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ABSTRACT

Theadventofsmartphonesrevolutionizedandtookthemarkettoanewlevel.Nowadays,majorityof
internetusersspendtheirmaximumtimeonsmartphones,specificallyonmobileapps.Theemergence
ofnumerousappsinsmartphoneswithgamesfeatureshasbroughtaboutadifferenttrend,mobileapp
gamification.Theemergingpopularityofsmartphonetechnologiesandtheirmobileappshaveled
variouscompaniestoengagetheirconsumerswithmobileapps,specificallythroughgamification.
Therefore,companiesgainconsumersattentionintegratetheirmobilemarketingintotheiroverall
marketingstrategy.Thisstudyexploresthedomainofconsumerengagementandtheirintentions
throughthegamificationofmobileapps.Theresearchfocusesonhowmobileappgamificationdrives
consumerengagementandtheirintentionsdrawinguponSDTandTAM.Usingsurveymethoddata
collectedfrom270respondents,dataanalysiswasdonewithstructureequationmodeling(SEM).
The findings assert that various featuresof gamificationofmobile apps (perceived easeof use,
perceivedusefulnessandenjoyment)haveasignificantinfluenceonconsumerengagement.However,
conveniencewasunexpectedlyfoundnottobesignificantlyassociatedwithconsumerengagement.
Additionally,consumerengagementwasfoundtobeassociatedtosmartphoneuser’sintentionstouse
gamificationofmobileapps.Theresultsofpresentstudyhavetheoreticalandpracticalimplications.
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INTRODUCTION

Smartphonehaschanged thewayweconnect tocustomers. Ithasaltered themarketdynamics
completely.Inaddition,theuseofmodernwirelessgadgetsforinstancesmartphonesispervasive
andmakepossibletoaccessimportantinformationande-transactionsubiquitously(Alfahletal.,
2012,Sarmahetal.,2017a).Fasterconnectivity,affordablesmartphonesandserviceshas led to
anexponentialgrowthofmobile internetusersacross theworld.Astudyshowsthat89%of the
timeisspentonmobileappsbyaconsumer.Thisisduetoaffordabilityoftime,convenienceand
compatibility (Kim & Baek, 2018). Smart phone apps are also interactive and create an instant
connectwiththeconsumer(Royetal.,2017).Thisleadstoincreaseddownloadsofmobileapps
byconsumer.However,ithasseenthatthoughthemobileappsaredownloadedfrequently25%of
themgetshunnedimmediately.Also,26%ofthemareusedonlyonce.Thisshowsthatmobileapp
retentionisachallengeto thecompanies.Astoday’sconsumerissociallyandlocallyconnected
(Marsden&Chaney,2013)andtheconnectionofconsumersmobility,sociabilityandlocalitygives
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adifferentperspectivetowardstheirbehavior(Jainetal.,2018).Itrequiresathoroughknowledgeof
theirbehavioranddesigningofaneffectivemobileappengagementstrategy.Weneedtolookata
relationalviewratherthanatransactionalviewtomaketheconsumerengagementmoresustainable
(Kamboj&Sarmah,2018b).

ThemodelssuchasTAM(TechnologyAcceptanceModel)andSDT(SelfDeterminationTheory)
givesusaperspectiveonhowtechnologydrivesconsumerengagement.TAMdealswithadoption
andacceptanceoftechnologybyconsumer,whichleadstoeaseofuseandeffortenhancement.SDT
ontheotherhandtalksaboutthemotivationbehindconsumerchoiceswithoutexternalinfluence.
Bothofthesetheoriesshowusthepathtomobileengagementintentionofconsumers.Consumer
engagementisaveryintricateandchallengingissueforcompanies.Thisisduetothefactthatretention,
involvement,commitmentandpurposeareverydifficultthingstobeinculcatedinaconsumerwhere
thechoices andoptionsareveryhigh.Consumerengagement is apsychologicalprocess,which
involvesdynamism,devotion,interactionandpurpose(VanDoornetal.,2010).Thus,themobile
technologiesoffervastopportunitiesforusers’interaction(Alhammad&Gulliver,2014).Forthe
presentstudy,consumerengagementisdefinedastheintensitywithwhichaconsumerparticipates
inanorganisation’sofferingsandactivities,whicheitherpartiesinitiate(Viveketal.,2012).We
furtherourresearchbysuggestingthatdigitalinnovationhasledtoanexponentialriseinconsumer
engagementbyaddingafunorgameparttoit.

Withtheemergenceofmobilecommerceandnewdigitaltechnologiessuchassmartphonesthe
term“gamification”anditsusehasbecomepopularpractice.Thetechniquesofgamificationare
easilytransferablefromsoftwareoriginstotheworldofbusiness.Gamificationisatanascentstage
butisgrowingrapidlydaybyday.Thechallengeofconsumerengagementmakescompaniesintegrate
gamificationinbusinessprocesses.Thismakestheconsumerexperiencemorefun,enjoyableand
interactive.Italsogeneratesinterestintheproduct,andenhancesthebehaviorofconsumerpositively,
whichfacilitatesbettercustomerrelationship(Kambojetal.,2018b).Duetothis,anincreasingly
relevantquestioncomesintotheexistencethathowtooptimizethem-commercetomakethesuccessful
launchofbusinessactivities(Changetal.,2017).

Fromanacademicresearchperspectivealthoughnumerouscompaniesareconsideringgaming
inconsumerengagement(GartnerResearch,2016)butstillthereisaretentiondeficit.Thereisless
workdoneonmotivationengagement intentionofconsumers. Inaddition,consumer’s relational
processingofappengagementthroughgamificationshouldworkupon.Thereisalotofworktobe
doneinthedesignofgamethinkingforconsumerengagement(Harwood&Garry,2015).Thebelief
needstobecreated.

Thepaperfocusesongamification inmobileapps leading toconsumerengagementand the
variablesassociatedtoit.ThetheoryofTAMandSDTaretwomainschoolsofthoughtinthestudyof
consumerbehaviorintentionofinformationtechnologies.Theyexplainconsumer’behaviorintention
andtheirusagebehaviorcorrespondingly,butrequiresempiricalexamination(Xueetal.,2017).A
numberofdrivingfactorsofconsumerengagementwereidentifiedbasedonTAM(perceiveeaseof
use,perceiveusefulness)andSDT(convenienceandenjoyment)theories,andaconceptualframework
isdevelopedforpresentresearch.Thestudyfurtherconceptualizeshowconsumerengagementthrough
gamificationfacilitatescustomer’sintentiontousegamificationofmobileapps.

Theremainingpartof thisarticle ispresentedas follows. Initially, theconceptofconsumer
engagementisdiscussedwithrelevantliterature.Afterthattechnologyacceptancemodelandself-
deterministictheoryareexplainedincontextofthisstudy,Nextmethodologyisdiscussedfollowed
bydataanalysisanddiscussiononrelevantfindings.Lastly,implicationsarediscussedalongwith
limitationandfutureresearchwork.
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