THE EFFECT OF GAMIFICATION ON MARKETING PERFORMANCE:
A LITERATURE STUDY

Suadi Sapta Putra’, Resti Hardini?, Rahayu Lestari®, Kumba Digdowiseiso®, Sarina Ismail®
1234 Faculty of Economics and Business, Universitas Nasional Jakarta

SFaculty of Business, Economics and Social Development, Universiti Malaysia Terengganu

Corresponding Author : Ykumba.digdo@civitas.unas.ac.id

Abstract

This study investigates the impact of gamification on marketing performance using a systematic literature review
methodology. The research background is grounded in the intricate nature of contemporary market dynamics and
shifts in consumer behavior, necessitating inventive approaches in marketing strategy. The Systematic Literature
Review method is employed to collate and scrutinize pertinent discoveries in associated scientific literature,
encompassing empirical research, marketing theory, and the most recent industry trends. The research demonstrates
that gamification has a substantial and favorable influence on marketing performance. Game elements, such as
incentives, competitions, and rewards, enhance consumer engagement, stimulate purchases, and foster brand
loyalty. Literature findings also emphasize the possibility of experiencing gamification fatigue and the danger of
exacerbating negative perceptions if not properly controlled. Optimal results can be achieved by striking the right
balance between gamification creativity and brand integrity. The research findings validate that the implementation
of gamification can enhance marketing performance. However, companies must be cognizant of potential risks and
prudently mitigate them. This study enhances comprehension of the correlation between gamification and
marketing performance, and offers practical recommendations for companies to create successful marketing
strategies in the digital age.
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INTRODUCTION

Marketing serves as a strategic cornerstone in the highly dynamic contemporary business landscape. In
addition to the dynamic shifts in consumer behavior and technological advancements, the notion of marketing has
evolved beyond the mere act of selling products or services. Marketing plays a fundamental role in shaping a
business strategy by emphasizing a thorough comprehension of customer needs and desires (Nugroho, 2021).
Within this framework, this study will analyze the pivotal function of marketing in attaining business triumph,
examine fundamental principles, and ascertain contemporary patterns influencing the present marketing milieu. The
significance of marketing as the primary instrument in attaining business objectives is becoming progressively
evident in the era of globalization. Companies engage in competition not only at a local level, but also must adjust
to the dynamics of the global market. To attain a competitive edge, marketing encompasses not only sales
components but also entails generating additional value for customers. Marketing facilitates the establishment of
enduring connections with consumers, fosters loyalty, and improves brand perception for companies by employing
meticulous market research, inventive product development, and efficient communication strategies (Riatmaja &
Sukmaningrum, 2020). The advent of technology and the ubiquity of the internet have brought about a substantial
transformation in the field of marketing during this digital age. The advent of social media, e-commerce, and other
digital marketing techniques has presented both opportunities and challenges in the execution of marketing
strategies. Companies must promptly adjust to shifts in consumer behavior, as individuals are becoming more
interconnected through digital means. Hence, this study will examine the methods by which companies can exploit
online platforms to access their intended customer base, establish a digital presence, and adeptly address consumer
feedback (Riatmaja & Sukmaningrum, 2020).

In addition to the ever-changing nature of the marketing industry, there is a growing focus on the impact of
gamification as a means to enhance marketing effectiveness. Gamification is a deliberate strategy that incorporates
game elements into various business processes, such as marketing. The advancement of technology and changes in
consumer habits have created fresh prospects for incorporating gaming elements into marketing tactics, resulting in
more interactive and captivating experiences for consumers (Putri & Mayasari, 2022). Hence, this study will
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investigate the impact of implementing gamification on a company's marketing performance, fostering enhanced
customer engagement, and amplifying the efficacy of marketing campaigns. Gamification in marketing serves not
only as a means of entertainment, but also as a tool to incentivize desired consumer behavior. This concept offers
companies the chance to cultivate stronger connections with consumers, foster favorable engagements, and enhance
comprehension of consumer preferences. Companies can enhance consumer engagement in marketing activities by
integrating game elements, such as points, levels, and rewards, which create an enjoyable atmosphere and stimulate
active participation. The objective of this research is to offer fresh perspectives on the effective implementation of
gamification in marketing, with the aim of enhancing marketing performance and accomplishing business
objectives (Nugroho, 2021).

