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Abstract

Gamification is one of the most popular and exciting digital marketing tools.
The use of gaming aspects in sectors other than gaming is called ‘Gamification’.
Several well-known companies like Nike, MakeMyTrip, Amazon, Paytm, Zomato,
One Plus and Flipkart use this innovative marketing tool to share their informa-
tional and entertaining marketing content with potential consumers. Using gami-
fied content, brands tap into their consumers’ competitive nature and accelerate
their engagement by rewarding them with discount coupons and other shopping
benefits. Hence, owing to the amplified popularity and increased usage of gami-
fication in marketing, this review article deliberates in detail about gamification
as a digital marketing tool. The article proposes a theoretical framework based
on the theory of uses and gratifications in the gamification context. Addition-
ally, it also highlights the several positive outcomes marketers can enjoy using
gamification in their digital marketing campaigns. Implications and future research
agendas are also discussed.
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Introduction

The recent advancements in digital technologies have prompted business houses
to utilise cutting-edge digital marketing techniques such as augmented reality,
virtual reality and mixed reality to endorse their products and services (Dunakhe
& Panse, 2022). In this vein, gamification is an emerging prominent tool that has
taken the digital marketing world by storm (Mishra & Malhotra, 2021; Sharma
etal., 2024). ‘Gamification’ refers to the use of gaming elements in the non-gaming
business (Li et al., 2023). The various gaming elements include awards, point
systems, medals, levels, quests, voting, ranking, betting, roles and virtual goods
and avatars (Hewapathirana & Caldera, 2023; Pedreira et al., 2015; Seaborn &
Fels, 2015). Gamification particularly utilises game design principles to create
digital content and disseminate it via digital platforms such as websites, apps,
emails and social media (Cook, 2023; Hwang & Choi, 2020). Famous brands like
Nike, Starbucks, KFC, McDonalds, Goibibo, MakeMyTrip and Coca-Cola have
launched fantastic gamification campaigns that have done tremendously well in
keeping people engaged. According to Mordor Intelligence (2024), the global
gamification revenue, which stands at USD 15.43 billion in 2024, is expected to
grow to USD 48.72 billion by 2029. These financial figures are a testament to the
fact that gamification is being practiced by marketers worldwide and is here to stay.
The impeccable performance and delivery of captivating results have positioned
gamification as a crucial topic of scholarly interest. Many research studies have
investigated its impact on noteworthy industries, such as education (Oliveira et al.,
2023; Panigrahi et al., 2018; Skritsovali, 2023), health (Alahdivdld & Oinas-
Kukkonen, 2016; Al-Rayes et al., 2022; Gajardo Sanchez et al., 2023), finance
(Khan et al., 2023; Lai & Langley, 2023), tourism (Elgarhy et al., 2024; Moro
etal., 2019; Pradhan et al., 2023; Yilmaz & Coskun, 2016), crowdsourcing (Lin &
Ding, 2023; Molasy et al., 2023; Morschheuser et al., 2017), marketing and
advertising (Behl et al., 2023; Hewapathirana & Caldera, 2023; Xi & Hamari,
2019), and services (Ciuchita et al., 2023; Huotari & Hamari, 2012; Weber et al.,
2024). These studies indicate that gamification has a ubiquitous presence across
varied sectors. However, the present article elaborates on gamification from
the viewpoint of marketing. The pervasiveness of cell phones, digital media
and the internet has created a foundation for gamification in marketing (Hsu &
Chen, 2018). It has become an enticing marketing tool for brands since it
prompts customers to come back to their products or services (Charry et al., 2023;
Yilmaz & Coskun, 2016). Notably, gamification in marketing attempts to induce
consumers to buy instead of other gamified contexts that try to modify people’s
behaviour (Bousba & Arya, 2022; Thorpe & Roper, 2019). The reason for the
phenomenal success of gamification in marketing lies in its ability to satisfy the
most fundamental human desires: recognition and reward, status, accomplishment,
competitiveness and collaboration, self-articulation and altruism (Koivisto &
Hamari, 2019). Consumers have an insatiable appetite for these desires both
in real life and over the internet (Eisingerich et al., 2019; Jang et al., 2018).
Gamification certainly takes advantage of this and gives them what they want.
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Over the years, research pertaining to gamification in marketing has bloomed
at an exponential pace. However, there are specific research gaps that need to be
addressed. First, Abou-Shouk and Soliman (2021) stated that there is a dire need
to explore gamification and its relation to multiple theories and constructs. Second,
Noorbehbahani et al. (2019) mentioned that additional research in the gamification
domain is still needed to establish its acceptance as an excellent marketing tool for
the future. Lastly, an in-depth review of the existing literature revealed that there
is a dearth of research studies that explain the consumption of gamified content
on digital platforms (Sharma et al., 2024; Zhang et al., 2021). Hence, to fill these
gaps, the present study uniquely contributes in multi-fold ways: (a) it proposes
a theoretical framework based on uses and gratification theory that elucidates
the motivations behind the consumption of gamified content on digital platforms;
(b) it jolts down the various positive outcomes of implementing gamification in
marketing campaigns; and (¢) it suggests future research avenues in the context of
gamification.

