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Abstract. Gamification in marketing can be understood as the use of game mechanisms to motivate 

customers and encourage them to behave in a specific way and interact in some activities or communities 

in order to increase their satisfaction, loyalty and commitment, thereby contributing to brand building. There 

are many foreign works confirming the benefits of gamification. However, there is an absence of any known 

studies explicitly conducted into gamification within a marketing context in the Slovak Republic. This paper 

therefore attempts to address this kind of research gap and answer the question of whether gamification is a 

more effective form of promotion for improving the purchasing behaviour of customers in Slovakia. The 

results of the research confirm that gamification as part of sales promotion has a positive effect on the 

purchasing behaviour, search intentions and attitudes of Slovak customers. The results also indicate the 

positive mediation role of motivation based theory related to gamification and customer purchasing 

behaviour. 
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1 Introduction 

The term gamification has been known in research since 2002, but increased attention has been paid to it since 2010 

[1]. Between 2011 and 2013, the concept of gamification quickly came to the forefront of information technology trends 

due to its emplacement in the Gartner Hype Cycle. However, Gartner´s 2014 Hype Cycle refuted this assumption and 

shifted gamification down the curve to the Trough of Disillusionment - to hybrid clouds and augmented reality [2]. The 

reasons why gamification can be considered a future trend are: the growth of the gaming industry [3], the expansion of 

the use of smartphones and wearable technologies [4], and the increasing application of the concept of quantified self [5]. 

Gamification complements all these areas perfectly.  

The positive effect of gamification in marketing has been confirmed by many scientists and practitioners [6-12]. This 

can be explained by the fact that companies are able to achieve a competitive advantage using innovation and knowledge 

about users in a progressive form of marketing communication [13-17]. However, there is an absence of any known 

studies explicitly conducted into gamification within a marketing context in the Slovak Republic. The research is also 

justified when taking into account the singularity and parochialism of Slovak peoples´ perception of brand, as described 

by Kliestikova and Janoskova [18]. They say that Slovak customers are, from the psychological point of view, still 

conservative, with strong tendencies towards their historical socio-political heritage, this despite accelerating 

globalization and related processes and phenomena, which they are not aware of. This postulate has been proven in 

practice when foreign and domestic brands have applied either their original branding patterns or patterns copied from 

effective foreign practice for brand building and which have led to the opposite effect – an undesirable decline in brand 

value. This paper therefore attempts to address this kind of research gap and answer the question of whether sales 

promotions with gamification elements are a more effective form of promotion in terms of improving the purchasing 

behaviour, search intentions and attitudes of Slovak customers.  

2 Literature Review  

To date, there is no generally accepted definition of gamification [19]. According to Shauchenka [20] the most 

common definition comes from Deterding, Dixon and Khaled [6]: gamification is the use of game design elements in 

non-game contexts. The Oxford Dictionary defines gamification as the application of typical elements of game playing 

(e.g. point scoring; competition with others; rules of play) to other areas of activity, typically as an online marketing 
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technique that encourages engagement with a product or service. In their publication on the implementation of game 

elements in web and mobile applications, Zichermann and Cunningham [21] define gamification as the process of game-

thinking and game mechanics to engage users and solve problems. It follows from their definition that the main goal of 

gamification is to achieve interaction with the customer, and on this basis to achieve the desired goal [22, 23]. According 

to Graessley et al. and Princes, gamification can be applied to any problem that can be solved by influencing human 

motivation and behaviour [24, 25]. Chaffey [26] defines gamification as the process of applying game principles and 

mechanics to ordinary activity in order to actively engage customers through rewards, engagement or amusement. The 

goal of the successful application of gamification elements should be to increase customer loyalty. Burke [19] argues that 

gamification focuses on motivating players to meet their goals with the intention of meeting the specific goals of the 

organization that implements gamification. Gamification in marketing is integrated into an external form of gamification, 

which aims to target customers through playful ways in the external environment of the company. However, the goal is 

not to force customers to participate in these games. Rather, companies are trying to adjust well-established processes to 

make them more fun and playful for their customers. Gaming mechanisms are then a way for customers to become 

addicted to the company and be more loyal to its products or brand [27]. In general, gamification is considered to be a 

system that can force customers to enjoy participating in business services, resulting in increased customer loyalty or 

increased customer retention [28]. 

