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Abstract

Given that the use of gamification is becoming more and more widespread,
nowadays, companies implement gamification marketing strategies in the hope of
attracting customers’ attention, retaining customers, and maintaining customer loyalty
for profits. Because scant research focused on the application of gamification to
e-commerce mobile applications, this study used the Gamification as a customer
engagement experience environment of model as the theoretical lens to explore the
impacts of gamified customer engagement mechanism on social interaction,
achievement, enjoyment, and customer loyalty of e-commerce platforms, which in
turn influences customers' purchase intention. In the study, an online questionnaire
survey was conducted. Customers who had experienced the Shopee game were the
sampling respondents. 482 usable questionnaires were collected and SmartPLS was
used for data analysis. The results showed that gamified customer engagement
mechanisms are positively related to social interaction, achievement, and enjoyment.
Achievement is positively related to enjoyment, whereas social interaction,

achievement and enjoyment are positively related to customer loyalty. Customer

* Corresponding author. Email: cyli@nutc.edu.tw

2021/07/14 received; 2021/09/14 revised; 2020/10/04 accepted



ERGER R CBREZE R HBRERE 2R E 47

loyalty is positively related to purchase intention. Furthermore, customer loyalty plays
the mediating role for the influence of social interaction, achievement, and enjoyment
on purchase intention, respectively. The findings of this study provide suggestions for
managers while exercising gamification strategies on e-commerce sites.

Keywords: Gamification, Customer engagement, E-commerce
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*F 7 5 * Eckardt & Robra-Bissantz (2018)2. #7& R' 38 3 & 1 =~ 38R 58 - ﬁfw\ T

- R A R A R R R AL b g AT Y 4

Feng et al. (2018) g B J?’ﬁ‘F N3 o BRI E S - B N ER T
YU KRR R e R ,;f/ﬁat' 7% AF 7 &yx Hsuetal (2013)2 §r& R° 78 3 &
AREROIE o AL T B R VSRV 0 MR ERARI R RE L IFA SR F AR
h3 &> »F7 3 ik 5 Eckardt & Robra-Bissantz (2018)2_ #7& ¥ 77 4 & 11 SR 77 -
NREERGRISRDERR P RE S Y PR AE R
Fazal-e-Hasan et al. (2018)2_ 7% F* 38 » T3 B I 4 4ER 78 » 3 X (R4g ¥ 3R A 7
'Iﬁl e R X ATEOE R 0 B AT R ik Kose et al. (2019)2 7€ B3R 0 =
BARIROE EE LR LR YIRA A SR B A Ll o Ko d
©OAE s AT ﬁ%YMnamammngﬁﬁ% N3 RERE o BT A
PAEE A KRB BT 5 Y A S0 E Bl 0 A 7 & 5 Balakrishnan &
Griffiths (2018)2 =& A 584 B 1) 5 3R IE o & B & odtio i 8 54 " ék
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O G R S e R AR AERE BT A 0 d T77.0%) 0 FERIT A2 R
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§ A Bmﬁ%ﬂmﬁﬁﬁﬁ’%%ﬁﬁﬁﬁﬁﬁﬁ&i’ﬂ%%F%ﬁﬂ*

H & * '-f_qzml’L bl % (Money DJ 2 R4 % 2019) o < B -*Ffﬁ-é’i& LB A FA 18~24
(234 ~ >} 48.5%) > H =t 5 25~34 (160 % - § 332%); KT ARR UL H/x &
Wb Ee B (345 £ 0 F 71.6%) 5 T35 qr x 12 10,000(7 )72 T (164 £~ 0 b 34.0%)
SR S RSB L PR SR (5 A )IAZE - # S 5 H(232 4 0 48.1%)
LD B R L XS npE I (F R F B L o R E) 2 0~0.5 ) PR R (216 £
§ 448%); @ * L APP M aHE S (5 A - )UEB Y 55 7(196 & 0}
40.7%) ; T35 h¥E R APP Gy £ (7 (FT o )2 501~1,000 ~ § vt g (184 4
¢ 38.2%) o 13454 A7H (2021)3% F UUPON e pbdr jf § (75 3 4 ¢ 87 -
A gl 20-29 peinE dEREER Y o B AT B M oT 2 KRl A AL B
RS EAPT o RAAF L REA MRS o

