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Abstract: The present study investigates the role of gamification in fostering consumer engagement
wherein consumer brand engagement construct has been viewed as a multidimensional construct
embracing conscious attention, affection, participation and social connection dimensions in mobile
apps settings. Brand related outcome-brand loyalty was also proposed as an outcome variable.
Built upon Technology Acceptance Model (TAM), a conceptual model has been proposed which
has included perceived usefulness and perceived ease of use as antecedents of consumer brand
engagement in gamified mobile applications settings. Furthermore, the study also explored how
consumer brand engagement drives users’ behavioral intention to use gamified mobile apps. The
results revealed that gamified marketing activities integrated on mobile apps drives consumer brand
engagement which in turn found to be positively related with user’s behavioral intention to use
gamified mobile apps.
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1. Objectives

The present study examines the role of gamification in fostering consumer engagement
wherein the consumer engagement construct has been viewed as a multidimensional
construct encompassing conscious attention, affection, enthused participation, and social
connection as its dimensions in gamified mobile applications [1-3]. Brand-related outcomes,
behavioral intention to use, and brand loyalty were also proposed as outcome variables [4].
Built upon the technology acceptance model (TAM), a conceptual model has been proposed.
The conceptual model includes perceived usefulness and perceived ease of use as precursors
of consumer engagement in a gamified mobile applications context.

2. Methodology

Furthermore, the study also explores how consumer engagement drives users’ behav-
ioral intention to use gamified mobile apps. An online survey was used to collect the data.
Data were sourced from 200 respondents, and structural equation modeling (SEM) was
employed to analyze the collected data. Confirmatory factor analysis (CFA) through IBM
AMOS 22.0 (IBM, New York, NY, USA) was employed to assess the reliability and validity
of the scale items. Furthermore, the structural model was also assessed to establish model
fit and to check the proposed hypotheses also.

3. Results

The overall model fit was satisfactory with a 1307.783 Chi-Square (x?) value, df = 580,
x2/df = 2.255, compare fit index (CFI) = 0.875, Tucker-Lewis index (TLI) = 0.864, and
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root mean square error approximation (RMSEA) = 0.079. All items are loaded on the
measurement model. After measurement model fit, the construct’s reliability and validity
measures were also assessed. The construct reliability (CR) was also measured, and values
were found to be more than the threshold of 0.7 [5]. The results confirmed no reliability
and validity concerns. After this, the proposed conceptual model and hypotheses were
tested via the structural model. Overall, model statistics show that the model fit indices
(SRMR 0.0631, CFI = 0.886, NFI = 0.809) are satisfactory. The structural model is statistically
significant. Perceived usefulness impacts consumer engagement (p < 0.01); perceived ease of
use also influences consumer engagement (p < 0.05), and consumer engagement positively
influences the behavioral intention to use (p < 0.01). However, consumer engagement does
not statistically influence brand loyalty.

4. Implications

The results revealed that gamified marketing activities integrated into mobile apps
drive consumer engagement, which in turn was found to be positively related to users’
behavioral intention to use gamified mobile apps.

5. Originality Value

The study is the first of its kind that has applied the technology acceptance model
(TAM) in gamified mobile settings and studied the influence of consumer engagement on
behavioral-related outcomes.

6. Contribution

This paper offers valuable implications for multinational companies which are in
the business of developing applications. The study helps in identifying the precursors of
driving engagement among users in gamified settings and, subsequently, its effect on brand-
related outcomes [6]. Perceived usefulness and perceived ease of use positively influence
consumer engagement and, in turn, consumer engagement influences the behavioral
intention to use.
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