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ABSTRACT

The rapid growth of the e-commerce sector has

intensified competition among platforms,
making the implementation of gamification
strategies crucial for maintaining a dominant
market position. This research investigates the
interplay of gamification elements, visual

design, immersion, and impulsive buying

behavior in the context of Indonesian e-
commerce platforms, given the heightened
competition. Utilizing a survey with 348 valid
responses, Structural Equation Modeling (SEM)
in SmartPLS 4.0 was employed for analysis. The
that

tangible

study reveals gamification elements,

particularly rewards, positively

influence  user immersion, consequently
mediating impulsive buying tendencies. This
highlights the significant impact of gamification
on consumer reactions and overall user
experience, emphasizing its value in influencing
consumer choices. The findings contribute to
existing literature on gamification in e-
commerce platforms using the S-O-R theory and
provide insights into the link between user
immersion and impulsive buying, offering
valuable guidance for marketing strategies in

this underexplored area.
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INTRODUCTION

In recent years, e-commerce has had a phenomenal growth boom. The
competition between e-commerce platforms in this sector is getting more
intense. As a result, it's crucial for e-commerce to comprehend the components
that improve their performance, not just in transaction activity but also their
customer relationship management in order to ensure their continued
competitiveness and market dominance.

Gamification has become a popular marketing strategy in the e-
commerce industry. According to a study by Gartner, in 2022, over 70% of large
companies will use gamification techniques to enhance user engagement and
work efficiency. Many non-game sectors have adopted gamification methods as
a tool to build user relationships, such as education, banking, tourism, and
hospitality (Deterding et al., 2011; Robson et al., 2015). The adoption of game
elements like points, levels, achievements/badges, and rewards can encourage
more active participation and higher interaction (Anagnostopoulou et al., 2018).

Gamification is an approach that incorporates game elements into non-
game contexts to motivate and engage users (Deterding et al., 2011). In the e-
commerce context, the use of gamification features can enhance customer
engagement by providing incentives, challenges, and rewards that encourage
active participation. Gamified products not only bring many active users to the
e-commerce platform but also create opportunities for users to socially interact
through gaming platforms, utilizing shopping coupons they earn by playing
games, engaging in public welfare activities, participating in poverty alleviation
efforts, and to draw players in (Goethe, 2019). Gamification can boost product
conversion rates, increase brand loyalty, and trigger for impulsive buying
(Hwang & Choi, 2020; Tarmidi & Gumilang Setiawan, 2022)

Recent studies show a positive correlation between gamification and
brand engagement (Apenes Solem, 2016; Hollebeek et al., 2021; Xi & Hamari,
2020), brand love (Tsou & Putra, 2023), brand attitude (Smith, 2020), brand
loyalty (Gandasari & Mauritsius, 2023; Hwang & Choi, 2020), and impulse
buying (Tarmidi & Gumilang Setiawan, 2022; Thanh et al., 2023). The research
on the relationship between gamification and impulse buying is still relatively
limited, and a comprehensive explanation regarding the role of reward levels
and tangible rewards as potential influencing factors still needs to be improved.
Gamification and marketing research, however, is still in its early stages
(Raman, 2020). In particular, further study is needed to examine the
relationship between brand outcomes and the perceived value of gamification.
Therefore, in order to inform the future application of gamification in
marketing, it is crucial to identify which elements of perceived value impact
brand outcomes. There are still very few studies that investigate impulsive
buying as a consumer behavior outcome in the context of gamification.

Many e-commerce platforms, such as Shopee, Tokopedia, Lazada, Blibli,
Bukalapak, and others, have adopted gamification in their application systems.
E-commerce companies employ game design to enhance consumers' enjoyment
while using their applications. One example is the provision of rewards upon
completing missions, which motivates consumers to continue completing
missions to earn rewards. This motivation eventually gives rise to an immersive
feeling in consumers. Immersion refers to its depth level, where consumers feel
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fully involved and connected with the e-commerce environment. At this level of
depth, consumers feel as if they are genuinely within the e-commerce platform.