& & & J& i £ (Non-response bias)# i#| > % » A # 7 24% Armstrong & Overton
(1977)euE 2k » U Ew e LS ER » B4k A T30 L 5 v g2 BLw s
FOoL PSR E I ERACRAATH £ 702 \EM\§@’{
TIHFAR REHTFITRE BT ICS FR AL %j\g‘[' TR REFOL
Bogtebod 2t RVERIIET S € A2 F KK L (Common method bias, CMV)
A7 3 i % Liang et al. (2007)#% #! "Method ; = 2 kB CMV > & /it & 5.
¢ 34— B TMethod ; #£4 » @ "Method | -4 2 4870 5 #7F &0 T 2 37 >
% #_ T Method | WEAMAZLFF A FEMN > 2 2 Sy 57 HF LRy
RoAfEE 2 earM s k2 2RERFETA L - AT AT HH
smartPLS 3.2 & F S H#H S A 47 L AT S kAo rm R FIRE R
(Rl)(Substantlve factor loading) % < ** 3 ;2 1% { 7 £ (R?) (Method factor loading)
PITEESR R F L 10 AP REAAFETER S ERBRESY G K

[
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SHEA R R

LR AT L T OHE R LGS - R R R A Y ¢ 3
TP ﬁ/,,\,uaﬁéj&_ B 2FEL (v 4] > Peikz. T afc ) >t 4.92~591 2 & » &
BE A 1.00~140 22 F - H P02 T FpbplagE 4 2550 0 B ¥ e RapR » €0
2 Hi A 2RI NI 3ok F A T A3t 5.08~549 2 B RE L 4
1.17~1.33 22 @ > 29 00 TiE A S50 A sl A2 R > 4 f & 0 Blde DB A
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@i 2 133 R R ARR > B 7 R A 2 MO T ik B
T 3ofc i 3.43~5.61 22 B o R L 40 1L11~1.78 2. FF » B ¢ v Tig f w5kt &
R g FlL A G TR R blde B pE & s A & 2 BOR 0T Sl
B oALY T BT 3 4.95~5.77 2 B AR A2 1.25~1.76 2 B B P il g
AR eng (T3 IR BR o bldr  BESFRS b 2 BT s
ﬁ&%‘&%ib&ﬁ%4ﬂ%iniﬁ’%ﬁiﬁ*1&%M%1@’ﬂﬂuﬁﬂ
o wAERIE AL SSEN Y RRTE A RAE L APP ¢ R BB R R Blde
BHjc S SLfeenes B RA L 2 BT o8k F o 3 % T 1083 4.41~4.92
2B AR AL AN 133~153 2 B 0 B¢ DA g o5 (g 4B 2 B IE eh
Tiofh B VR TAFRIEL ST EF | PRI o R K a4 Vi
FHE T aBfFaafa o ARAREE L EFAT - HELPBART
ol i 448~458 2 0 L A0 145~148 2 F o HP m T A e s 4
B A DEEN | 2 OB enT odch B o R & BT 58/ 3 5.13~5.89 2 /F > R
A A0 1.02~139 2 fF > H¢ u TA XK€ AiEd APP w R 5 2 B 38 anT 35
Bebof o

ERRN R AR

AP ARG EER E RN oS R L Y T2 B R
@'Fﬂ‘#ﬂ*ﬂ—*ﬁg T LR RN (AN EXR ) F N & S
%A b e 2 7@;“4 % B AP > F]pt AF7 % 2 Variance inflation factor
(Wﬂﬁﬁ%ﬁﬁfw B N AT R Y PR A 2
ﬁ?i VIF &4 % % 1.953 ~1.635 2 1.746 » VIF &% /] 3~ 2> R & 2 *’f#-:»x E
7@;%/}» R AEDR AL o @ D‘—]%‘f’\-.;"‘i)»}i"’ o A LRSS G\'T’Lipfﬂrﬂ’fg‘é‘ w3k

HETF A A Jﬁﬁmsﬁ'%’%ﬁ&’éﬁf“}éﬁ%f WH P P2 FES B
FlEELFES 048 A BEA B FFERFE S 0310

BB %38 2. & = 3 & (Composite reliability, CR)* & » CR .g_;ﬁ B R &R
BB R NEELYT 0 A CR B3R5 % 0.7 ciiic @ (Hair, Ringle, &
Sarstedt 2011) > & % 78 eh-T 3537 B~ B (Average variance extracted, AVE)P| Z 42
i 0.5(Fornell & Larcker 1981) e 4 1 #771 » 2% 7 #6 2 CR & 1 ** 0.83~0.95
R R NERE 070 A7 Rl Rl Bl DR ARIT L 2R o b5 AVE