According Koch et al. [29], 25% of gamification comes down to technology, the remaining 75%, psychology. The 

success of gamification is obviously due to psychological reasons [30, 31]. The aim of gamification is to motivate users 

to do things that they would not have been able to do without the use of game elements. It's about influencing existing 

behaviour and creating a positive experience for the player to motivate them to repeat the activity. Motivation is the key 

element with which gamification works. To better understand it, it is necessary to explain the basic psychological theory 

dealing with the phenomenon of motivation in the context of gamification. 

Self-Determination Theory (SDT) is based on the traditional theory of intrinsic and extrinsic motivation. The structure 

of internal motivation describes a person's natural propensity for adaptation, acquisition, spontaneous interest and 

exploration, which is so important to cognitive and social development and which is a vital source of pleasure and vitality 

in life. In other words, if we are motivated internally, we do the activity not because of the separable effect or outcome 

but for our own satisfaction or interest and for the pleasure of the activity itself [32, 33, 34]. External motivation then 

refers to an activity that is performed for the purpose of a certain result that is separable from the activity, for example 

reward. When comparing people who are motivated internally to those who are more controlled from the outside, the first 

group show greater interest, excitement and confidence, which in turn translates into increased performance, stamina and 

creativity [35]. Internal motivation also has a longer-term effect [36]. If we combine this theory with gamification, it can 

be said that while its aim is to increase internal motivation, gamification itself is actually an application of external 

motivators [37]. Gamification combines the above-mentioned types of motivation. On the other hand, it motivates from 

the outside by means of play elements and subsequent rewards. It tries to evoke feelings or needs that motivate us 

internally. According to self-determination theory, the dominant form of motivation for playful behaviour can be assigned 

to intrinsic motivation [38]. Since gamification makes use of playful elements, this could lead to intrinsically motivated 

behaviour. In the context of gamified sales promotions, this means that gamification, through the playful elements, can 

stimulate an intrinsic confrontation of the customer's involvement in game elements, and therefore in the promotional 

offer. From a company's point of view, the intrinsic motives caused by gamification could therefore have a positive effect 

on variables such as customer relationship, promotion perception, customer satisfaction, loyalty and purchasing 

behaviour. 

3 Methodology 

The research question is whether sales promotions with gamification elements are a more effective form of promotion 

for improving the purchasing behaviour, search intentions and attitudes of Slovak customers. The survey was conducted 

in March 2020 by means of the CAWI method. A total of 399 respondents participated in the study.  

A basic set of surveyed respondents was formed of Slovak citizens older than 15 years. That age limit was set as one 

of the essential prerequisites for autonomous decision-shopping, in accordance with valid Slovak law [39]. The size of 

the representative sample was determined by the following equation:  

n ≥ [tα^2× p ×(1-p)] /d^2      (1) 

Where: n – the minimum number of respondents; tα – the critical value of the normal distribution at significance level 

α = 0.05; p – the likely sample proportion, expressed as a decimal; d – the confidence interval, expressed as a decimal 

[40]. The confidence level was set at 95%. The critical value of the normal distribution at confidence level α = 0.05 was 

1.96. This is based on the fact, that % of the area of the normal distribution is within 1.96 standard deviations of the mean. 