Objectives of the Study

The research objectives of the study are:

1. To propose a theoretical framework based on the uses and gratification
theory that explains the consumption of gamified content in the digital
marketing context.

2. Tolistthe positive outcomes marketers can enjoy by opting for gamification
in digital marketing campaigns.

3. To put forth future research areas that can be explored to advance the
literature related to gamification.

Research Methodology

To attain the stated objectives, the current study performs an extensive literature
review. Moreover, to articulate the review process, the study follows a well-
established methodology proposed by Jabareen (2009). The proposed methodology
has proven to be instrumental in developing theoretical frameworks across multi-
disciplinary research studies (Basu et al., 2019; Ringelstein & Patel, 2023; Van Der
Waldt, 2020) and, hence, is deemed appropriate. The methodology includes various
phases that are customised to match the requirements of the present study. The
different methodological phases are explained as follows:

Phase |: Data Collection

The review process commenced with the selection of pertinent existing literature
that aids in achieving the research objectives. The terms for the literature search
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were related to ‘Gamification’ and ‘Marketing’. Specifically, peer-reviewed
journal articles indexed in prominent databases such as Scopus, Web of Science,
EBSCO, ProQuest, ACM Digital Library and Google Scholar were considered for
the study. Furthermore, grey literature such as web articles and working papers
was also retrieved to augment the review.

Phase 2: Extensive Reading and Shortlisting of Journal Articles

After collecting the journal articles from selected databases, extensive reading
sessions were held to shortlist the articles for the study. These sessions enabled
the authors to assess the suitability of each article for the review. Consequently,
only those articles having the potential to meet the research objectives were
shortlisted.

Phase 3: Analysis and Synthesis of Journal Articles

The shortlisted articles were then analysed based on the research objectives. The
authors here adopted a deductive approach to conduct the review. As a result, the
review attributed to the synthesis of the proposed theoretical framework based on
uses and gratifications theory. The review also revealed favourable outcomes and
future research avenues related to gamification.

Phase 4: Reporting of Results

The last step involved the reporting of results in different sections framed in
accordance with the research objectives of the study.

