, this is a factor that significantly impacts the willingness to gamify adoption intention. As a 
result, the following is the second hypothesis: 

H2. Effort Expectancy positively influences Gamification Adoption Intention.

Social Influence is defined as the degree to which an individual believes others should use the new 
system (Venkatesh et al., 2003). It is the degree to which people believe others should participate 
in gamification. For example, a user may express a liking for playing a game on an e-commerce 
platform because all of his friends play it. Since the impact of family, friends, and coworkers is 

Figure 2. Research model. 
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simple to perceive, it plays an essential role in shaping consumer intent and behavior, as evidenced 
by linked studies (Abou-Shouk & Soliman, 2021; Ofosu-Ampong et al., 2020; Venkatesh & Zhang,  
2010). Therefore, the third hypothesis is: 

H3. Social Influence positively influences Gamification Adoption Intention.

Facilitating Conditions are defined as the degree to which an individual believes that organiza-
tional support and physical conditions will enable him or her to use the system easily (Venkatesh 
et al., 2003). Additionally, Facilitating Conditions as a concept within UTAUT refers to the degree to 
which an individual feels that the organizational and technical infrastructures necessary to use the 
intended system are present (Ghalandari, 2012). Therefore, if favorable facilitating conditions exist, 
consumers will be more likely to apply technology (Abou-Shouk & Soliman, 2021; Im et al., 2011; 
Ofosu-Ampong et al., 2020). Based on these evidence, the next hypothesis included in the study is: 

H4. Facilitating Conditions positively influences Gamification Adoption Intention.

Gamification Adoption Intention is the extent to which a user intends to perform, or not engage in 
gamification in the future. Gamification is appealing to online shoppers (García-Jurado et al.,  
2021). Gamification factors such as reward, attraction, and autonomy will enhance enjoyment 
and meet customers’ psychological needs, affecting online purchases (Xu et al., 2020). Moreover, 
several empirical studies have confirmed that behavioral intention plays an important role in 
predicting behavior, such as Sheppard et al. (1988) who found strong support for using intention 
to predict behavior in a meta-analysis of behavioral intention to behavior; Taylor and Todd (1995) 
who similarly found strong evidence in testing disaggregated TAM, TPB and TRA that the path from 
behavioral intention to behavior is significant in all models, or the research results of Kulviwat et al. 
(2006) that showed intention to accept online shopping has a positive relationship with online 
shopping behavior. To put it another way, in this study, the willingness to adopt gamification had a 
favorable impact on online shopping behavior. Therefore, the following final hypothesis is: 

H5. Gamification Adoption Intention positively influences Online Buying Behavior.

3. Method
The research scale was formed by selectively using the approaches of previous typical studies. This 
study also selected scales from other studies to achieve a relevant and reliable level. Specifically, 
the online shopping behavior scale is inherited from (Huang et al., 2017; Xu et al., 2020). The 
remaining scales, in addition to the reference from the father of the unified theory of acceptance 
and use of technology (UTAUT), Venkatesh et al., also use scales from other groups of authors (Bui 
& Bui, 2018; Foon & Fah, 2011; Ofosu-Ampong et al., 2020). In addition, a five-point Likert scale 
was used for measurement in this study. Since this is an interval scale, the collected data can be 
used for processing and quantitative analysis to determine the correlation and linear relationships 
between the variables. This is a scale used by many people/research groups and has been 
acknowledged for its effectiveness and relevance. Therefore, the authors decided to use the 
Likert scale with the above five levels for their research survey. The survey questionnaire was 
based on the observed variables corresponding to each scale.