While numerous research have examined the relationship between
gamification and impulsive buying, but they have primarily focused on general
elements and to the best of our knowledge, no research links it to immersion
(Smith, 2020; Torres et al., 2022), there is a gap in understanding the specific
mechanisms through which these elements contribute to user immersion.
Research in this area can provide empirical evidence linking immersion to
impulsive e-buying, which is a fundamental goal for businesses seeking
sustainable success in the digital realm. Further, existing empirical research
often generalizes the impact of gamification across various industries.
However, it is crucial to recognize that different industries may experience
distinct effects of gamification on user immersion and brand loyalty.
Conducting industry-specific studies can offer targeted insights into this
relationship.

LITERATURE REVIEW
§-O-R Theory

The S-O-R Model serves as a conceptual framework for understanding
how external factors impact an individual's behavior (P. Yang et al., 2019). This
model, initially proposed by Mehrabian & Russell (1974), is structured around
three primary components: stimuli (S), organism (O), and response (R). As
described by Bigne et al. (2020), the model operates by considering an external
stimulus encountered by an individual at a specific moment, which, in turn,
influences the organism in the form of prior experiences, knowledge, beliefs,
attitudes, inclinations, intentions, values, motivations, personality traits, and
emotions. Subsequently, this influence leads to a response, such as an approach
or avoidance response.

While initially rooted in social psychology research (Shao et al., 2019), the
S-O-R Model has found application in the examination of online consumer
behavior by previous researchers (Kim et al., 2020). Gatautis et al. (2016)
introduced an integrated framework that employs the S-O-R Model to explore
how gamification influences online consumer behavior. According to (Gatautis
et al., 2016) framework, gamification elements are viewed as stimuli that elicit
specific responses from consumers, so do visual design, subsequently leading to
particular mental states. Once consumers attain the desired mental state, they
are then expected to decide whether to continue their engagement in the
gamified activity or discontinue their participation.

The intervention process, which encompasses both cognitive and
emotional facets that consumers undergo before arriving at a decision in
response to external stimuli, has been identified by Islam et al. (2020) and Naqvi
et al. (2021) as a fundamental element within the construct of the "Organism." In
turn, this "Organism" concept, encapsulates an individual's cognitive and
affective states, serving as an intermediary that connects external stimuli to
resulting responses. Our study posits that the incorporation of gamification
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elements within e-commerce platforms may wield an influence on how
customer’s immersion with the platform.

The organism processes stimuli, generating a response in the form of
consumer behavior (Islam et al., 2020; Mostafa & Kasamani, 2020; H. Zhang et
al., 2019). There are three primary categories of consumer behaviors in e-
commerce, namely, purchase intention, unplanned purchase intention, and the
intention to return (Koufaris, 2002). This study, however, specifically centers its
attention on the aspect of impulsive purchasing. Recent scholarly investigations
have embraced the SOR (Stimulus-Organism-Response) model to scrutinize the
online behaviors of consumers within the e-commerce domain. These inquiries
have delved into facets such as online repurchase intention (Zhu et al., 2020),
purchase intention (Liu et al., 2018), and impulsive buying intention (Zhu et al.,
2020). These studies have not only affirmed the interconnectedness of the SOR
model but have also served to augment the rational foundation of the present
study.

Gamification Elements

The incorporation of game elements into non-gaming contexts, a practise
commonly referred as gamification, has garnered considerable attention in
recent years (Deterding et al., 2011, Hosseini & Haddara, 2020; Robson et al.,
2015; Werbach Kevin & Hunter Dan, 2012). According to Deterding et al. (2011),
gamification is the introduction of game design aspects into non-game context
to increase stimulate engagement and improving experience. Burke Biran (2016)
also said that the goal of gamification is to change behaviour, develop skills,
and drive innovation among consumers. These researches prove that the role of
game elements in gamification are intentionally utilised to elicit specific
behaviours and enhance user experiences.

Koivisto & Hamari (2019) proposed, at a comprehensive level, three main
elements of gamification, namely capabilities implemented in the system
(affordances), services that lead to psychological outcomes, and then leads to
behavioral outcomes, the activities and behavior that you want to support and
motivated through gamification. Affordance refers to the various elements and
mechanisms that make up a game that help to encourage enjoyable experiences
within the system. Psychological outcomes refer to psychological experiences
such as competence, autonomy, and engagement, as well as enjoyment and
engagement. Behavioral outcomes refer to the behaviors and activities
supported through the use of a gamification system. When effectively utilised,
the incorporation of game elements has demonstrated its ability to transform
mundane jobs and activities into fascinating experiences that actively involve
and inspire people. As a result, gamification has emerged as a significant area
of research with far-reaching implications (Hamari et al., 2014).