Concept of Gamification

Gamification has emerged as one of the most anticipated and appealing trends in
digital marketing (Stylos & Vassiliadis, 2023; Zhang et al., 2021). The strength of
‘gamification’ resides in revamping services and systems to replicate game-like
experiences, leading people to be involved in a specific behaviour (Behl et al.,
2023; Hamari et al., 2014). The concept of gamification is an equitable blend of
utilitarian and hedonic information systems (Koivisto & Hamari, 2019), which
cements its position as a promising futuristic marketing tool. Utilitarian informa-
tion systems are designed to improve the efficiency of a given work and serve
informational needs (Van Der Heijden, 2004). In contrast, hedonic information
systems are designed to offer enjoyable experiences and are used for recreation,
amusement and the delight of utilising the system itself (Ryan & Deci, 2000).
Gamification represents an astonishing combination of both information systems,
that is, it tends to increase productivity through entertainment-driven tasks and
delivers the information to the desired audience by creating fun experiences,
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ultimately facilitating engagement and sales (Charry et al., 2023; Hamari &
Koivisto, 2015).

The term ‘gamification’ was first coined in a research article in 2010 and was
defined as ‘the use of game mechanics and dynamics in computer systems to
alter user behaviour’ (Morillas Barrio et al., 2016). Since its conceptualisation,
gamification has grabbed the attention of academics and practitioners and
has been elucidated by eminent scholars across different contexts. Vesa et al.
(2017) and Deterding et al. (2011) defined gamification as ‘a method of design
that improves systems and services by offering chances for experiences that
are inspired by games’. Kapp (2012) mentioned that gamification involves
‘using game-based mechanics, graphics, and concepts to captivate audiences,
motivate action, foster education, and solve issues’. From the standpoint of
the service industry, Huotari and Hamari (2012) described gamification as ‘a
process of upgrading a service with opportunities for gameful experiences to
increase value generation’. With gamified websites into focus, Raj and Gupta
(2018) proposed gamification as ‘a marketing technique used to enhance a web-
site’s visual appeal and design and raise customer engagement with the website
and the businesses it is linked to’. Zichermann and Linder (2010) defined gami-
fication as ‘the art and science of converting routine interactions with clients
into games that achieve your company objectives’. The synthesis of these defi-
nitions depicts that gamification is a universal marketing tool aiming to deliver
a gameful experience to consumers along with informational and entertainment
value. It holds the power to enhance the service experience, resulting in satisfied
consumers for the business houses.

Explaining Gamification in Digital Marketing: A Uses and
Gratifications Perspective

With the growing interest in gamification, academicians and practitioners delved
deep into this field and investigated it through the lens of multiple theories.
These theories belonged to various disciplines, such as psychology, sociology
and consumer behaviour. Utilising these theories, scholars developed theoretical
frameworks, conducted empirical and qualitative studies and thus advanced the
literature related to gamification. Some of the prominent theories that have been
applied in the context of gamification include Self-Determination Theory
(Seaborn & Fels, 2015), Maslow’s Need Hierarchy Theory (Kim, 2013; Lin &
Zhu, 2012), Flow Theory (Hamari & Koivisto, 2014), Cognitive Evaluation
Theory and Psychological Need Theory (Bostan & Catak, 2016) and Satisfaction
Theory (Hamari & Keronen, 2017). However, the contemporary study by Abou-
Shouk and Soliman (2021) professed that there is still a need to further explore
gamification and its relation to novel theories and dimensions. Also, after a deep
review of the literature, it has been observed that there is a paucity of research
studies that explain the consumption of gamified content on digital platforms
(Sharma et al., 2024; Zhang et al., 2021). Hence, to fill these gaps, the present
study adopts the ‘uses and gratifications theory’ as a base to propose a
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theoretical framework disclosing the major motivations that drive consumers to
consume gamified content on digital platforms.

The uses and gratifications theory (U&G) states that individuals actively
choose media to meet specific needs and desires (Katz et al., 1973). It emphasises
that people select media content that aligns with their interests and fulfils their
diverse needs, including information, entertainment, social integration, or personal
identity (Rubin, 1994; Ruggiero, 2000). This theory recognises that each person’s
psychological and social differences influence their media choices and how
they engage with content (Alhabash & Ma, 2017; Falgoust et al., 2022). It also
underlines that the more a media source satisfies an individual’s needs, the more
likely they will continue using it (Kircaburun et al., 2020; Phua et al., 2017). This
perspective accounts for the active role of audiences in selecting, interpreting and
interacting with media, offering insights into why and how people engage with
different forms of media. In this line, by applying U&G theory in the gamification
context, the present study answers why consumers consume and engage with
gamified content on digital platforms. Moreover, as gamified content is an
amalgamation of digital content and gaming elements, U&G studies related to
digital content platforms, formats and online games were thoroughly reviewed
while developing the theoretical framework (see Table 1).