A% 0.53~0.87 22 F > 324238 0.5 & AT N B3 L efcape R o d £ 2
T AR B S NAVE S S RIE AOHEL R L A0K B s B RS R -
LB BR oL F 0 AR ’llﬁﬂﬁggQ};ka_qu.B!}&’T'}’ FEREL RS
— [ TR ﬁ”?i’%)”‘»k FiaAHm FIVRB AR ELFERE LN Bt
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1AL RG22 GRS

/F%' Y w0 F] j ‘1‘%'1‘%& T Cronbach’s | 2= Z & | ¥B-% 2
78 g A B Alpha CR AVE
— F”gb
Cl 0.69 0.03 20.86
C2 0.73 0.03 28.14
- C3 0.75 0.03 27.00
P 4 b birg piop 0.78 0.85 0.53
C5 0.71 0.04 18.87
C6 0.77 0.02 35.74
Pl 0.80 0.03 30.93
A P2 0.85 0.02 55.55 0.76 0.86 0.67
P3 0.80 0.02 37.15
R1 0.81 0.02 42.23
, R2 0.66 0.04 17.62
R R3 0.68 0.03 22.15 0.72 0.83 0.54
R4 0.79 0.02 38.10
SI1 Pk Pk K
s | SI2 | 080 0.02 33.07
+ 6 |SB3 0.81 0.03 30.52 0.81 0.88 0.64
- SI4 0.81 0.02 37.25
SI5 0.79 0.03 35.10
Al 0.87 0.02 58.78
s A2 0.91 0.01 104.45
Al 0.82 0.02 42.06 0.87 0.91 0.72
A4 0.79 0.03 27.84
El 0.93 0.01 115.18
.. E2 0.92 0.01 94.99
= T E3 0.89 0.01 78.94 0.91 0.94 0.79
E4 0.81 0.02 39.85
kg% | CLI 0.89 0.01 67.68
B s CL2 0.95 0.01 150.61 0.92 0.95 0.87
B CL3 0.95 0.01 136.99
PI1 0.85 0.02 47.06
" PI2 0.86 0.02 56.60
" PI3 0.90 0.01 64.72 0.91 0.93 0.72
LW ppg 0.85 0.02 46.32
PI5 0.78 0.02 45.23
gl 3
RN | g | 048 0.02 29.75
95
rE | FHA 0.31 0.02 22.26 n.a n.a. n.a.
&
4 R 0.38 0.02 23.48
FLoinad AR E R S A5 A dp RS 0 Pl B R R {r AVE & %gxw",f
SRF A FE L FEAERYE
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#p (a) (b) (©) (d) () ® (2) (h)
P4 9 (a) 0.73
f# 4 (b) 0.59 | 0.82
i (c) 0.62 | 053 | 0.74
Ak 3 B4 (d) 026 | 026 | 026 | 0.80
3 (e) 0.56 | 045 | 0.58 | 047 | 085
32D 0.54 | 044 | 056 | 036 | 0.68 | 0.89

REZ R AR (g) 0.47 0.36 0.51 0.44 0.65 0.70 0.93

(3]

FER R BI(h) 0.45 0.41 0.43 0.35 0.51 0.57 0.61 0.85

T 3o 5.18 5.23 4.82 5.34 4.99 4.33 4.54 5.59

e 1.32 1.27 1.66 1.51 1.42 1.55 1.47 1.23

A MREKE L AVE 2 T2

B B A 4

AP L BHES AR EAY :f,\‘;b%ﬁ&r\a 12 SmartPLS i3t it ie 7 7
FL 47 o PLS erficd|® » RIS Gl s AT R T M o v o &k > B
:”nmmmﬁnm w AT PR EEFME A RAET RS A R2f§_:‘ ‘b
4 RPN A BB BEREE NS > N A RAFE A IERE S R E
A% F P £ 7 FEP A *‘é\ﬁgoﬂ&ﬁﬂiﬁém7Rﬁﬁ$ s A u R AR T B2 R?
% 0.10 ~ E\I,T*Li R25 040 3% %2 R25 052 - fEZ L3R 2 R2 5 056 fL R
LB R*5 037 A3 % 5%4cB 2 %7 o
REW2 A7 ¢ ﬁf‘v CREE B & ] enpt R wfi/»\u 2 R AL T B
h rav&g—gf' (B S % #=0.31 0 t=7.13 » p<0.001) » * — % % Bg 7 A vHak i AR
FLREY IR BB B 3 b FV:IE\QLHIE\;*' N
PhEL 1 t;:.i:zgﬁ&afpjm#u S AR AL ﬁz«@qﬁ;\ﬁm FeRFRE (RIS
=0.63 > t=20.92 > p<0.001) > p* - Z E BT FEN I AR Z S cnTR B P > WAl 8 AR
TIMBRGE Y B B H2 &2 AL P SN BEL & & ]t
B~ Az ﬁ,%/]ﬁv}"fjr FoE e M FR R % #5=0.31 > t =5.96 > p<0.001) >
o BRI ARG EER SRR Bl A EY KI XaF o iR
WH3 A 2ot vhshpmy d A ﬁ} 1% X3 & o B F R (L % #51=0.46t=8.97 »
p<0.001) » % E % é.ﬂé»q}:l-:—g AAZEPR T EBEHRHS 22 AFET YA
&fﬂaﬁ/ﬁﬁz‘;‘iﬁ o BB (RS TR 8=0.15 > t =3.96 > p<0001)’*)’]~*‘~
LT A% f‘vfﬂ? MTE TR T B R ER BB E L PR RmBEGR
H6 =+ o