Gamification has become increasingly prominent on a global scale, with Vietnam serving as a 
notable example. Businesses have been using gamification in their marketing campaigns to draw 
in more customers, yet since this concept is still in its infancy, the priority of this study is on 
investigating gamification practices in the context of Vietnam. Younger people (aged 16–30) are 
the study’s target audience as they have the legal status to shop online independently. Young 
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people should be viewed as a group of people transitioning from childhood to adult independence. 
In psychophysiology, this group of people enjoys a modern lifestyle, does not adhere to rigid 
frameworks, is always innovative, and is always looking for new trends to adopt. The traits, age, 
and age groupings from the Vietnam Young Generation Research Report were used in this study to 
understand young people better and target the correct audience (British, 2020). At the same time, 
Article 1 of the Youth Law (SRVN, 2020) states, “Youth are Vietnamese nationals between the ages 
of 16 and 30.” As a result, the entire sample of young people in Ho Chi Minh City who participate in 
gamification on e-commerce platforms is aged between 16 and 30.

In this study, the simple random sampling approach was applied, giving each member of the 
population an equal chance of being chosen (Berndt, 2020). This approach was selected since it is 
simple to understand and considered fair because anyone can be chosen. However, this approach 
still has its limitations, all members of the population must be included in a comprehensive and 
current list, yet this data is frequently unavailable. According to Hair et al. (2010) the sample-to- 
observed variable ratio should be 5:1 or 10:1. The sample-to-observed variable ratio in this study 
has been set at 10:1 to ensure that the research findings are reliable. In this study, the total 
number of items is 23, so the minimum number of samples needed is N = 23 × 10 = 230 (Hair et al.,  
2010). Because the COVID-19 pandemic was still underway at the time of this investigation, direct 
access was limited. Therefore, the survey form (questionnaire) was sent to the candidates via 
email or social media sites such as Facebook, Zalo, and other similar platforms. Candidates 
participating in the survey were required to meet two criteria: (i) be between the ages of 16 and 
30, and (ii) participate in gamification on e-commerce sites. Initially, 300 candidates participated in 
the survey. After the first screening question, “How old are you?” the number of participants 
retained for the survey was 295. The second screening question, “Have you or are you participating 
in any gamification on e-commerce sites?” excluded seven further participants from the survey. 
Therefore, after sample cleaning, the final number of samples included in the study was n = 288 
(consistent with the previous estimate of n = 230). As a result, the number of samples above met 
Roscoe’s principle of sample sizes being larger than 30 and fewer than 500 (Roscoe, 1975).

Their data was then returned and processed. To evaluate the relationships between latent 
variables in the structural model proposed, the Covariance-Based-Structural Equation Modeling 
(CB-SEM) was adopted using AMOS 24.0 software. CB-SEM supports or refutes theories through 
hypothesis testing when the sample size is large, the data is normally distributed, and when most 
significantly, the model is precisely defined. In the process of converting the theory into a 
structural equation model, the right variables are chosen and connected (Hair et al., 2011; 
Hwang et al., 2010; Reinartz et al., 2009). This technique is ideal for investigations that support 
the research theory because it accurately compares the model to the theory by assessing how well 
the whole model fits with numerous significant statistical indicators. Additionally, CB-SEM is the 
best option because this is a heritage study from a prior study. 

4. Results

4.1. Reliability and validity of the scale
The internal consistency approach, which uses Cronbach’s Alpha coefficient, is used to measure 
the scale’s dependability. This test aims to look at the observed variables using the total variable’s 
correlation coefficient (Corrected Item-Total Correlation). If the total variable’s correlation coeffi-
cient (Corrected Item-Total Correlation) is larger than 0.3, the observed variable fits the criteria 
(Nunnally, 1978). The scale can be employed especially when Cronbach’s Alpha reliability coeffi-
cients are in the range of 0.6 to less than 0.9 (Nunnally & Bernstein, 1994). Then, all observed 
variables are acceptable (more than 0.6, less than 0.9) and qualified for factor analysis based on 
the scale’s reliability analysis results by Cronbach’s Alpha coefficient (Table 1).
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The Sig value = 0.000 and Kaiser-Meyer-Olkin (KMO) value = 0.892 are shown in the analytical 
findings of the KMO coefficient and Bartlett statistical value (Table 2). This demonstrates that the 
observed variables are correlated. As a result, exploratory factor analysis (EFA) is recommended.