Research by Klock et al. (2020) found and summarize numerous game
design, often referred to as gamification elements, encompass features such as
customization, badges, challenges, levels, competition, leaderboards, quests,
points, prizes, feedback, guilds, learning components, collections, social status,
engagement with social networks, imbued meaning, consequences, narratives,
signposting, choices, unlockable aspects, and the establishment of virtual
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economies. This study integrates a number of gamification elements commonly
found in e-commerce namely membership level and rewards.

H1: Membership level elements positively influence immersion in e-
commerce platforms.

H2: Rewards elements positively onfluence immersion in e-commerce
platforms.

Table 1. Gamification Elements

Name of Elements Description Study
Membership Level System to elevate (Koivisto &
member ranks based Hamari, 2019;

on meeting specified Thanh et al., 2023)
order quantities and
expenditure criteria.

Rewards Any benefits that the (Hwang & Choi,
user wins for his/her 2020; Mustikasari,
action 2022)

Source: Author’s own creation (2023)
Visual Design

Visual appeal pertains to the overall look of a product's packaging or
label, encompassing aspects like colors, shapes, brand representations,
illustrations, typography, and layout, all working together to create a
compelling impression for enhanced visual quality (Wirya, 1999). When a
product's packaging maintains a simple appearance and arranges its visual
elements systematically, it facilitates clear and easily understandable
communication, aiding in distinguishing between similar products (Singh,
2021).

The significance of a website's visual characteristics on visitor assessments
underscores the imperative for online enterprises to prioritize the aesthetic
value of their websites, given its pivotal role in facilitating communication and
information exchange (Amanah & Harahap, 2020) Aesthetic allure significantly
contributes to fostering a positive impact on website visitors, especially during
activities like information retrieval or transactions, thereby enhancing the
overall user experience (Lee & Jeong, 2012). This appeal encompasses a
spectrum of elements, including image quality, color schemes, animated effects,
music, and virtual features (Amanah & Harahap, 2020)

Seo et al., (2012)found that high human brand image appeal led to
increased visual attention and purchase intention. Ryu & Ryu, (2021) showed
that better product visuals increased arousal and processing fluency, which in
turn affected aesthetic appreciation and brand attitudes. Peng et al., (2017)
found that visually appealing products influenced consumers' perception of the
website, leading to positive attitudes. Finally, Di 2014 highlighted the
importance of visual attractiveness in fashion e-commerce, as it affects
consumer attention, interest, and engagement. These findings collectively
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indicate that visual appeal plays a significant role in influencing immersion in
e-commerce platforms.

H3: Visual design positively influence immersion in e-commerce
platforms.

Immersion

Immersion can be defined as the state of being deeply engaged, absorbed,
and focused in an activity or environment (Brown & Cairns, 2004). In the realm
of gaming, immersion is facilitated by the integration of various game elements
such as narrative, graphics, audio, and interactivity (Jennett et al., 2008). The
immersive experience is enhanced when players are transported into a world
that stimulates their senses and emotions, fostering a stronger connection to the
game environment. This heightened state of immersion in games has been
shown to positively impact the user experience and engagement (Klimmt et al.,
2010).

The integration of game elements to enhance immersion plays a pivotal
role in influencing brand loyalty. Gamification, a technique employing game
elements in non-gaming contexts, aims to enhance user engagement and
interaction (Deterding et al., 2011). The inclusion of game-like features within
brand-related applications and platforms can significantly impact brand
perception and loyalty (L. Zhang et al, 2021). For instance, badges,
leaderboards, and rewards are often utilized game elements that, when
strategically implemented, can intensify immersion and user engagement
(Seaborn & Fels, 2015). As users immerse themselves in these gamified
experiences, their affinity and loyalty towards the brand tend to strengthen.

H4: Immersion positively influence impulsive buying in e-commerce
platforms.

Impulsive Buying

Impulse buying occurs when consumers feel a sudden, strong desire to
purchase a product without deliberate consideration. This impulsive urge can
lead to shopping outcomes that differ from the initially planned shopping goals
and is frequently used as a proxy for online impulse purchases. Rook (1987)
suggests that impulse buying happens when consumers prioritize pleasure over
self-control. This means they quickly buy something they desire without much
thought because they're caught up in the excitement of getting that particular
item, overlooking other choices.