Cé‘ 1-3»} ~mbe
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Flaci®) ik
R2=0.10 R2=040
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AN

0.48%%* / /',// o
- 1\ R
A e

I3

* p<0.05, **p<0.01, ***p<0.001
Bl2: 1 HE3%ES

ﬁﬁmﬂArﬁ@%iﬁ§$£®@¥%§%fﬁﬁﬁﬁ6wZﬂl’

p<0.001) » § A% AR * SR 18 A geph > Mg AR E LA A RF 0 Folph HT =

ALY R EHBEELBHAT L EFR P E=047 > t =10.87

p<0.001) > 2+ - -@*H%m CEAEEF SRR AL fEA RAFELBAR

Felp H8 =2 5 AT P L L BAHMYE AWM & v B F R BELE ik
B A

=0.61 > t =18.82 » p<0 001) »
B H9 = =

BEE AR B € WAL T A E

AT B R AR P T 8=0.05 0 t=1.31 > p<0.05) » # RE L5
f%x@?%?@rﬁ’!&ﬁt’ ’EE};FA&L:T ";ﬁvﬁﬁa‘rﬂ\g%j\g_ m}:i\:? F'I]F)‘
iH4*¢:°?¢*H4%*i’ipig—ﬁgfﬁ IELT EEEME
LA R AR MY LW S %% MacKinnon (2008)3% 2 £ Bootstrap i X & # AR %
LPHARETF LG P A2k > ©4245 Cheung & Lau (2008) ~ Lau & Cheung (2012)

3§J7F’/‘z%4fﬁ/?‘%ﬂ.§1 7> § B4R 2%k L 95% R RECDr ¢ 3 0
AEREFAE S AL EY Mk FaEE A IS%EHEFFCHM 22 3 0
EHFLE > TP B EEALISNGHEREFCHN 2 3 00 AERFLE > K~ £
E_’ﬁ 22V fonk  BERfoR Bock A 9% EHFECHA A 5 004

ERFARE L B E h SUTHERRCHN 22 7 00 EHFRE PR L

EFIAY fivkk o A 3H L AL nT o BHELAREALT B ‘%‘“3]‘54}‘;1']
PEBIIABEF 229 Aadock  25R T  BELPRAETE X PERTY
LG AT 4 arek o

B
Y B i ke | T | 95%Cl

Firadk | MR I BDREELLFAADIMET LB 0.05%* 3.52 0.03~0.08

E Rk AL T BDEE L E 0.06 1.37 | -0.04~0.14
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ly

B3

F AR ABR S SREPHT LWL Aok T
——

»e % B HEW e TiE 95%CI
GRS S FDEELFARADE] LF 0.09%* 3.91 0.05~0.14
=223 S & ﬁ}u-)?i% i B 0.09 1.46 -0.05~0.21

2STREELPR S SRBFRY LR ke T

> % Bz e Bk | TE 95%Cl
- EE S IEDELLBREDIEL LE 0.17#*% | 524 | 0.11~0.23
EHTE T XDEY LR 0.25%** 5.04 0.15~0.33

Rt LY AN EN -2 L3S 0.41%%* 8.75 | 0.31~0.50

T~y 8

- R

oy RSN LR %%f*@f%%i@i%%ﬂﬂi%%g
e T LW - B R VRN AR R B AR IET R R AR T A T 6
BRAEER I AR ~ £ iFen3 N ESR P RS =4 > ¥ Zhang et al. (2020)
HUE AR ART s T TR AR B AR R AR 4
@@ime 2 5 o w%aﬁgmﬁﬂwg;%5ﬁ$%?uﬁ&@%%$ﬁ
RRenp 4R g EF ARk gt — 2 % oF i Antonaci et al. (2017)5F7 § B % o
Nméﬁw;y,%%&ﬁw$%¢pﬁ’ﬁm@ AR AR A ik
B BRI R E 3 S el B sl ol gl E L 6
SR RESE 0 U E A A R Rt g R 0 RAE R L B g k3
% eniy @ > 22 Nooretal. (2018)s#F7 3 %% 4p 3 ¥ i ©