PAF (Principal Axis Factoring) extraction and POR (Promax Oblique Rotation) were used to 
conduct the EFA analysis. After analysis, the number of extracted factors is six, exactly as the 
study model proposed. However, the two detected variables, NL3 and XH5, were found to be invalid 
and were eliminated. Furthermore, because the load factor (Factor Loading) is greater than 0.5, the 
remaining 21 observed variables are acceptable. The overall value of variance discovered was 
58.464 percent (> 50%), implying that these six factors account for 58.464 percent of the data 
variation. Therefore, when extracting six elements, the stopping point with an Eigenvalue = 1.023 
(higher than 1) is acceptable.

Using the above exploratory factor analysis (EFA) results, confirmatory factor analysis (CFA) was 
performed on AMOS 24.0 software, and the following results were obtained (Figure 3):

The indices must achieve a particular threshold to assess the model’s fit (Hair et al., 2010). The 
Chi-square/df (Chi-squared/degrees of freedom) = 0.893 (less than 3); GFI, CFI, and TLI indices are 
0.953, 1,000, and 1.009, respectively (higher than 0.9); RMSEA = 0.000 (less than 0.08); PCLOSE =  
1,000 (greater than 0.05). Furthermore, the p-value for each construct is less than 0.05, indicating 
that the correlation coefficient for each concept construct is different from 1 at the 95 percent 
confidence level. As a result, the indicators are satisfactory, and the study model is consistent with 
the survey results.

Convergent Validity, Discriminant Validity, and Reliability are required to guarantee that the 
factors do not create variations in the analytical results in the structural equation modeling (SEM), 
as well as to reflect the meaning of the data and reality. According to the test findings, the 
indicators all meet the standards in terms of value and dependability. As a result, this scale has 
been determined to be accurate and can be utilized for further structural equation modeling (SEM) 
studies.

Table 1. Result of Cronbach’s Alpha reliability coefficient
Factor Cronbach’s Alpha

Performance Expectancy .836

Effort Expectancy .842

Social Influence .855

Facilitating Conditions .832

Gamification Adoption Intention .838

Online Shopping Behavior .822

Table 2. Result of KMO coefficient and Bartlett’s statistical value
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.892

Bartlett’s Test of Sphericity Approx. Chi-Square 2679.016

Degrees of freedom 210

Sig. 0.000
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4.2. Model & hypothesis testing
To test the posed hypotheses, two models were run. Model 1 had the direct effect of PE, EE, SI, and FC on 
online shopping behavior; Model 2 was an augmentation of Model 1 with GAI added as the mediating 
variable; this study calculated the indirect impact of GAI on the PE, EE, SI, FC→GAI →OSB path.

Structural equation modeling (SEM) analysis was performed with 288 samples, 95% confidence 
intervals, and 1000 repetitions. From that, based on the estimation coefficient (β), the degree of 
factors affecting the intention to accept gamification is: Facilitating Conditions (β = 0.268), Effort 
Expectancy (β = 0.257), Social Influence (β = 0.224), and Performance Expectancy (β = 0.202). 
Furthermore, the estimated coefficient (β = 0.544) is also important proof that the Gamification 
Adoption Intention factor positively influences Online Shopping Behavior. Thus, it can be concluded 
that this is a highly correlated and positive relationship. In addition, the findings of the Squared 
Multiple Correlation (R-squared) value also suggest that the model fits 54.1 percent of the data.