Shahida Nasreen (2021) found that demographics play a big role, followed
by the situation and personal factors. Huang & Suo (2021) looked into specific
things like our mood, surroundings, marketing, time, what's available, and how
we interact - all of which can influence how we buy. They even put individual
feelings into this situation group. Lo et al. (2016) found that how a website looks
and the deals it offers can really make people more likely to buy on impulse.
And Li et al. (2018) discovered that both the quality and quantity of comments
online can make people more likely to buy things on impulse.

Research indicates that people's age, income, and gender, particularly
females, tend to influence how likely they are to make impulse purchases (Yang
& Lu, 2013) Different marketing tricks, such as promotions, ads, store
atmosphere, music, and even scents, can nudge consumers into making these
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impulsive buys (Huang & Suo, 2021). Additionally, personal traits like
emotions, difficulty in controlling impulses, seeking pleasure, and being
impulsive play a significant role in these spontaneous buying behaviors.

This study suggests that impulse buying is mainly shaped by two things:
personal characteristics and the circumstances during shopping. Personal traits
include things like your age, income, and individual behaviors, while the
shopping situation involves everything from your mindset, the marketing
strategies, the products themselves, the environment, the time, and how you
interact in that shopping scenario. In regular online shopping, things like
promotions, good website quality, what people say online, and how products
are introduced really influence how we make purchases (Xiong, 2020)

In today's online shopping landscape, the main driver of consumer
behavior is the impact of technological advances. Within this context, impulsive
online purchases are considered part of irrational consumer behavior, as they
are motivated more by a desire for prestige than by actual needs.. Positive user
experiences, and sensory engagement further foster trust and satisfaction,
encouraging impulsive buying as users feel more comfortable and confident in
their purchasing decisions within the immersive platform. Understanding these
practical dynamics offers valuable insights for designing e-commerce platforms
that effectively leverage user immersion to drive impulsive buying.

H5: Immersion is a mediator of the relationships between gamification
elements of membership level element and impulsive buying in e-commerce
platforms.

H6: Immersion is a mediator of the relationships between gamification
elements of rewards element and impulsive buying in e-commerce platforms.

H7: Immersion is a mediator of the relationships between visual design
and impulsive buying in e-commerce platforms.

STIMULUS ORGANISM RESPONSE

.

Rewards —_ Immersion _ Impulsive Buying

/
Visual Design

L HS. Hé, H7

Figure 1. Conceptual Framework

tion Element

Membership Level

METHODOLOGY

This research uses non-probability sampling method, by conducted an
online survey, to collect data. This method selects a person for the research
subject, and others are reached through this person (Gupta & Mukherjee, 2022).
Hence, we distributed the online survey questionnaire link among individuals
within academic circles and social media platforms, including WhatsApp,
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Facebook, Instagram, Telegram, and Twitter in Indonesia. Our encouragement
aimed to prompt their participation in the survey and further share the survey
link with other potential respondents.

Success in the task relies on researcher expertise and ensuring
respondents have essential standard traits. The participants were requested to
provide information regarding their experience in purchasing in e-commerce
platform. In total, 413 participants completed the questionnaire, yet only 348 of
these respondents met the criteria for validity.

The measurements used in this study were adapted from previous
research and assessed on a five-point likert scale, ranging from "strongly
disagree = 1" to "strongly agree = 5". The study included two gamification
aspects: membership level element and tangible reward element. Membership
level elements were measured using item from Denny (2013). Rewards
elements items were adopted from Chang & Yu (2023). Visual design was
adopted from a scale from Huang & Suo (2021). Immersion were measured
using items from Tsou & Putra (2023). Impulse buying was adopted from items
by Li et al. (2022).

The research sample comprises individuals from Indonesia who have
previously made repurchases in e-commerce. Purposive sampling emerges as
the most fitting strategy for this study, as it allows researchers to collect
accurate and reliable data. Researchers can also use this technique to choose
respondents who are familiar with e-commerce feature especially gamification.