The U&G studies (see Table 1) demonstrate that consumers have multifold
motives to engage with digital content platforms, formats and online games.
Hence, based on the deductive review method, our study proposes a theoretical
framework guided by the uses and gratifications theory. The proposed framework
coherently describes why consumers interact with gamified content on digital
platforms such as social media, the company’s website, online brand communities,
vlog channels and blog pages. The theoretical framework elaborates on six pioneer
motivations to consume and engage with gamified content: Information-seeking,
Entertainment, Achievement, Novelty-seeking, Social Interaction and Competition
(see Figure 1). Following is a detailed explanation of the six major motivations
identified under U&G theory:

Information-seeking: In the context of gamification, ‘information-seeking’
refers to the process by which consumers actively look for knowledge in a
gamified setting to accomplish their objectives, deepen their understanding and
perform better (Arya etal., 2023; Panigrahi et al., 2018). It is a theoretical construct
for understanding how consumers interact with information in gamified systems
and incorporates elements from cognitive psychology, information science and
game design (Arness & Ollis, 2023; Sharma et al., 2024). Information-seeking
behaviour can take many different forms in gamification, including missions and
quests, in-game resources, tutorials and manuals and feedback.

Entertainment: ‘Entertainment’ in gamification refers to the enjoyment, pleasure
and satisfaction that consumers experience in a gamified environment (Arya et al.,
2023; Li et al., 2015). This construct dwells on features like comedy, surprise and
excitement (Chan-Olmsted & Wang, 2022), which improve emotional interactions
and make gamified activities more appealing. By infusing entertainment elements
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Gamification Outcomes

Customer engagement
Information

-seeking

Impulsive buying
@ Enhances the impact of
advertising
Fosters user-generated content
- Collects consumer data

Social
interaction

Brand awareness
Brand love

Brand loyalty

Competition

Figure |. Proposed Theoretical Framework.

into gamified systems, marketers can build experiences that are not simply
educational or utilitarian but also entertaining, intriguing and memorable (Lai &
Langley, 2023; Wu et al., 2010). This helps to increase engagement, motivation
and pleasure, resulting in more effective and successful gamification applications
in a variety of contexts, including education, marketing, finance, healthcare and
workplace productivity.

Achievement: ‘Achievement’ in the gamification environment encompasses
‘goal-setting, progress tracking, and rewards’ to inspire and involve consumers
in attaining specific benchmarks or milestones inside a game (Yee et al., 2012).
In gamification, achievement is a key tool for driving consumer behaviour and
promoting valuable growth. It fosters a sense of progress and advancement as
consumers work towards their objectives and accrue accomplishments (Li et al.,
2015; Moro et al., 2019). Progression systems, such as levelling up, unlocking
novel content, or gaining access to new features, give consumers a tangible
depiction of their journey and encourage them to continue participating and
investing in the gamified experience (Yilmaz & Coskun, 2016).



Gupta et al. 17

Novelty: ‘Novelty’ in gamification denotes the incorporation of new, surprising and
unique elements into a gamified system to grab attention, arouse curiosity and maintain
engagement (Arya et al., 2023). In gamification, novelty is essential to boost
consumers’ interest and motivation via new and interesting experiences that break
away from monotony and repetition (Menon, 2022; Sherry et al., 2006). Novelty can
be accomplished by using distinctive themes, locations and narratives that set a
particular gamified system apart from others and yield an immersive experience.

