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Guest Editorial 

Gamification in marketing 

Gamification today is a widely trusted and applied technique to 
encourage engagement. The strength of gamification as a phenomenon 
rests in redesigning services and systems to replicate experiences similar 
to those shaped by games, thus driving individuals towards a specific 
targeted behaviour (Koivisto & Hamari, 2019). Defined as a means to 
enhance the overall consumer experience (Huotari & Hamari, 2012), 
gamification is increasingly being used by marketers in varied ways to 
motivate customers to engage with brands. The concept has led to the 
integration of utilitarian and hedonic systems, making it one of the most 
assuring and compelling strategies of the future (Koivisto & Hamari, 
2019) 

Prior studies have widely acknowledged the impact of gamification 
elements in eliciting high levels of engagement (Hamari & Koivisto, 
2014; Harwood & Garry, 2015; Kuo & Chuang, 2016; Krishen, Dwivedi, 
Bindu, & Kumar, 2021; Yang, Asaad, & Dwivedi, 2017). The use of 
gamification to increase engagement has been explored in the context of 
several domains, including business energy conservation, education, 
health and fitness, sustainable behaviour, crowdfunding (Morford, 
Witts, Killingsworth, & Alavosius, 2014). Recent studies have also 
strengthened the application of the concept in various areas of mar-
keting, including Consumer Loyalty (Hwang & Choi, 2020), online re-
views (Moro, Ramos, Esmerado, & Jalali, 2019), Brand Love (Hsu & 
Chen, 2018), Behavioural Engagement and Purchase (Ghosh, Sreejesh, 
& Dwivedi, 2021; Jang, Kitchen, & Kim, 2018), Customer engagement 
(Eisingerich, Marchand, Fritze, & Dong, 2019; Sreejesh & Ghosh, 2021), 
engagement in online co-creation communities (Leclercq, Hammedi, & 
Poncin, 2018) and intrinsic need satisfaction (Xi & Hamari, 2019). 

Research in gamification is witnessing recent advancements, with 
scholars investigating its potential in new domains and recognizing its 
further applications in already investigated fields. Gamification 
Research in education, for instance, has seen an evolutionary trajectory. 
Researches are endeavoured to get a more profound understanding of 
how gamification can serve as an effective tool for better student 
learning and engagement and also understand how gamification works 
differently for different gender, generations, personality types, plat-
forms, brand memory, and leaderboard positions (Legaki, Karpouzis, 
Assimakopoulos, & Hamari, 2020; Denden et al., 2021; Ghosh et al., 
2021; Murillo-Zamorano, Sánchez, Godoy-Caballero, & Muñoz, 2021; 
Xu et al., 2021; Bai, Hew, Sailer, & Jia, 2021; Sreejesh, Dwivedi et al., 
2021). Studies in sustainable behaviour also seem to have been drawn 
towards understanding the role of gamification in motivating in-
dividuals to engage in sustainable behaviours like backcasting, climate 
change, and recycling behaviour (Mandujano, Quist, & Hamari, 2021; 
Douglas & Brauer, 2021; Hsu & Chen, 2021). 

Gamification has further found its grounding in crowdfunding 

related studies, and its application has been studied to examine its role 
in promoting participation and engagement in donation-based crowd-
funding campaigns (Golrang & Safari, 2021; Behl & Dutta, 2020). The 
integration of gamification with cutting-edge technologies like 
augmented and virtual reality is also emerging as one of the potential 
future research areas (Donnermann et al., 2021; de Paula Porto, de 
Jesus, Ferrari, & Fabbri, 2021; Spil, Romijnders, Sundaram, Wickra-
masinghe, & Kijl, 2020; Chávez, Rodríguez, & Gutierrez-Garcia, 2020; 
Nguyen & Meixner, 2020). 

Despite strong evidence supporting gamification as an established 
technique to promote positive behaviours, researchers are interested to 
understand the dark side of gamification. Recent publications have 
attempted to investigate its dark side and have proven its negative 
impact on employee engagement and well-being (Hammedi, Leclercq, 
Poncin, & Alkire, 2021). Further, Yang and Li (2021) proved that 
competition and interactivity, considered as key gamification design 
components, invade individuals’ privacy, leading to overload and 
exhaustion. 

Notwithstanding the tremendous enthusiasm around the phenome-
non, gamification is still in the exploratory phase of its trajectory (Koi-
visto & Hamari, 2019; Helmefalk & Marcusson, 2019). There is a lack of 
coherence in research models studied to establish gamification in 
diverse contexts and further methodological gaps, lack of uniformity in 
measurement models and instruments (Koivisto & Hamari, 2019) and an 
absence of strong evidence-based research in understanding individual 
psychological characteristics on gamification adoption. 