Based on the data collected, it was observed that of the 348 respondents,
65.23% were female and 34.77% were male. A total of 50.86% of the sample was
aged 18-25, 51.15% from Sumatera. 41.38% were college students and 46.26%
used Shopee only 2-3 times per month. With 23.56% has income between
Rp500.000 - Rp1.500.000, 45,11% can cost < Rp200.000 for online shopping per
month (see Table 2).

SmartPLS 4.0 was used to analyze the data. SmartPLS or Smart Partial
Least Squares is a statistical software aimed at examining relationships between
variables, both among latent variables and with indicator variables (Wang et al.,
2023). Smart PLS is highly recommended when dealing with limited sample
sizes while constructing a relatively complex model. One of its advantages lies
in its user-friendly interface and competitive pricing compared to other
software.

RESEARCH RESULT

The constructs' reliability and validity were verified using measures like
average variance extracted (AVE), composite reliability (CR) and Cronbach’s
alpha (a). In order to meet the criteria for acceptance, an AVE threshold of 0.50
is required. The AVE values, falling between 0.60 and 0.81, exceeded this
threshold, confirming the reflective nature of the items concerning the
constructs. Furthermore, a Cronbach’s alpha (a) value of 0.7 or higher signifies
a high level of consistency (Fornell & Larcker, 1981; Nunnally, 1994). We
determined discriminant validity by comparing the square root of Average
Variance Extracted (AVE) values on the diagonal with the correlations between
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Table 2. Sample demographics

Variables Categories Frequency %
Gender Male 121 34,77 %
Female 227 65,23 %
Age <18 7 2,01%
18-25 177 50,86 %
26-30 59 16,95%
31-40 48 13,79%
41-50 29 8,33%
> 50 28 8,05%
Domicile Java 105 30,17 %
Sumatera 178 51,15%
Bali and Nusa Tenggara 21 6,03 %
Kalimantan 18 5,17 %
Sulawesi 13 3,74%
Maluku and Papua 13 3,74%
Occupation Student 7 2,01%
College Student 144 41,38%
Government Staff 25 7,18%
Self-Employed 72 20,69 %
Employee 12 3,45%
Other 88 25,29%
Using Frequency 2 times 157 45,11%
per Month
2-5 times 161 46,26 %
6-10 times 18 5,17 %
> 10 times 12 3,45%
Income per 0
Month < Rp500.000 71 20,40%
Rp500.000 - Rp1.500.000 82 23,56 %
Rp1.500.001 - Rp3.000.000 72 20,69 %
Rp3.000.001 - Rp5.000.000 53 15,23%
Rp5.000.001 - Rp8.000.000 35 10,06%
Rp8.000.001 - Rp13.000.000 19 5,46%
> Rp13.000.000 16 4,60%
Online Shopping 0
Cost per Month < Rp200.000 157 45,11%
Rp200.000 - Rp500.000 121 34,77 %
Rp500.001 - Rp600.000 26 7,47 %
Rp600.001 - Rp1.000.000 25 7,18%
> Rp1.000.000 19 5,46 %

Source: Field research (2023)

different constructs. The square root of the AVE values for each variable
consistently exceeded the interconstruct correlation values, underscoring the
presence of discriminant validity within the constructs (see Table 4).
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Table 3. Measurement properties

Composite . Avgrage
Construct Ttems Outgr Cronbach's reliability Composﬁe variance R2
identifier loadings alpha (@) reliability  extracted
(AVE)
ML1 0.860
ML ML2  0.927 0.889 0.920 0.930 0.817
ML3 0.922
R1 0.717
R2 0.734
R R3 0.785 0.838 0.866 0.883 0.603
R4 0.814
R5 0.825
VD1 0.862
vD2  0.912
VD VD3  0.919 0.935 0.959 0.950 0.793
VD4  0.887
VD5 0.871
n 0.761
12 0.813
I3 0.774
IM 14 0.731 0.901 0.909 0.921 0.626 0.201
I5 0.792
I6 0.850
17 0.814
IB1 0.907
IB IB2 0.897 0.852 0.855 0.911 0.773 0.258
1B3 0.832
Source: Data processed (2023)
Table 4. Correlations
IB IM ML R VD
IB
IM 0.574
ML 0.426 0.363
R 0.422 0.473 0.730
VD 0.171 0.239 0.421 0.549

Source: Data processed (2023)