Social Interaction: ‘Social interaction’ in gamification highlights the social
qualities of a gamified system that allow for communication, cooperation,
competitiveness and community development (Arya et al., 2023; Wu et al., 2010).
Gamification platforms frequently include social networking features that enable
consumers to communicate and establish relationships with others (Chen & Peng,
2023; Li et al., 2015). These features may include friend lists, messaging options
and individual profiles, which enhance social interactions and help to create and
manage social networks.

Competition: In the context of gamification, ‘competition’ symbolises the
inclusion of competitive features and dynamics into a gamified system to imbibe
a sense of challenge and accomplishment (Jaskari & Syrjéld, 2023; Sherry et al.,
2006). In gamification, competition benefits from the innate human need for
comparison and motivates consumers to strive for perfection, improve their skills
and achieve their tasks (Xi & Hamari, 2019). Gamified systems regularly award
victory badges, trophies, or accolades to consumers who exhibit excellent
performance or proficiency in certain tasks or activities (Li et al., 2023). These
prizes act as indicators of accomplishment and status, encouraging them to
compete with one another and seek recognition and prestige.

This comprehensive description aptly demonstrates the importance of evoking
and satisfying these six motivations that excite customers to consume and engage
with gamified content on digital platforms, paving the way to several positive
outcomes for the brands.

Positive Outcomes of Gamification as a Tool of
Digital Marketing

The various positive outcomes that gamification as a tool of digital marketing
yields for the brands in the current market scenario are explained as follows:

Customer Engagement (Bousba & Arya, 2022; Charry et al., 2023;
Eisingerich et al., 2019)

Gamification can be a valuable digital marketing tool for business houses trying
to increase and engage their customer base. By necessitating customer involvement
and interaction, gamification establishes itself as an excellent tool for increasing
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customer-brand engagement on digital platforms. Contemporary research has
evidenced that gamified mobile applications and websites could strengthen
customers’ interactivity, passion and involvement with a specific brand and enable
them to effectively participate and exchange ideas with others in brand community
conversations and activities.

Brand Awareness (Abou-Shouk & Soliman, 202 1;
Eppmann et al,, 2018)

With increased customer engagement, gamification offers an impactful foundation
for business houses to raise awareness among consumers across a variety of digital
channels, including social media, mobile applications and brand communities.
Academics and professionals in the marketing field have concluded that companies
should use immersive marketing techniques like gamification to boost consumer
engagement, which raises brand awareness by instigating a sense of familiarity
among the target audience.

Brand Love (Hsu & Chen, 2018)

Brand love may be described as ‘the level of deep inner attachment a pleased
consumer feels to a specific brand’. Previous research has proved that the
capability of an online game to deliver hedonic values such as fun, excitement,
entertainment and pleasure often promotes a feeling of love among users.
Similarly, digital gamified content makes customers feel happy and entertained,
rendering them to love the brands.

Brand Loyalty (Behl et al., 2023; Hwang & Choi, 2020)

Customers’ level of commitment to a specific brand, or their likelihood of
repurchasing it under different circumstances, is known as ‘brand loyalty’. Prior
research studies have shown that gamification can substantially escalate brand
loyalty among consumers owing to the higher levels of engagement and trust it
generates. Moreover, it has also been found that gamified applications and
websites are known to have multiplying effects on consumer brand loyalty as
compared to non-gaming ones.