M‘%ﬂ@%ﬁﬂéﬁ*@?§$ﬁﬁﬁﬂ”&@#%%’%ﬁﬁﬁgﬁﬁ
R W HW AL B A B E s RARAETEEL Ak 5P
53 R L0 4t - % % F % Putwain et al. 2018) s 2 0 2 RRAIFRI R X
Eo&ﬂ,@g@%ﬁfﬁﬁyuaaﬁ,%?uﬁﬂﬁiﬁﬁa’%%ﬁé%
AZREE R R Rt FTh R BT UG B R R LB R RS o -
%Q@meumwwﬁm,éﬂﬁﬁﬁﬁfﬂw&iFW%m&&’%iﬁ
I H W A 2B E T AR ER AA MR E LB R K i BE L %o AR

EH P RIOEE ST BN RBMEHN SR AL EE T TEERY RS @

PRS- A g i T E B BT AL TSRS IR ) ST
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DH B RES R B BR
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PR NG B A 0 2 - B %o Suetal (2016) A BE 0 H 4e 3 X PRI %
H Iz'i’é:upﬁ&m}\*v OI—L +’i§ﬂé};£}éﬁ_;:upﬁ&4’ir§%’* g %@E‘_%W‘

TEA VMY P &S0 B b - %% & Hsiao & Chen (2016)crL8E AR T o Ji > %
BRI de P M R R > T - BB AW KA 0 B AT T
BipF ARIBEHNIITIAEIRFRL AP LRBT R T :*3%7_
§ LT A (Blau 1964) 0 B A 2 fTALE HT i EAERGE P cndp A £ T &
ARk EIR TR IR ST 2 ’wﬁm R
RAEBRETF LA IS JTAANT AF L F BB SR A K
AL SA REIBEFPNEL TRERIEH THLELPF IR o

=

Lk FHE AR S %TE‘%a/\ e — B AP v AR s Fsbﬁr*ﬁ‘i

FriedEm 2 2 0 4k Fﬁv*i““)ﬁ'ﬁ"’”’%é_i T T oA g AT BT L F T
§Af 0 R REASRDERY IR ORI 07 g RE X Dl
WF e

Bl AE LA T GPHRCEALT B S BT LR
% B¢ Atz 2? fidrck o ﬁ*ﬂd‘p%ﬁ%iﬁﬁ»éf%% REE B ek 3
f”*’%/fk—ﬁ”r}“‘“‘ ZEE‘W?%\;T*UQ S REEA RN DL PR RER KD F &
PLR LB o 2 - 5% 38% 3 Anderson et al. (2014):7 2E > #5% N PP B R
’éﬁfi’ﬁ*@m WP AW ot EEL SR ISP ARZY 42
% > ﬁi—gﬁ_‘”ﬂ/}t‘ fiemedk > A ERIER S BBE AL F X affig o B
¥ '1:&@}%';7%3 W 2sph b SR O REFRIFSOLBLSEET P 5

LR 3 X OMBEFRFF 4 7 U EBRPEME LB & Zhang et al. (2020)
GETE Rk R 3 Xl o BT R rd (L i 5 -

N ¥ Bt

WA GNP AR L T L RE Y o bl R AR EER S B EE

*RERL I IEE T UK A AR S R w30 e e 51 4 (Georgiou et all.
DR SR IS SR $19S EE I BT T EX - E T
3 (Denny 2013) ; A5 ? » 3225 P A/ e RS LEY § 7 7 PE% B AL H
s RER ﬁ%& FOUK A2 E 3 6 (Negrusa et al. 2015) o 2 @ > & yu gk
R TR Agi*-mF 7 ¢ = 7 (Bozkurt & Durak 2018 ; Koivisto & Hamari 2019)
Rmoo A ST RERER Y J A R YR OAPP B2 ¢ o F 0 A F
7 14 Harwood & Garry (2015)cr#ci| 1244834 4L APP cnfis » 7 W42 7
APP 2 BEE {7 5 B %817 kMM eyl iV 453w B Bp MR E T 5
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PR L A T Rk > P D F4 4 B M ii(Hsu & Chen
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