It is also imperative to understand the long-term outcomes of 
engaging with a gamified system. There can be undiscovered positive 
outcomes and unknown negative consequences of engaging with such 
platforms over an extended period. Also, very few studies have focused 
on and appreciated the differential effect of gamification on individuals 
with varying demographic and psychographic characteristics. The 
practicality of the technique nevertheless requires strong pieces of 
research evidence to be adopted by the industry. Exploration into the 
dark side of gamification is in the initial stages, and much is still un-
known and needs to be examined and explained. Does gamification 
intuitively and positively encourage behaviours or manipulates the 
outcomes? Similar ethical concerns related to gamification should be 
questioned and understood before accepting it as an approved and su-
perior mechanism. 

Thus, there seems to be a growing and pertinent need to provide new 
scholarly insights to comprehend its true strength and applicability. This 
special issue aims to provide a renewed perspective to the concept of 
gamification by bringing out the influences of gamification in many new 
research contexts. It also seeks to fulfill the gaps posed by past 
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researches and reviews on gamification. 
This special issue attracted submissions from gamification re-

searchers worldwide. After a rigorous review process, seven articles 
were selected to be included in the special issue. The following section 
briefly describes the contribution of each of the selected articles to the 
gamification literature. 

Acknowledging the paucity of research linking gamification to im-
pulse buying in e-commerce, Zhang, Shao, Li, and Feng (2020) develop a 
theoretical model to test the impact of gamification mechanisms of re-
wards giving and badges upgrading on impulse buying during the 
“Double Eleven” shopping festival. The study provides unique insights 
by splitting gamification into economics-related (rewards giving) and 
achievement-related (badges upgrading) categories and then analyzing 
their respective roles in influencing consumer buying behavior in the 
online marketplace. Their empirical results suggest that the two mech-
anisms are positively associated with perceived enjoyment and social 
interaction, which in turn influence consumers’ impulse buying. Using 
multi-group analysis, the study further demonstrates the differential 
effect of gamification mechanisms on gender and age by establishing 
that achievement-related gamification mechanism is preferred more by 
males and younger digital natives. In comparison, females and older 
digital natives are motivated by economics-related gamification mech-
anisms. The study is able to confirm the impact of gamification on im-
pulse buying empirically. It provides practical guidelines for developers 
and operators of online purchase platforms to integrate effective gami-
fication mechanisms and features to attract more participants and in-
crease consumers’ impulse buying across different groups of users. 

Hollebeek, Das, and Shukla (2021) delve into the ramifications of 
using gamification within loyalty programs to improve their effective-
ness through greater customer engagement. Using insights gained from a 
review of independent literature on gamification, customer engagement, 
and loyalty programs, they develop an interesting concept of Gamified 
Loyalty Program Engagement (GLPE) by analyzing the behaviors of 
members of loyalty programs. While purchase is a direct and more easily 
measured outcome, the researchers pay more attention to the indirect 
contributions (such as advocacy of the loyalty programs to others), 
which they classify using existing research, as autonomous (vs. inter-
dependent)-, selfless (vs. self-seeking)-, control (vs. laissez-faire)-based-, 
collaborative (vs. competitive)-, individual (vs. generic)-, and calculated 
(vs. non-calculated). They propose intrinsic and extrinsic motivation as 
major drivers of this concept and use self-determination theory to 
develop a conceptual framework that exhibits the corresponding impact 
on customer brand engagement value (CBEV). Thus, they recommend a 
strategic path to increase the effectiveness of a GLP design by factoring 
in both intrinsic and extrinsic user motivations, with a higher focus on 
promoting users’ indirect contributions. 

Acknowledging the exemplary rise of Pokémon Go as one of the most 
popular and profitable games since its launch in 2016, Hsiao and Tang 
(2021) present a pioneering study investigating the role of continuous 
play and the players’ willingness to visit tourist attractions to catch rare 
Pokémon. The research employs the stimuli-organism-response (S-O-R) 
model and treats players’ post-adoption behaviors as the outcome 
response of the players’ internal states (gamified experience), triggered 
by environmental stimuli (i.e., social and media influences). The results 
show that stimulus effects, such as social stimuli (critical mass and social 
interaction) and media stimuli (content timeliness and media richness), 
have a significant impact on the players’ internal gamified experience 
(attachment and conformity), which in turn affect their visit intention to 
catch creatures at certain attractions and to continue playing Pokémon 
Go. Thus, there are many useful insights for both academicians and 
practitioners from the study, including suggestions for enriching con-
tent, designing promotional plans, live broadcasts and creation of a 
critical mass of game players that can generate better business for game 
companies, stores as well as tourism sites. 

