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ABSTRACT

The chapter discusses the integration of gamification, social commerce, and live 
shopping in social media marketing, revealing how brands and content creators 
are transforming consumer engagement and purchase behaviour in real-​time. 
Gamification uses behavioural psychology to drive user participation and loyalty, 
social commerce facilitates seamless transactions within social environments, and 
live shopping transforms retail into immersive entertainment. Drawing on case 
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studies, industry trends, and theoretical frameworks, the chapter highlights the 
psychological impacts, ethical considerations, and regulatory implications of this 
evolution. It proposes a metacommerce ecosystem where gamified interactions and 
live digital experiences define the future of online consumerism.

INTRODUCTION

The advancement of digital technology and social media has transformed customer 
interactions with companies, information consumption, and purchase choices. In 
the last twenty years, influence marketing has transformed significantly, evolving 
from celebrity-​centric tactics in traditional advertising to customised and interactive 
techniques inside internet communities. Platforms like Instagram, Facebook, TikTok, 
and YouTube have transformed into social environments that serve as communication 
mediums, content distribution routes, product displays, and transaction venues. In 
this environment, social media has evolved from a simply promotional tool into a 
whole marketing ecosystem that integrates entertainment, social interaction, and 
sales conversion. This transition is propelled by three critical factors: extensive in-
ternet and smartphone adoption, growing confidence in user-​generated content, and 
developments in customisation and artificial intelligence technologies that provide 
increasingly pertinent and contextual user experiences.

Contemporary customers are not only passive recipients of marketing messages; 
they actively participate by commenting, sharing material, and assuming positions 
as micro-​influencers or brand advocates within a firm's communication plan. 
Acquisition choices have increasingly become impulsive, emotional, and social, 
due to the rising impact of internet communities and endorsements from reputable 
individuals. Three principal pillars enhance the efficacy of influence marketing in 
the digital era: gamification, social commerce, and live shopping. Gamification 
employs a behaviourally grounded strategy by integrating game components to 
foster enduring user engagement. Social commerce signifies the amalgamation of 
transactions with social connections, wherein the purchase process transpires or-
ganically inside the social media framework via user-​generated content, consumer 
evaluations, and algorithmic suggestions.

Simultaneously, live shopping presents an interactive sales model that amalgamates 
entertainment, real-​time interaction, and urgency inside a singular digital session, 
so converting the buying experience into an immersive live performance. These 
three techniques not only enhance one another but also establish a novel paradigm 
in digital consuming behaviour. They signify a shift from transactional marketing to 
immersive and participatory marketing, whereby emotional and social interaction are 
essential for fostering loyalty and conversion. In the context of a transforming digital 
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