This research seeks to enhance our comprehension of how companies can effectively adapt to the ever-
changing business landscape by exploring marketing concepts such as digital transformation and gamification. This
research aims to provide practical guidance for business stakeholders to optimize marketing strategies by
examining the relationship between traditional marketing and emerging innovations like gamification (Putri &
Mayasari, 2022). By adopting a comprehensive marketing strategy that incorporates the game-like elements of
gamification, companies can foster creativity and effectively accomplish their marketing objectives. This study
seeks to further investigate the impact of gamification on marketing performance, analyze the transformation of
traditional concepts, and elucidate novel strategies that can assist companies in adjusting to the dynamic business
landscape. This research aims to offer valuable insight to marketing practitioners, business managers, and related
parties in navigating the challenges and opportunities of the expanding global market. It recognizes marketing as
the driving force behind business success.

RESEARCH METHODS

This study employs the Systematic Literature Review (SLR) methodology as the primary approach to
comprehensively and systematically gather and analyze pertinent literature pertaining to marketing and the impact
of gamification on marketing effectiveness. Systematic Literature Review (SLR) is a rigorous and organized
research approach used to identify, assess, and summarize scientific literature that is pertinent to a specific research
subject. The steps of a systematic literature review (SLR) include defining precise criteria for including and
excluding studies, conducting methodical searches of the literature, evaluating the quality of the studies, and
comprehensively synthesizing the findings (Zhu et al., 2018). During the stage of formulating the research
guestion, we identified precise parameters pertaining to marketing and the impact of gamification that will be the
central focus of this systematic literature review (SLR). Subsequently, we established specific criteria for inclusion
to ensure that the literature chosen was directly relevant to our research topic. A comprehensive literature search
was conducted utilizing scientific databases, journals, and other pertinent reference sources. Following the selection
of literature, a stage of quality evaluation is conducted to ensure the dependability and pertinence of each source.
This assessment entails appraising the research methodology, precision of the data, and pertinence of the findings
to our research focus. The literature that satisfies specific criteria of excellence is subsequently subjected to a
thorough analysis in order to identify patterns, shared discoveries, and variations in marketing concepts related to
gamification. The process of systematic literature review (SLR) offers an unbiased and methodical approach to
curating scientific literature. This enables us to obtain a thorough understanding of the influence of gamification on
marketing performance. This research aims to provide a comprehensive and well-informed analysis of the
significant aspects of marketing and the influence of gamification (Akhigbe et al., 2017).

RESULTS AND DISCUSSION
Based on the SLR results of 5 journals that match the keywords searched, namely Gamification,
Performance, and Marketing the following results were obtained :

No. | Article Title Writer Research Findings/Results
The Influence of Gami- Providing game elements (gamification) does
fication and Positive I not have a significant effect on customer en-

; (Rifa'i et al, . .

1 Emotion on Repur- 2023) gagement and intention to repurchase. Mean-
chase Intention Medi- while, Positive Emotions do not significantly
ated by Customer En- influence Repurchase Intention, but have quite a
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gagement on the Sho- large influence on Customer Engagement, and
pee Marketplace repurchase emotions are influenced through me-
diation by Customer Engagement.
From the research results, it can be concluded
that the use of gamification has a positive impact
The Effect of Gamifi- on the use of e-commerce applications, but has
9 cation on Repurchase | (Putri & Mayasa- | no effect on the intention to repurchase. In addi-
Intention in Shopee E- | ri, 2022) tion, it was found that the use of e-commerce
Commerce applications has a positive influence on the in-
tention to repurchase in an e-commerce envi-
ronment.
The influence of gami- From the results of this research, it can be con-
fication and neuro- cluded that the variables examined in this re-
3 marketing  strategies | (Gifhary & Her- | search support the theories explained in previous
through application | mina, 2023) research, especially regarding the influence of
User Interface (Ul) on gamification and neuromarketing on independent
consumer loyalty variables, especially consumer loyalty.
The results of the analysis show that there is a
The Effect of Job significant influence between the application of
Gamification and Job | (Setiawan gamification and job satisfaction on employee
4 Satisfaction on the En- | Riatmaja & Suk- | happiness. Gamification also has an indirect in-
joyment of Startup | maningrum, fluence on happiness through motivation as an
Company Employees | 2020) intermediary, while job satisfaction also has an
in Yogyakarta indirect influence on employee happiness with
motivation as an intermediary.
Gamification, Market- From the research results, it was revealed that
ing in the Digital Era: the user experience in Fantasy Premier League
5 Study of  Fantasy | (Nugroho, 2021) | creates an intrinsic drive to watch the English
Premier League Game Premier League and invite others to play Fantasy
Users in Indonesia Premier League.