For those cases where the likely sample proportion was not known, p was set at 50%. The confidence interval was set at 

5%. With these parameters, the minimum sample size is 384. So the number of respondents in the survey can be 

considered as sufficient [41]. To answer the research question, the hypothesis was set as follows. There is a statistical 

dependence between the preferred type of promotion and its impact on purchasing behaviour, search intentions and the 

attitudes of customers. 
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The hypothesis is based on the basic competence of gamification, namely that the use of game mechanisms and game 

elements can direct human behaviour in a desired direction [6, 42]. Gamification motivates people to show a desired 

behaviour [12]. For example, Murray and Bellman [43] report a positive effect of gamification on purchasing behaviour, 

and Lounis, Neratzouli, and Pramatari [12] have shown that gamification can increase the willingness to pay for 

sustainable products. Siemens et al. [44] also concluded that gamification has a positive effect on consumer attitudes. 

Based on this, gamification is expected to have a motivating strengthening effect, which leads to improved promotional 

efficiency by guiding purchasing behaviour in a desired direction. In particular, gamification is expected to increase 

shopping intentions, reduce search intentions and have a positive impact on consumer attitudes (consisting of satisfaction 

and loyalty to the retailer and satisfaction with the shopping experience). Given that gamification is mostly a 

psychological aspect, the hypothesis was analysed not only in terms of total direct effect between the variables examined 

but also with the use of mediators to specify the relationship between independent and dependent variables through the 

inclusion of explanatory variables (motivation based theory). 

Respondents' answers to the following questions were used as input variables: (1) Which form of promotion do you 

prefer?; and (2) to what extent does the preferred form of promotion influence your shopping behaviour? In order to 

properly understand the questions and thus ensure relevant answers, explanatory notes were also included in the 

questionnaire. In the first question, concerning the determination of the preference of the form of promotion, the 

respondents had the possibility to choose between classical sales promotions and gamified sales promotions. Classical 

sale promotion was described as a non-monetary sale promotion because it is comparable to gamified sales promotion in 

terms of intrinsic motivation. In addition, a study by Kevin & Clancy shows that only 15-35% of consumers are price 

sensitive [45]. Respondents could express the degree of influence of the preferred form of promotion on their shopping 

behaviour using a 5-point Likert scale. Respondents were asked to rate the effects of the promotion with regards to 

increasing their purchasing intentions, reducing their search intentions and the positive impact on their attitudes 

(consisting of satisfaction and loyalty to the retailer and satisfaction with the shopping experience). 

When confirming the existence of a statistical dependence between the two examined variables, it is necessary to deal 

with the internal structure of the relationships. To achieve this, the data was more comprehensively analysed using an 

index, an expression that measures each value based on its relative significance to the other values in the contingency 

table. The index indicates the relative significance of a particular value in a pivot table cell (nij) relative to other cells and 

the total number of responses (n). The index calculates the weight that an item contributes to the overall total. The index 

compares each value to its row total, its column total, and the overall total, using a weighted average [46].  

Given that gamification is mostly a psychological aspect, the hypothesis was analysed not only in terms of total direct 

effect between the examined variables, but also with the use of mediators to specify the relationship between independent 

and dependent variables through the inclusion of explanatory variables (motivation based theory) [47]. Mediators are an 

interesting research method to investigate the expected indirect effect of gamification on purchasing behaviour, and 

therefore on promotional effectiveness. For this, Intrinsic Motivation Inventory (IMI) was used. This is a 

multidimensional measurement device intended to assess participants’ subjective experience related to a target activity. 

The instrument assesses participants’ interest/enjoyment, perceived competence, effort, felt pressure and tension, 

perceived choice and usefulness while performing a given activity, therefore yielding six subscale scores [48]. Each aspect 

was described and respondents were asked to answer using a 7 point Likert scale, where 1 was "not at all true" and 7 was 

"very true". Aspects were described as follows:  

• I enjoyed doing this activity very much because it was fun to do, it was interesting and quite enjoyable 

(Interest/Enjoyment).  

• I think I am pretty good at this activity compared to other ones as well, so I felt competent, satisfied with my 

performance and pretty skilled at this activity (Perceived Competence).  

• I put a lot of effort into this, I tried very hard on this activity because it was important to me to do well at this 

task (Effort/Importance).  