Figure 3. Confirmatory factor 
analysis (CFA) results. 
Source: Data analysis 

Tien Minh et al., Cogent Business & Management (2023), 10: 2256076                                                                                                                              
https://doi.org/10.1080/23311975.2023.2256076                                                                                                                                                       

Page 9 of 13



5. Discussion & implications

5.1. Theoretical implications
In general, the objectives put forth at the outset have been met. The research findings are a 
foundation for bolstering the rationality and viability of employing the UTAUT model. Based on the 
results of testing the research hypotheses, all four factors, Performance Expectancy, Effort 
Expectancy, Social Influence, and Facilitating Conditions, significantly impact the Gamification 
Adoption Intention, and this intention directly affects Online Shopping Behavior. This result con-
firms that the UTAUT theory is correct and can be used for various research topics.

It is noted that Facilitating Conditions are found to have the most significant positive effect on 
the Gamification Adoption Intention because it has the highest standardized beta coefficient of 
0.2688. This finding discovery aligns with prior study that the intention to utilize mobile applica-
tions for online booking is influenced by the facilitating conditions established by institutions 
(Abou-Shouk & Soliman, 2021). Nevertheless, Ofosu-Ampong et al. (2020) show mixed results 
regarding the impact of facilitating conditions on technology does not guarantee the acceptance 
of gamification in learning. This phenomenon can arise due to variations in the levels of technology 
adoption across different countries and sectors.

The present study reveals that there is a significant relationship between Effort Expectancy and 
Gamification Adoption Intention in the context of online shopping, with a correlation coefficient of 
0.257. This result is also consistent with Venkatesh and Zhang (2010), whose study indicated that 
effort expectancy has a stronger response to intention for women, large experienced age workers, 
and those with limited experience. Whereas, effort expectancy is one of the least predictors of 
consumption behavior and is derived from performance expectations in brand awareness and 
customer engagement (Abou-Shouk & Soliman, 2021). Overall, the results suggest that customers 
are encouraged to shop online when they find it easy to join the system.

Social Influence also positively affects the Gamification Adoption Intention and gets 0.224. This 
result suggests that if consumers are encouraged to participate by those who influence their 
behavior, such as family and friends, as well as supported by their significant others to use the 
service, there is more likelihood that they will adopt gamification. This result coincides with prior 
studies, such as indicating the relationship between social influence and the acceptance of 
gamification in education (Ofosu-Ampong et al., 2020), and the positive link between socializing 
and motivating individuals to use gamification apps in Egypt (Abou-Shouk et al., 2020).

The relationship between Performance Expectancy and Gamification Adoption Intention gets a 
0.202 score in the standardized beta coefficient, which implies measuring consumer trust with 
gamification in their intention to shop online. In other words, information received from gamifica-
tion will engage users and influence their intentions. In addition, this result is similar to the 
learner’s attributes on gamification adoption (Ofosu-Ampong et al., 2020); or in promoting per-
ceived benefits achieved by consumers when engaged mainly male younger workers when 
improving performance (Venkatesh et al., 2003). This finding suggests that consumers will have 
the tension to adopt gamification if they recognize the gamified useful in spans enhancing their 
performance.

Generally, the above characteristics have a 54.1 percent impact on the willingness to adopt 
gamification. This helps confirm the close relationship between the factors affecting Gamification 
Adoption Intention and reinforces the proposed theory.

Moreover, the study’s findings also confirmed a link between Gamification Adoption Intention 
and Online Shopping Behavior. At the same time, they have a 29.6 percent impact on each other. 
This demonstrates that a variety of other factors continue to influence Online Shopping Behavior. 
It also agrees that gamification in marketing is currently popular but should not necessarily be 
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used because it is new or to copy rivals. Gamification will only have the desired effect on 
businesses if the benefits are clearly articulated and there is a detailed implementation plan. 
Therefore, businesses should decide on the desired socio-economic benefits and carefully plan 
implementation before applying gamification.