Advertisements are often perceived as an intrusion when they break 
the flow of a program, content, or online game. Therefore, In-game 

advertising (IGA) needs to be designed in a more meaningful manner 
if marketers want to leverage its high potential to maximize their 
returns. Adopting an amalgamation of psychological ownership and 
schema theory, Mishra and Malhotra (2020) examine the impact of 
gameful experience (GFUL) on the attitudes of online gamers. They 
argue that perceived in-game advertisement effectiveness (PAE) and 
psychological ownership towards game (PO) can counter the unfavor-
able outcomes of advertising intrusiveness (AI). The research results 
provide specific insights both to advertisers and gaming communities 
and attest that with better-designed advertisements aiming to create a 
greater sense of ownership, adverse effects of advertisement intrusive-
ness can reduce. It is explicated that if games are designed with lower 
difficulty levels, enjoyment and engagement increase as gamers become 
more involved and believe that they will score a win. Gamers’ psycho-
logical ownership of the game increases their association with the game, 
and the presence of IGA does not intervene in their response to the game. 
Thus brands and game developers need to customize the game prefer-
ence of the players for more effective and acceptable advertising styles. 

As data continues to be the new oil of the world, effective informa-
tion management holds the key. It is particularly tricky when the in-
formation exchange is happening between different people as the 
challenge is to be able to provide the right information, at the right time, 
in the right place, in the right way, and to the right person. Against this 
background, Weretecki, Greve, Bates, and Henseler (2021) investigate 
whether gamified experiences in a multi-actor service ecosystem can be 
used to encourage and improve customers’ information exchange 
behavior. This study is the first to apply a holistic experiential value 
approach using value-attitude-behavior (VAB) model to a gamified 
experience to assess the many simultaneous interactions and dynamic 
relationships within multi-actor service ecosystems in multisensory 
physical environments. The authors study antecedents and outcomes to 
provide a scalable measurement instrument that can be applied suc-
cessfully to gamified experiences ranging from simple to complex 
customer-interface interactions for better strategic implementation. 

Another impactful, interesting and yet underdeveloped area of 
application of gamification is sustainability marketing. In their paper, 
Whittaker, Mulcahy, and Russell-Bennett (2021) use a gamified app that 
encourages test participants to adopt sustainable energy behavior of 
turning off electricity switches. The authors utilize affect-as-information 
theory to analyze the interrelationships between flow, customer 
engagement, value-in behavior, and intentions to perform sustainable 
behavior. The study provides important theoretical and practical in-
sights into how consumers’ experience and engagement with a gamified 
system can transfer into improving sustainability outcomes, namely, the 
value consumers perceive in performing sustainability actions and their 
intentions to perform sustainability behavior, which has always been a 
challenge for sustainability marketers. 

Aydinliyurt, Taskin, Scahill, and Aysegul (2021) investigates the 
dual effect of Behavioral Activation System (BAS) and Behavioral Inhi-
bition System (BIS), with the former indicating natural motivational 
propensity towards reward and the latter towards eluding punishment. 
The study introduced reward systems to examine their role in deter-
mining individuals’ satisfaction and continuance intention to engage in 
gamified mobile applications. The study presented quite interesting and 
insightful results contradicting some hypothesised assumptions. It was 
found that BAS drive did not play any significant role in influencing 
satisfaction and post-adoption engagement with the gamified mobile 
application. However, BAS fun seeking did have a positive effect on 
continuance intention but none on satisfaction. Alternatively, BIS 
negatively influenced satisfaction but seem to have no role in driving 
continuous intention. The study provides significant implications both 
for theory and practice by proving the supremacy of rewards over goals 
and that punishment cues should be carefully introduced as they might 
make the gamified environment intensely negative, leading to dissatis-
faction and possible future disengagement. 

As detailed in the previous section, this special issue consists of 7 
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articles covering different dimensions of gamification as a technique. 
The papers included in this special issue provide some very interesting 
and valuable theoretical and practical insights into the applicability of 
gamification as a technique and its effective utilization in promoting 
diverse behaviours. Some significant future directions that emerge from 
the special issue propose using longitudinal, experimental, and neuro-
psychological designs in gamification research, studying gamification 
design elements in isolation to understand how different are their in-
dividual and synergistic contributions, acknowledging gender and age 
disparities in designing gamified platforms, employing new theoretical 
lenses to examine and analyze emergent nomological networks and 
exploring the potential and applicability of gamified ecosystems in B2B 
and multi-actor service contexts. 

Despite the relevant contributions made by the accepted papers and 
the recently published scholarly work exploring gamification in novel 
domains, there is still an urgent need for further research in the gami-
fication space to establish its acceptability as a superior technique of the 
future and recognize perspectives and viewpoints that still hugely 
remain untouched and unexplored. 
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