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Abstract

Marketers utilize gamification as it provides an efficacious platform to communicate and reach
a large consumer base. Several studies exploring consumer behavior have highlighted the role
of gamification in diverse industries, including retail, tourism, and mobile technology.
However, the prior literature is not cohesive, so this study attempts to provide an overview of
the current state of gamification by linking it to consumer behavior. This study examines 68
publications from Scopus from 2012 to 2022, employing bibliometric and content analysis
while incorporating performance analysis, science mapping, and thematic analysis. In addition,
the study also identifies five clusters connecting gamification to the dimensions of consumer
behavior. These clusters include customer engagement, consumer experience, purchase and
behavioral intentions, consumer psychology, and technology & innovation adoption. In

conclusion, it proposes future research directions.
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THE MOTIVATION

* As mobile technology becomes more widespread, businesses are
urged to adopt gamification to attract customers' attention and
Increase sales (Eisingerich, Marchand, Fritze, & Dong, 2019).

®* At today times, the latest generation is the first to demonstrate a level of

technology expertise or comfort at such a young age (Szymkowiak, Melovié,
Dabié, Jeganathan & Kundi, 2021)
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®* Gamification is defined as the application of game elements in non-game

activities to engage with individuals (Deterding, Dixon, Khaled, & Nacke,

2011).

®* Gamification uses game components such as badges, challenges, and
leaderboards in non-game contexts such as marketing, engagement, or any
commercial activity (Huotari & Hamari, 2016; Tanouri, Mulcahy, & Russell-
Bennett, 2019).

®* Nowadays, gamification is a technology that helps organizations deliver a

superior experience to their customers.



®* Consumers have been an integral part of Gamification (Hollebeek et al., 2021;
Mishra & Malhotra, 2020); hence many consumer-focused studies on gamification
have been undertaken, but very few has carried out a literature review synthesizing

such studies. Therefore, this study reviews and compiles studies from 2012 to 2022.

®* Behl, Jayawardenqa, Pereira, Islam, Giudice, and Choudrie (2022) conducted a
systematic review and bibliometric analysis, but their concentration was on e-learning
and young consumers. Meanwhile, this study assesses consumers as a whole, not
pandering to any particular industry. These generalizations allow for expanded

applicability in a variety of industries.



RESEARCH AIM

®* This study aims to offer an understanding and
philosophical framework of gamification in the

context of consumer behavior.
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RESEARCH QUESTIONS

RQT1: What is the recent trend in the dissemination of articles on gamification and consumer
behavior?

RQ2: What are the most prominent studies on the interplay between gamification and consumer
behavior?

RQ3: Which authors have exerted the utmost impact on the application of gamification towards
consumer behavior?

RQ4: What is the present state of collaboration among authors involving gamification and
consumer behavior?

RQS5: What themes are prevalent in studies on gamification and consumer behavior?

RQ6: What are the domain-specific future directions for consumer behavior in the context of
gamification?
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DATA
COLLECTION

328

Keywords used: “Gamification” OR
“Gamified” OR “Gamifying” AND
“Customer” OR “Customer Engagement”

103

Filter: SUBJECT (Business Management
and Accounting)

F 3

Filter: Journals only and English
Language

F
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ANALYSIS AND FINDINGS
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* The future directions are based on the three aspects, I.e., theory, method, and
context, articulated by Paul and Criado (2020).

* Theory - Negative aspects of gamification, such as how subversion of game
mechanics influences complaint behavior, can be investigated in the future
(Harwood & Garry, 2015).

°* Method - There iIs an Imperative need to Investigate qualitative methods In
gamification, for which researchers may explore text mining and sentiment analysis
In the future.

* Context - Up to this point, all research has been conducted with B2C businesses In
mind; however, B2B gamification research iIs also plausible (Hollebeek et al., 2021).



CONCLUSION

This research has contributed to the discipline in a variety of ways. First, it begins with a
comprehensive analysis and discussion of recent trends in this field. Second, it develops a
social structure within this industry. Third, it outlines key themes in the realm of consumer
behavior within the gamification context. Fourth, it gives a conceptual underpinning for this

field. Finally, it deliberates potential future research avenues.
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