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Methodology: This qualitative study utilized the grounded theory approach. Data
were collected through semi-structured interviews with 15 experts in the field of
digital marketing and gamification. Participants were selected using purposive
sampling, and the interview data were analyzed through open, axial, and selective
coding stages.

Findings: The findings revealed that causal factors such as understanding customer
behavior and fostering user interaction play a critical role in the success of
gamification. Additionally, contextual factors like organizational culture and
specialization, as well as intervening conditions such as environmental limitations
and digital platform capabilities, affect the implementation of gamification. Key
strategies identified included game design quality and customer experience
management, which led to outcomes like marketing success and increased
profitability.

Conclusion: The results suggest that gamification can be an effective tool for
increasing user engagement, improving customer experience, and fostering brand
loyalty in digital marketing. Proper design of gamification elements and effective
management of customer experience are essential for success. Organizations should
focus on understanding customer behavior, enhancing organizational culture, and
promoting specialization to fully benefit from gamification.

Keywords: Gamification, digital marketing, customer experience, user engagement,
grounded theory, game design.
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EXTENDED ABSTRACT
Introduction

Gamification has emerged as a powerful tool in digital marketing, offering businesses innovative
ways to engage customers by integrating game-like elements into non-gaming contexts, particularly in e-
commerce and digital experiences (Akbari, 2022). The COVID-19 pandemic has accelerated the adoption
of digital platforms, making the application of gamification in retail and marketing even more critical as
businesses strive to enhance customer engagement in an increasingly competitive online environment
(Emam & Aziz, 2021). By utilizing elements like rewards, badges, leaderboards, and challenges, businesses
can motivate users to interact more frequently and meaningfully with their digital platforms, ultimately
increasing customer loyalty and purchase intent (Pour et al., 2021).

Numerous studies have demonstrated the effectiveness of gamification in enhancing customer
experiences across industries. For instance, in retail and hospitality sectors, gamification has been shown
to improve customer loyalty and engagement by leveraging personalized experiences and interactive
elements (Bravo et al., 2023). Similarly, mobile applications employing gamification techniques have been
found to increase user engagement significantly, leading to higher app effectiveness and customer
satisfaction (Barari, 2024). However, despite its growing popularity, there remains a need for a structured
framework to guide businesses in the effective implementation of gamification strategies in digital
marketing.

This study aims to develop a practical model for gamification in digital marketing using grounded
theory methodology. By conducting in-depth qualitative research, this study identifies the core elements
that contribute to the success of gamification in digital marketing and provides a comprehensive
framework that can be applied by businesses to enhance customer engagement and profitability.

Methodology

This study employs a qualitative research approach, specifically grounded theory, to design a
gamification model for digital marketing. The research was conducted in two phases: data collection
through semi-structured interviews and data analysis through coding processes.

Participants included 15 experts from the fields of digital marketing and gamification, selected
using purposive sampling. These individuals included marketing managers and academics with expertise
in digital marketing strategies. Data were collected through semi-structured interviews, where participants
were asked open-ended questions about their experiences and insights regarding gamification in
marketing. Each interview lasted between 60 to 90 minutes and was recorded with the participants'
consent. The interviews were then transcribed verbatim for analysis.

The data analysis followed the three stages of coding in grounded theory: open coding, axial
coding, and selective coding. During open coding, the initial concepts and categories were identified from
the interview transcripts. In axial coding, these concepts were grouped into broader themes, and
relationships between categories were established. Finally, in selective coding, the core categories were
selected, and the final gamification model was constructed.

Findings



The findings of this study revealed several key factors contributing to the success of gamification
in digital marketing, categorized into five main areas: causal conditions, contextual conditions, intervening
conditions, strategies, and outcomes.

In the causal conditions, two major factors were identified: understanding customer behavior and
fostering user interaction. Companies that effectively analyze customer behavior can tailor gamification
elements to meet user preferences, leading to higher engagement. User interaction, driven by gamification
elements such as badges, points, and challenges, plays a pivotal role in keeping users engaged with digital
content.

In the contextual conditions, organizational culture and specialization were identified as significant
factors. A culture of innovation and openness within the organization enhances the likelihood of successful
gamification implementation. Additionally, the level of expertise in digital marketing and gamification
within the organization also influences the effectiveness of these strategies.

The intervening conditions included environmental limitations and the digital platform’s
capabilities. Factors such as technical constraints and limited infrastructure can hinder the successful
implementation of gamification. Furthermore, the type of digital platform and the level of internet
accessibility available to users affect how gamification strategies are executed.

In terms of strategies, two primary approaches emerged: the quality of game design and customer
experience management. Effective design of gamified elements is crucial for attracting and retaining users,
while managing customer experiences ensures that users remain engaged and satisfied.

Finally, the outcomes of successful gamification implementation were reflected in two key results:
marketing success and profitability. Gamification was found to significantly enhance digital marketing
efforts, leading to greater customer engagement, improved brand loyalty, and increased sales.

Discussion and Conclusion

The results of this study align with previous research that underscores the importance of
understanding customer behavior in designing effective gamification strategies. For example, Pour et al.
(2021) emphasized that personalized gamified experiences based on customer behavior lead to increased
engagement and satisfaction, a finding supported by this study’s identification of customer behavior as a
crucial causal condition (Pour et al., 2021). Furthermore, Barari (2024) also highlighted the importance of
user interaction in mobile apps, noting that gamified elements like challenges and rewards can
significantly boost user engagement, which mirrors this study’s findings on the role of user interaction in
gamification success (Barari, 2024).

The study also found that organizational culture and specialization are critical contextual
conditions that determine the success of gamification. In terms of intervening conditions, the study
revealed that technical and environmental limitations, such as inadequate infrastructure, can impede the
implementation of gamification. Epstein et al. (2021) similarly noted that environmental and technical
barriers could limit the effectiveness of gamification interventions (Epstein et al., 2021). Additionally, this
study’s findings on the importance of digital platforms and internet accessibility in shaping gamification
strategies are consistent with Lin et al. (2022), who highlighted the role of technology in supporting
gamified experiences (Lin et al., 2022).
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The strategies identified in this study—quality game design and customer experience
management—are crucial for the success of gamification in digital marketing. Tyni et al. (2022)
demonstrated that well-designed gamification elements attract users and enhance their overall experience,
which is in line with this study’s findings on the importance of game design (Tyni et al., 2022).
Additionally, Tsou (2023) emphasized that managing customer experiences through gamification leads to
higher levels of satisfaction and engagement, supporting this study’s conclusions (Tsou, 2023).

In terms of outcomes, this study confirmed that successful gamification strategies lead to improved
marketing performance and profitability, as evidenced by increased customer engagement, loyalty, and
sales. Mok (2024) also highlighted that gamification enhances the effectiveness of marketing strategies,
leading to better business outcomes (Mok, 2024). Similarly, Santy and Iffan (2023) found that gamification
contributes to profitability by increasing customer interaction and brand loyalty (Santy & Iffan, 2023).

In conclusion, this study provides a comprehensive framework for implementing gamification in
digital marketing, highlighting the importance of understanding customer behavior, organizational
culture, and technical infrastructure. By employing high-quality game design and effective customer
experience management, businesses can achieve greater engagement, loyalty, and profitability through
gamification. The findings are consistent with existing literature and contribute to the growing body of
knowledge on the role of gamification in digital marketing.
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