• I did not feel nervous, anxious and tense at all while doing this, on the contrary I was very relaxed 

(Pressure/Tension).  

• I believe I had some choice about doing this activity and I did it because I wanted to (Perceived Choice).  

• I believe this activity could be useful, important, beneficial and of some value to me (Value/Usefulness).  

Figure 1 illustrates the investigation of multiple mediation within the context of this paper. 
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Figure 1. Illustration of multiple mediation with j mediators. (A) X affects Y. (B) X is hypothesized to exert indirect effects on Y 

through M1, M2, . . .Mj. 

Source: Preacher and Hayes [49]. 

IBM SPSS statistical software was used to test the mediation effect by PROCESS – a tool developed for conditional 

process modelling in SPSS. In all the analyses presented below, the significance of the indirect effect was obtained by 

computing 95% confidence intervals using 5,000 bootstrap samples. 

4 Results 

When testing the mediating path, it is possible to find out the direct and indirect effect of the independent variable to 

the dependent variable. The values for the direct effect of the preferred type of promotion on purchasing behaviour (in 

terms of shopping, search intentions and the attitudes of customers) are shown in Table 1. 

Table 1. Direct effect of promotion type on purchasing behaviour 

Direct effect of X on Y  

Effect se t P LLCI ULCI c'_ps 

0.3984 0.0899 4.4314 0.0000 0.2217 0.5752 0.3063 

Source: Authors’ calculation – SPSS. 

Based on the results (p≤0.05) it is clear that there is a statistically significant relationship between the dependent and 

the independent variable. After confirming the dependence, we examined the internal relationships between the variables 

using the Index. The calculations are shown in Table 2. 

Table 2. Indexes of responses 

 Type of promotion 

Strongly 

agree 
Agree Neutral Disagree 

Strongly 

Disagree 

Gamified sales promotion 1.279828 1.366815 0.668924 0.716432 0.467031 

Classical sales promotion 0.607229 0.485133 1.464703 1.398021 1.748083 

Source: Authors based on Dalgleish [39]. 

Put simply, the index expresses the degree of protrusion or backwardness in a given sample. That is, how much the 

index for a particular cell loses to or exceeds 1. We can therefore say that gamified sales promotions have a clear positive 

effect on purchasing behaviour, while the preference for classical sales promotions has a negative one. It is therefore 

established that there is a statistically significant impact of the type of promotion on purchasing behaviour that may be 

mediated. The results of the structural model analysis in Table 3 and 4 suggest that the type of promotion has a statistically 

significant impact on purchasing behaviour, search intentions and the attitudes of customers, even when a six path 

mediator is included. 
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Table 3. Indirect effect of promotion type on mediators 

Mediators 

Impact of X on mediators 

coeff se t P LLCI ULCI 

Interest/Enjoyment 0.3596 0.1554 3.5927 0.0004 0.2528 0.8639 

Perceived Competence 0.3660 0.1639 3.6590 0.0003 0.2775 0.9221 

Effort/Importance 0.2947 0.1634 2.9292 0.0036 0.1574 0.7998 

Pressure/Tension 0.3349 0.1600 3.3393 0.0009 0.2197 0.8487 

Perceived Choice 0.3697 0.1609 3.6974 0.0002 0.2786 0.9114 

Value/Usefulness 0.3381 0.1657 3.3718 0.0008 0.2330 0.8847 

Source: Authors’ calculation – SPSS. 

Table 4. Indirect effect of mediators on purchasing behaviour 

Mediators 

Impact of mediators on Y and mediating impact of X on Y 

coeff se t P LLCI ULCI 

Interest/Enjoyment 0.3184 0.0388 9.2641 0.0000 0.2101 0.3233 

Perceived Competence 0.1969 0.0275 5.6851 0.0000 0.1022 0.2103 

Effort/Importance 0.2607 0.0275 7.5938 0.0000 0.1548 0.2629 

Pressure/Tension 0.0938 0.0274 2.7889 0.0055 0.0226 0.1304 

Perceived Choice 0.1205 0.0288 3.3827 0.0008 0.0408 0.1540 

Value/Usefulness 0.2288 0.0273 6.5852 0.0000 0.1263 0.2338 

Type of promotion 0.3063 0.0899 4.4314 0.0000 0.2217 0.5752 

Source: Authors’ calculation – SPSS. 