Last but not least, this study proposes that game components and narratives be used to 
completely utilize users’ deep-rooted incentives, thereby motivating or modifying their behavior. 
This is supported by up to 98 people agreeing with the premise that “gaming will promote 
motivation and boost online purchasing,” and 82 people absolutely agree. The game’s components 
and mechanisms will stimulate people’s psychological factors. However, on the other hand, 
businesses are not obligated to include a specific number of ingredients in their gamification. 
Which components to utilize is determined by the emotions and behaviors businesses want their 
customers to have. As for narratives, these should include a sense of gradual progress, increasing 
difficulty, or a reaction to a cumulative sequence of events (Torres-Toukoumidis et al., 2022).

5.2. Managerial implications
In addition to its theoretical implications, this study has several practical implications that offer 
interested parties efficient, measurable gamification. First and foremost, businesses should exam-
ine gamification’s potential to interact with various technological devices before implementing it 
since Facilitating Conditions have the greatest impact on Gamification Adoption Intention. The fact 
that the game may be played on nearly any device creates several favorable situations for players. 
Businesses should resolve compatibility issues to ensure it works consistently with a range of 
devices and does place excessively large capacity or high internet access speed demands on 
devices. Second, there should be a means to raise and resolve technical issues because this is 
helpful to players and businesses in identifying game bugs. This functionality will enable busi-
nesses to deal with faults or technical issues more swiftly.

In terms of Social Influence, this study suggests that when adopting gamification solutions, businesses 
should promote them widely. If the majority of consumers are unaware of the business’s gamification, it 
will not attract the expected number of participants or gain viral traction. According to the study, 64 
people highly agree, and 77 people agree that “the mass media (such as television, radio, newspapers, 
and social media) will influence my decision to join in games.” Consequently, excellent communications 
and marketing will help ensure a successful gamification strategy.

Next, the study suggests the following three options for Effort Expectancy. First, the game 
implementation mechanism, or, in other words, the game rules, should be thoroughly stated 
because this will have a direct impact on the simplicity with which gamification can be implemen-
ted. Users will understand what they need to do to fulfill the given tasks if the game’s rules are well 
explained. Second, the difficulty of gamification should be evaluated. Because the primary purpose 
of a game is to amuse, a difficult game will detract from the participant’s enjoyment. Third, 
aesthetics and user interface should be considered when creating games because these two 
factors will influence the user’s attention and retention from the start. Finally, it will influence 
user involvement with gamification if it is insufficiently developed or generates confusion and 
difficulties in use.

Moreover, gamers must be persuaded that gamification enhances their online purchasing 
experience and rewards them in order to increase the Performance Expectation factor. Studies 
showed that using game elements, including achievements, avatars, badges, boss fights, collec-
tions, combat, content unlocking, gifting, leaderboards, and levels, fully exploits players’ inherent 
motives and subsequently motivates or changes their behavior.

Finally, gamification’s ultimate purpose is influencing people to alter their online shopping 
behavior. Therefore, businesses must decide the behavior they want customers to express in 
accordance with the socio-economic benefits the business has outlined to convert gamification 
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adoption intentions. For instance, sign in to the app or website each day, watch a brief video 
(which may be a TV commercial), purchase a specific item, receive a certain number of orders 
within a certain amount of time, and suggest the service to others. If these calls to action are 
cleverly incorporated into gamification, brand loyalty or lavishly spending money on a product 
unintentionally becomes the user’s “task.” That makes it entirely possible for the organization to 
achieve its goals (benefits) as outlined at the outset.

6. Conclusion
In conclusion, fully improving Performance Expectancy, Effort Expectancy, Social Influence, and 
Facilitating Conditions will also help boost the Gamification Adoption Intent. As a result, online 
shopping behavior improves.

However, in terms of content, this study has the following limitations. First, due to the short 
research time available, weak financial capacity, and the negative impacts of the COVID-19 
pandemic, the study survey is limited by the number of samples. Second, the survey only focused 
on young people between the ages of 16 and 30. Therefore, the research results are not sufficiently 
inclusive. Third, this study only explains 29.6% of the impact of Gamification Adoption Intention on 
Online Shopping Behavior. This proves that many other factors affect Online Shopping Behavior, 
which further research still needs to clarify.
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