Marketing performance is influenced by various interconnected and intricate factors. The product and its
quality are crucial factors that significantly impact marketing performance. A novel and superior product possesses
the capacity to captivate consumer interest, foster brand allegiance, and establish a favorable reputation in the
market (Pambudi et al., 2022). Hence, both the development of products and the adherence to rigorous quality
standards are crucial components. Price is a crucial consideration as well. Effective pricing necessitates a
meticulous equilibrium between determining the worth of a product and comprehending the responsiveness of
consumers to price. Excessively high prices can impede the ability to purchase, whereas excessively low prices can
undermine the perceived value of a product. Hence, a pricing strategy that is adaptable and sensitive to fluctuations
in the market is crucial for achieving marketing success (Pambudi et al., 2022). Promotion and marketing strategy
are crucial factors that significantly impact marketing performance. Strategic marketing initiatives, impactful
advertising, and robust brand messaging can enhance consumer recognition, cultivate a favorable perception, and
foster buying intent. Effective promotional management is a crucial element that facilitates the attainment of
marketing objectives. The accessibility of products or services through efficient distribution channels is a key factor
that affects marketing performance in distribution. Efficient and effective distribution can accelerate the speed at
which market demand is met, whereas flaws in distribution management can impede product accessibility
(Sundjaja et al., 2019).

Proficiency in market analysis and flexibility in response to evolving trends and consumer behavior are
pivotal determinants of marketing effectiveness. Companies that possess the ability to promptly comprehend
market fluctuations and adjust their strategies in response to market dynamics enjoy a competitive edge in
acquiring and retaining market share (Prasistayanti et ~' ”""9). Hence, the efficacy of marketing is not solely
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determined by internal factors within the company, but also by its capacity to swiftly adjust to external fluctuations.
The implementation of gamification, as a cutting-edge marketing strategy, exerts a substantial influence on a
company's marketing effectiveness. Utilizing game elements in a marketing context can enhance consumer
engagement by providing more captivating interactive experiences. Gamification employs elements such as points,
rankings, and challenges to enhance consumer engagement, encourage active participation, and foster strong
emotional connections with a brand or product (Prasistayanti et al., 2019).

Gamification can offer supplementary motivations for consumers to engage in marketing activities. Virtual
incentives, such as gifts, discounts, or rewards, bestowed upon consumers in response to their interactions or
purchases, can effectively stimulate consumer interest and motivate them to engage more actively in marketing
campaigns. This can not only enhance sales but also fortify consumer allegiance to the brand. Another factor that
necessitates consideration is the impact of gamification on the spread of information (Sundjaja et al., 2019). By
examining attributes such as sharing mechanisms, corporations can leverage consumers as marketing agents via
social media or other sharing platforms. Hence, gamification not only fosters direct engagement with consumers
but also amplifies the scope of marketing communications. Implementing gamification techniques can enhance the
process of gathering consumer data. By conducting performance measurement and analyzing data derived from
gamification interactions, companies can gain a deeper understanding of consumer preferences. This enables the
enhancement of marketing strategies, customization of products, and improved personalization based on consumer
needs (Nugraha, 2020).

Gamification not only enhances consumer involvement, but also generates prospects for boosting sales,
reinforcing consumer loyalty, harnessing social media, and attaining more profound understanding of consumer
behavior. Incorporating gamification into a marketing strategy can have a positive impact on a company's
marketing performance, providing notable advantages in the midst of intense market competition (Nugraha, 2020).
Implementing gamification strategies has a substantial and beneficial influence on a company's marketing
effectiveness. Utilizing game elements such as points, rankings, and challenges in marketing strategies can enhance
consumer engagement and interactivity. This not only enhances consumer involvement, but also fosters a robust
emotional connection with the brand or product, enabling the company to cultivate more profound relationships
with its customers (Nugraha, 2020). Gamification offers consumers supplementary incentives to actively engage in
marketing campaigns. By offering virtual gifts, discounts, or rewards, companies can incentivize consumer interest
and promote greater engagement in marketing interactions. By employing gamification, not only does it generate
favorable publicity for a product or service, but it also enhances the likelihood of converting engagement into
tangible purchasing actions.