Table 5 shows the result of the hypothesis testing. The analysis results for

the level of significance of the path model structural path coefficients as
presented in Table 5, show that the membership level and visual design have an
insignificant effect on immersion. the investigation employed bootstrapping
statistics to analyze the mediating effects, as recommended by Zhao et al.
(2010), to test for the hypotheses related to the mediating effects among the
constructs. Table 5 shows that H6 (reward — immersion — impulsive buying)

are supported.
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Table 5. Hypothesis testing

Hypothesized Original T statistics P Results
relationships sample (O) (|O/STDEV|) value
s

ML -> IM (H1) 0.097 1.574 0.116  Not Supported
R ->1IM (H2) 0.371 6.130 0.000 Supported
VD -> IM (H3) 0.019 0.378 0.706  Not Supported
IM -> 1B (H4) 0.508 10.651 0.000 Supported
ML ->1IM ->IB (H5) 0.049 1.536 0.125 Not Supported
R ->1IM -> IB (H6) 0.188 4984 0.000 Supported
VD ->IM->1B (H7) 0.010 0.375 0.708 Not Supported

Source: Data processed (2023)

DISCUSSION

The result shows that the use of gamification elements of membership
level in e-commerce platforms did not significantly influence immersion. It
means that, having different levels to unlock or rules to follow that are hard to
understand can be frustrating for customer. If the perks or rewards for reaching
these levels aren't exciting or don't feel worth the effort, users might not feel
motivated to keep going, and the shopping experience loses its enjoyable
feeling. Also, if these membership levels make some users feel left out or if
there are technical issues, like things not working as they should, it can make
the whole experience less immersive and more frustrating. So, it's important for
e-commerce sites to make sure these game-like features are easy to understand,
rewarding, and don't cause unnecessary problems for users. It is also in line
with the findings that incorporating gamification elements of rewards can have
a positive impact on user immersion in e-commerce platform.

The research reveals that the visual design appeal does not significantly
influence immersion in e-commerce platforms, and this can be explained by a
variety of practical factors. Users exhibit diverse tastes, and what may visually
appeal to one user may not resonate with another, contributing to a lack of
uniform impact on immersion. Some users prioritize functional aspects and
practical needs over aesthetic appeal, particularly when other factors like
product variety and pricing take precedence. Additionally, competing design
elements or distractions on the platform, limited user engagement with visual
elements, and the adaptation of users to the platform's aesthetic can collectively
diminish the influence of visual design on the overall immersive experience.
These findings highlight the complexity of user preferences and the
multifaceted nature of factors shaping the user experience in e-commerce
platforms.

CONCLUSIONS AND RECOMMENDATIONS

The exponential growth of e-commerce and intensifying competition
underscores the critical role of gamification in enhancing user engagement and
fostering immersive experiences, particularly in relation to impulsive buying
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behaviors, revealing a substantial yet underexplored avenue for further
research and industry-specific investigations.

The study offers practical insights for the e-commerce industry,
highlighting the strategic use of gamification elements to enhance user
immersion and guide impulsive buying behavior. E-commerce platforms can
leverage this understanding by optimizing their gamification strategies,
member levels, and visual designs to create a more engaging and enjoyable
shopping experience. Notably, the study emphasizes the importance of user-
friendly membership systems, suggesting that platforms should simplify rules
and enhance rewards to prevent user frustration and maintain a positive
immersive environment.

Furthermore, the research underscores the significance of tailored visual
designs, recognizing the diversity in user tastes. E-commerce platforms can
strike a balance between aesthetic appeal and functional aspects, such as
product variety and pricing, to create visually engaging experiences that
resonate with different user preferences. These insights contribute to marketing
literature, offering guidance on the effective use of gamification to shape
consumer behavior and drive impulsive buying. Ultimately, platforms that
implement these findings stand to gain a competitive advantage, fostering
positive user reactions, increased loyalty, and a stronger market presence. The
study advocates for wuser-centric design principles, urging e-commerce
platforms to prioritize simplicity, clarity, and overall user experience for
sustained success in the dynamic digital marketplace.

ADVANCED RESEARCH

This study has limitations as it focused solely on the analysis of the two
most commonly employed gamification elements to evaluate their impact on
consumer behavior. There exist numerous other gamification elements that
warrant investigation. Thus, future research endeavors may integrate
additional gamification components, such as leaderboards,
avatar/customization, and time pressure, to comprehensively assess their
influence.
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