Impulsive Buying (Jang et al., 2018; Zhang et al., 2021)

Gamification can act as an effective means for brands to promote impulsive buying
among consumers who visit their websites and social media pages on a regular basis.
Prominent brands such as Nykaa, Dominos and Earth Rhythm provide limited-time
offers and discount vouchers to potential customers via gamified content valid for a
few minutes. Consequently, consumers immediately make purchases to grab the
limited-time deal, leading to increased sales and revenue for the brands.
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Enhances the Impact of Advertising (Ghosh et al., 2021;
Mishra & Malhotra, 2021)

The extant literature attests to the mitigating effect of gamification on the negative
consequences of traditional advertising. In-game advertisements (IGA) are often
viewed as an intrusion when interrupting the normal progression of an online
game. Hence, marketers must design and develop in-game advertisements with
greater significance to reap their great potential and optimise profits. To achieve
this goal, the cultivation of the concept of ‘advergame’ is a welcoming step. These
games are intentionally designed to serve as advertisements for brands, with
entertainment content resembling traditional gaming forms. Advergames combine
the fun gaming element with brand knowledge and, therefore, positively engage
potential consumers without any feeling of interruptive advertising.

Fosters User-generated Content (Moro et al., 2019)

Business houses can use gamification to capitalise on low-cost user-generated
content (UGC) that enhances brand engagement and awareness and attracts new
consumers. For instance, Duolingo, a language-learning app, mobilises gaming
elements such as progress metres and coins to create user-generated content. The
app rewards users with coins for achieving benchmarks and motivates them to
share their accomplishments on social media. Along with publishable UGC,
Duolingo invites user feedback on the overall training experience, which leads to
improved app visibility and promotion.

Collects Consumer Data (Cook, 2023; Noorbehbahani et al., 2019)

Companies can leverage gamified content to persuade customers to share their
personal information, making future marketing campaigns more manageable and
impactful. Surveys, quizzes and polls are excellent tools for gamifying customer
data collection. This is especially true when participants may win incentives like
in-app badges or discounts on specific products or offerings. Brands like The
Derma Co. and Snitch tacitly design their promotional campaigns using
gamification to collect consumers’ demographics and contact details to dispense
future marketing offers.

Implications

The present study boasts of theoretical as well as practical implications. First,
the study contributes to the extant body of literature related to gamification.
It proposes a theoretical framework based on the theory of uses and gratifications.
The literature review depicts that consumers have diverse motivations to consume
digital content on digital platforms, formats and online game portals. Based on the
deductive review methodology, this study put forward a theoretical framework
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incorporating six pioneer motivations: information-seeking, entertainment, achieve-
ment, novelty-seeking, social interaction and competition. These motivations define
why consumers consume and engage with gamified content on various digital
platforms and, therefore, can also be studied as ‘sub-constructs of gamification’
(see Figure 1). Moreover, the present study also deliberates in detail on the role of
gamification in modern-day marketing and how it benefits marketers in achieving
customer-centric goals, such as engagement, awareness and loyalty.

Second, the study yields valuable insights for digital marketers who embed
gamification in their digital marketing strategy. The current study professes the
vitality of considering the six prime motivations while designing the gamified
content. Ensuring the efficient and effective satisfaction of these motivations will
multiply the impact of gamified content, reaping several advantages for the
customers as well as marketers. The current article also lists the various positive
outcomes marketers can enjoy using gamification. These outcomes include
customer engagement and awareness, increased brand love and loyalty, impulsive
buying, advertising effectiveness, user-generated content creation and consumer
data collection. All these favourable outcomes attest to the growing spectrum of
gamification in the marketing domain.

Limitations and Future Research Agendas

The study also unveils future research agendas for academics and practitioners.
First, as the study is conceptual, an empirical investigation is suggested to
validate its proposed theoretical framework. Future research scholars can test
the theoretical framework in relation to multiple moderators, mediators and
outcomes to enrich the gamification literature. Second, the study claims to be
a literature review; however, it does not employ any particular literature
review technique that might be able to capitulate answers to the research
questions in a more presentable manner. Hence, future research scholars can
apply well-known literature review techniques such as systematic literature
review, bibliometric analysis, scoping review and framework-based literature
review to explore the study’s research questions. Lastly, as gamification in
marketing is a recent blooming trend, it will be interesting to note the impact
of artificial intelligence on its design and delivery. Furthermore, future studies
can also focus on studying gamification and its innovative presence in the
virtual world of the metaverse.
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