Another crucial factor to consider is the impact of gamification on the sustainability of marketing.
Companies can sustain long-term consumer interest by developing captivating gaming systems. This aids in
surmounting obstacles related to customer retention and generates prospects for cultivating a devoted customer
cohort. According to Prasistayanti et al. (2019), when consumers experience a sense of engagement and
appreciation through game elements, they are more inclined to maintain their loyalty towards the brand.
Gamification can enhance the effectiveness of marketing campaigns by incorporating sharing mechanisms.
Consumers who experience amusement and involvement are more inclined to disseminate their experiences
through social media or other platforms for sharing (Sundjaja et al., 2019). Hence, gamification not only enhances
direct engagements with consumers but also has the capacity to organically amplify the reach of marketing
messages. Gamification has a significant impact on the collection of consumer data, enhancing the value of
marketing strategies. Through the examination of consumer behavior using gamified interactions, companies can
acquire profound understanding of consumer preferences and requirements. The data can be utilized to enhance
marketing strategies, enhance personalization, and ensure that marketing campaigns align with market expectations
and demands. Therefore, gamification serves as both a marketing innovation and a beneficial factor that enhances
marketing performance through heightened engagement, loyalty, and the overall effectiveness of campaigns
(Pambudi et al., 2022).

While gamification can have various beneficial effects, it also carries the risk of adversely affecting a
company's marketing performance. Excessive dependence on game elements and incentives in a marketing strategy
can obscure the fundamental value of the product or servira Fvcessive consumer fixation on prizes or games can
lead to a diminished comprehension of the product's ¢ 982 S resulting in a decrease in long-term value and
brand loyalty. Consumers may experience a potential r. gue from gamification. Excessive and widespread
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implementation of gamification strategies can lead to consumer apathy or disengagement, ultimately diminishing
the effectiveness of a marketing message. Hence, it is imperative for companies to uphold equilibrium and devise
inventive gamification tactics that sustain engagement without inducing tedium (Putri & Mayasari, 2022).
Gamification can also elicit adverse perceptions regarding the genuineness and drive of consumers. If the game
elements are perceived as excessively manipulative in their efforts to promote purchases, consumers may
experience a sense of deception or a lack of genuine appreciation. Such actions can have a detrimental impact on
the brand's reputation and erode consumer confidence in the company. Furthermore, while gamification may
effectively enhance consumer engagement, it does not consistently result in tangible improvements in sales
conversions. Consumers can participate in gaming activities without making a purchase or contributing to business
expansion (Rifa'i et al., 2023). Hence, it is imperative for companies to ensure that their gamification strategies are
in line with their enduring marketing objectives, rather than merely fostering transient engagements. Additionally,
it is crucial to consider the potential impact on company expenditures. Excessive or poorly controlled gamification
rewards or incentives can impose substantial financial burdens on companies without yielding a proportional effect
on sales or customer loyalty. Hence, it is crucial for companies that incorporate gamification into their marketing
strategy to recognize the possible adverse effects and skillfully regulate the utilization of game elements. Ensuring
a harmonious equilibrium between innovation, the worth of the product, and strategic marketing objectives is
crucial in mitigating the potential adverse effects of gamification on marketing effectiveness.

CONCLUSION

The Systematic Literature Review findings indicate that gamification has a notable positive effect on
marketing performance. Game elements, such as incentives, competitions, and rewards, have demonstrated their
ability to enhance consumer engagement, stimulate purchases, and foster brand or product loyalty. The literature
also reveals potential risks, such as gamification fatigue and negative perceptions, that can arise if these strategies
are not effectively managed. Striking the right balance between the innovative use of gamification and maintaining
the authenticity of the brand is crucial for attaining the best possible outcomes. The aforementioned conclusion
emphasizes that the incorporation of gamification into marketing strategies can yield significant advantages.
However, it is crucial for companies to acknowledge the potential hazards and implement suitable precautionary
measures. Hence, companies aiming to effectively incorporate gamification into their marketing endeavors in the
digital age must possess a profound comprehension of consumer dynamics, a comprehensive awareness of the pros
and cons of gamification, and a constant adaptation to market trends. Through meticulous evaluation of these
variables, organizations can optimize the potential of gamification to enhance marketing efficacy and attain a
competitive edge in ever-evolving markets.
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