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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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