All estimated paths for the indirect effect were statistically significant (p≤0.05), so the mediators of intrinsic 

motivation Interest/Enjoyment, Perceived Competence, Effort/Importance, Pressure/Tension, Perceived Choice, 

Value/Usefulness completely mediates the path between the type of promotion and purchasing behaviour (Figure 2). 

 

 

Figure 2. Multiple mediation model 

Source: Authors. 

5 Discussion 

Based on the confirmed effect of the promotion type on the mediators analysed, it is possible to conclude that gamified 

sales promotions generate intrinsic motivation among consumers. Intrinsic motivation caused by gamified sales 

promotion is desirable for companies, because internally motivated customers buy not only because of price promotion, 

which is a manifestation of extrinsic motivation. The choice of a product by internally motivated customers is based on 
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positive feelings such as satisfaction or affinity. Intrinsic motivation is also linked to greater stability [35], and therefore 

it can be assumed that truly motivated customers will continue to buy from the same retailer, company or brand. In support 

of this, Rigby [50] states that the meeting key psychological needs [51] in relation to games maintains the engagement of 

participants. In addition, intrinsic motivation leads to greater enjoyment [38], which could be expressed in a business 

context by satisfaction with the purchase and / or seller; because, according to Rheinberg, Vollmeyer and Engeser [52], 

intrinsic motivation has a positive effect on consumer behaviour. Based on these findings and in line with the results of 

the survey, we can say that the internal motivation caused by gamified sales promotion has a positive effect on consumers' 

shopping behaviour, and therefore leads to improved promotional effectiveness. Intrinsic motivation therefore acts as a 

mediator between gamification and purchasing behaviour. Previous research has shown that intrinsic motivation usually 

motivates people to play games [38]. Therefore, we assume that the application of game mechanisms and elements of 

gamification evoke internal motives. With a suitable game design that is based on self-determination theory and, above 

all, satisfies key internal psychological needs, gamified sales promotions are expected to evoke intrinsic motivation. 

6 Conclusion 

Consumer trends and the tough competitive situation in retail make it clear that retailers need to be creative in order 

to successfully initiate purchasing impulses through promotions. This situation indicates the need for innovative 

promotional concepts such as gamification. This is based on the assumption that, according to foreign secondary data, 

gamification has the potential to bring an additional advantage, and therefore achieve a strengthening effect, which in 

turn increases the effectiveness of promotions. This paper focused on confirming this assumption for Slovak customers, 

too. Within this context, this paper attempts to answer the question of whether sales promotions with gamification 

elements are a more effective form of promotion for improving the purchasing behaviour, search intentions and the 

attitudes of Slovak customers. The results clearly show that gamified sales promotion has a statistically significant 

positive impact on purchasing behaviour, both in general terms and in accordance with the specific relationships between 

variables according the use of mediators of intrinsic motivational character. 

The limitation of the research may be the fact that it is not possible to draw clear conclusions from the perspective of 

consumers. The actual point of view may differ from reality. Sometimes it happens that a respondent deliberately conceals 

or does not admit facts for various reasons, even if the questionnaire is anonymous, which results in an idealized and 

partially distorted response [53]. To remove limitations of this kind, it is advisable to repeat the questionnaire survey on 

another sample of respondents. The questionnaire survey was conducted only in the presence of a geographically limited 

population. From a certain point of view, this may represent another limitation to this paper. This can be removed if the 

research results are subsequently verified and compared within an international environment. If these barriers were 

removed, more accurate results could be achieved. 
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